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HEIRLOOM RINGS 





In these exquisite rings we have preserved the 
true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, 
with unusually :nassive tops into which precious stones can 


be set with: absolute safety and assurance against less. 


Pictured here are three of a large selection of styles in 
stock for immediate delivery. They may be purchased unset 
as shown or, upon order, complete with stones to suit the 
customer’s taste and price range. Earrings available to match. 

Brochures showing 17 designs will be sent upon request. 
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No. 1664/7 
7 stones, high center 
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No. 549/7 


9 stone cluster, high center 





No. 2156/7 


9 stone square top 
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KON-ITE 


A. SADDER & ©.O. 
KONITE BUILDING 


Cincinnati 2, Ohio 
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The inimitable Marcé flare for distinction in 
jewelry design is most decidedly evidenced in an 
elegant new series of diamond bracelet-watches 
fashioned in Gold and in Platinum. Originated 
and executed in the WBO factory—where every 
step in the creation of fine jewelry is made under 


one roof—one supervision. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 
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The best 
gold filled jewelry 
has a 





“Quality” describes any piece of gold filled 


or rolled gold plate jewelry. 


“Top Quality” describes that same jewelry when it 


has a foundation of pure Nickel. 


For, it’s the Nickel foundation that backs up the 


surface layers of carat gold with solid durability. 


: 


f $ 
i : 
‘ 


Nickel, like gold, resists corrosion by body acids. 


“ 


A pure Nickel foundation will never discolor 


the gold above ... and affords equal protection 


— 


- 


to the wearer’s skin. 


- 


~ 


FLEX-LET CORPORATION says: 


“We firmly believe there is a definite and distinct difference 


- 


- 





between gold filled on a Nickel base and gold filled on other 


Po 


JEWELERS! 
metals. We know through experience that gold filled stock on 


- 


Find out about the gold filled 


jewelry you sell. Ask your 
manufacturer or supplier. If it Mr. J. R. Storti, Executive Vice-president 


- 


a pure Nickel base is the best possible material obtainable.” 


MADAANDARADARAR, 


has a foundation of pure 
Nickel, it’s quality jewelry all “THE GOLD IS FOR BEAUTY” 
the way through. i 


Nickel 


“9 7” 
Your Unseen Frtend’’ 


EMBLEM CF SERVICE 
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THE INTERNATIONAL NICKEL COMPANY, INC. * 67 Wall Street, New York 5, N. Y. 
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the urge to buy starts with the eye 
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LOOK FOR THIS 
STAMP OF QUALITY 
THE MARK OF DISTINGTive 


BEAUTY AND LASTING 
PROTECTION 





custom-fit fine watch movements 
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— thaw | it pally is. 
Series 594 and 595 are for x 


Series 597, has its reflector solde 

place, making it a finished setting, 

two flattened sides for easy assembly. — ; 
rounds out the line by providing a dicdhacsive 
high illusion setting for the solitaire diamond. 
The Masterpiece line is made in jewelry pal- 
ladium, iridio-platinum and gold. _ 


Lika ECB Lt 


113 Astor St., Newark 5, N. J. 


New York ¢ San Francisco ¢ Chicago 


FOR May, 1949 














—a whole line of ‘em! 


You won't have to buckle down very hard to sell Simmons 
new belts. They'll sell themselves on elegance and value. 
Buckles are Simmons Quality Gold Filled... 


some are available in sterling. Belts are all top grain leather available 
in natural and hazel pigskin and black buffalo calfskin. 


Stock them now for a big summer belt season. 


BY THE MAKERS OF SIMMONS CHAINS 
COMPANY ATTLEBORO, MASS. 


SOLD THROUGH 
AUTHORIZED WHOLESALE 
JEWELRY DISTRIBUTORS 
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Bretton Pays Men’s Watches Their Finest Tribute... 
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Retail: $9.95 | 
i HIGH STYLED Ci 
| 
SUPERBLY PACKAGED 7 | 
ai7\\ ieee bn | 
WATCH BANDS gt leh UN | 
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: oF 7 | | | ) &) Ly | tax incl. 
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i ee : Here is the first man’s watch band that dares to be different! 





By being unmistakably individual in conception and design, ! 


it furnishes the “‘lift’’? men’s watches have so sorely needed for 


many years. Yes, ““GoLD Cup’’ bands, with their handsomely ' | 
styled links and domed insets, are destined for important selling, 
so be sure to stock them for profitable sales. Created in 
white, natural and pink, with or without striking contrasting 


insets —1/20 12 kt. gold filled. Retail: $11.75 tax included. 
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CONSULT YOUR WHOLESALER 


* PATENT NATIONALLY ADVERTISED 


= Bretton | 


BRUNER-RITTER, Inc., 630 Fifth Avenue, New York 20 FIRST AMONG FINE WATCH BANDS | 


Factories: Bridgeport and Montreal 


Baad 


























| FIFTY YEARS OF SERVICE 
. ; : | 1948 
. Sf, 
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Executive Offices and Factory: LUDINGTO N, MICHIGA N 
Sales Offices: 630 Fifth Avenue, New York 20 220 W. Fifth Street, Los Angeles 
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Bristol Styles Ring Up Extra Profits For You 


.. . because Satisfied Customers 


C=, ee 
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Rings enlarged 
to show detail 
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BRISTOL SEAMLESS RING COMPANY « 71 NASSAU ST » NEW YORK 7, N.Y. 
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NG customers 
out of your store! 











(* 


Do you know how many sales bringing in the lady who wants to buy 
you didn’t ring up today because of  $asmall gift for five or ten dollars...or 
“threshold resistance’’? the man who needs a new band for his 
You missed out on those sales because watch. That’s all there is to it. Remem- 
many people believe that jewelers sell ber: 5 out of every 10 people who come 
“expensive merchandise” only. That — into your store buy, according to the 
is enough to make them hesitate. ANRJA! And many of the small pur- 
Building your store traffic means — chases wind up as “big ticket” sales. 


DO YOU USE THESE Get these 2 small-space 


4 Tested Sales Ideas | ' 
to Build Traffic? profit-producers: 


1 In your window, do you display several popu- 
* lar-priced items, such as watch bands, with 
prices plainly marked? (This assures shop- 
pers that they will not be embarrassed by 
learning at the counter that prices are 
higher than they can afford.) 
O YEs O NO 


Inch for inch and dollar for 
dollar, here are two of the 
finest investments you can 
make on one square foot of 
your valuable counter 
space. The Gemex Tray dis- 
plays an assortment of ten 
Gemex watch bands. Dis- 
play four of these trays to- 
gether in the special Cabi- 
net, and you have a compact 
Gemex Watch Band De- 
partment! Order several 
Trays or the complete Dis- 
play Cabinet—with an as- 
sortment of Gemex best 
sellers—from your distrib- 
utor today, or write to the 
Gemex Co., Union, N. J. 


2 in your advertising—newspaper, radio, mail- 
* ing pieces—do you regularly include watch 
bands, with prices? (Why watch bands? Be- 
cause people buy watch bands more fre- 
quently than any other jewelry in your 


store.) 
O) YEs O NO 


3 Do you have your watch bands prominently 
* displayed near the front of your store and 
next to your watch repair department? (So 
that customers coming in for watch re- 
pairs are automatically reminded of a new 
watch band.) 
[] YES [}] NO 
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THE GEMEX DISPLAY CABINET 


PIT ese: 4 Once your new customer is inside your store, 
De * do you take full advantage of the opportunity 
to expose him to your stock of watches, sil- 


; ver, gems and other higher-priced items? , 
F | [] YES [] NO Se sb J oe : 
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DISTINCTIVE BOXES 


Baas 





FASHIONED FOR BUY-APPEAL — = 





Arrow’s design and 


sez JA manufacturing facilities 
BOXES AND DISPLAYS | are equipped to work 
S67 FIFTY-SECOND STREET. WEST NEW YorK.N.v. | 72 metal and plastics 


and a wide variety 
of fabrics. 
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RTY-FIVE YEARS OF PACKAGING SERVICE 1949 


FOR May, 1949 13 
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7 8-PIECE UNIT CONTAINS: 


8 Teaspoons 
8 Salad Forks 
*8 Butter Spreaders 
*8 Iced Drink Spoons 
2 Cold Meat Forks 
1 Gravy Ladle 
4 Serving Spoons 


In any 2 patterns you select 
Morning Star Coronation 
Milady Lady Hamilton 

Specify the 2 patterns wanted 


Including Add-a-Piece Sales Maker 
Chest and Protecto Panes at no extra 
charge. Pieces sold from the Chest 
may be replaced by regular open 
stock order. 


*Oyster Forks may be substituted for Iced 
Drink Spoons or Butter Spreaders. 
















EXTRA PULL 
EXTRA PROFIT 
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And that’s not all... 


these helpful selling aids are included free 
with every Add-a-Piece Chest— 





© Display card listing prices and patterns 
@ Display card for inside of chest cover 


@ 50 postcards to mail to prospects (check 
your sales slips for addresses of previous 
purchasers of Community services) 


@ 2-Column 
Open Stock 


i 
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for customers 





A new, easy, practical way to show and sell Community 
open stock! The Add-a-Piece Sales Maker Chest is a handsome, permanent dis- 
play unit—a real ‘shopper stopper’ —that attracts profitable extra-piece business! 


Enables you to sell extra pieces to customers purchasing a complete service, to 
customers who already own a service, and to customers seeking the perfect gift! 


AT THESE SELLING FEATURES! 


@ Chest with contents in 2 Community patterns takes up no more space than a regular chest, 
@ Each chest is a complete display and permanent storage unit. 


@ Designed to store—show—sell ...in your window—on your counter—with your 
regular chest display. 


@ Kenized lining PREVENTS TARNISH—heavy Protecto Panes keep contents clean. 
@ Displays the most popular extra pieces wanted by your customers. 
@ Complete flexibility—you can sell any piece, in any quantity, in any pattern. 


@ NO EXTRA CHARGE FOR THE CHEST AND PROTECTO PANES. 
YOU PAY FOR THE SILVERWARE ONLY IN REGULAR OPEN STOCK BOXES, 


eS nad 
78 PIECES—YOU CHOOSE THE 


PATTERNS (39 pieces in each pattern) 


Total Consumer Price for 78 Pieces $104.82 
Subject to regular trade discount 











3 ways to play a happy tune on your cash 
register with the Add-a-Piece Chest 


/. Sell extra pieces to the buyer of a standard 
service at the time of sale! ORDER NOW FROM YOUR 
2. Sell extra pieces to all customers who have COMMUNITY WHOLESALER 


bought a set before—get them into the Com- 





munity Open Stock buying habit! 


Se Sell extra pieces to customers who are . * 
searching for appropriate, desired gifts! 0? bs 


THE FINEST SILVERPLATE 


* RADE MARK REG. 


F , 
OR May, 1949 15 































at no extra cost! 
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DIAMON D RING S ETS 


27 Diamond — 


Rings enlarged 
to show detail 


Combination Set ee 


\\ Due to popular acceptance and volume 
production, there is no extra charge 


for the patented Interloc’ feature. 
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Simple to couple, matching Miracle- 
Interloc’ Diamond Rings can be joined 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
...-no hinge, no catch, no stud or con- 
— cavity to mar the beauty and symme- 


The Diamond Engagement and Wedding - try of the Miracle rings. 


rings so ingeniously designed that they - The Miracle-Interloc’ clasp keeps the 
can be bought separately or together... matched bridal ensemble perpetually 
and worn separately or together. aligned...prevents awkward ring 


twisting and shifting, saving rings 


NONE GENUINE UNLESS STAMPED “MIRACLE” from costly wear! 


. For the full beauty in rings and diamonds, 


your customers will want the patented Miracle- 


Miracle Sets priced from $20.00 up — Interloc’. Besides, the diamond looks at least 
- 25% larger in the registered Miracle’ Diamond 
Styled to Sell - - Priced to Sell! _ Ring. For your own diamond merchandising 


- success story, get these revolutionary new 
rings! Consult your jobber; if he cannot supply 
you, write us. 


WARNING: 
Any and all infringements of Shiman Bros. patents 
" orig wee prosecuted bo the fettest extent ‘Patented and Reg. U. S. Pat. Off. & Patents Pending 






MANUFACTURERS FOR OVER 50 YEARS 


Originators and Sole Manufacturers of Miracle Set Diamond Rings 


SHIMAN BROS. & CO., Inc. 


No connection with any other firm 


——— 


234 WEST 39th STREET NEW YORK 18, N. Y. 
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Triple Features? 











Most notable new Watch Band 
Styling in a Decade! 


pe Personalized Package 
AA first VAN a Gift in itself! ae 





AG irst see 
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The NATIONAL WHOLESALE 
JEWELERS ASSOCIATION 
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Whiting & Davis... for many years . . . has been proud 
of its fine relationship with the Wholesale Jewelers of 
America. Each year ... for both of us, we feel, this busi- 


ness partnership has proved to be ever more pleasant and 


profitable. 
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And for at least as many years, Whiting & Davis has been 


: 
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creating mesh evening bags and jewelry of such quality, 
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value and style that the nation’s most discriminating jewel- 


4 


ers are proud to offer them to their customers. 


WHITING & Davis COMPANY, INC., PLAINVILLE, MASSACHUSETTS 


WHITING & DAVIS 
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One Carat bo Sifly €Carals, those who 
tnow diamonds, choose from the House 
of Diamonds...one of the world’s largest 
collections. 
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The Emerald Cut Diamond 


Streamlined to match modern styling, the Emerald Cut is in high 
favor with women of good taste. Its flashing glory is the result of 
the very latest development in the highly skilled art of the dia- 
mond cutter and polisher. 


Stone proudly offers a splendid selection of Emerald Cuts as well 
as other shapes in diamond rings which for quality and price range 
are the sensation of the trade. 


All our lines are produced in a large variety of styles and wide 
price range. Some are trimmed with fancy shaped diamonds as 
illustrated in this ad. 


Our mountings are of exquisite design and are produced by expert 
craftsmen in 14 and 18 Kt. yellow and white gold, as well as 10% 
iridium-platinum. 


Samples on request to established jewelers. 


State price range and styles. 
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We also manufaCeiGae mentite com belo) are) Ce 
and platinum diamond niowleteam ra tebter 
the famous KIN-LOCK diamond enmpergautant 
and wedding rings that always “Keep in line” 


atalog Available 
pmo to Rated Jewelers 


Leading Ring Stylist for More Than a 
Quarter Century 


& 
g Vue. 37 W. 47th St. New York 19, N. Y. 
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Coot, For Hor Wearwer Wear 


\ T A i N L ) % S \ T E E L For those warm summer months, Komfit in 


rugged Stainless Steel for lasting wear, 


® provides a ready answer to warm weather 
Woh Kel alm ole late Ml ole) o)(-111\ ME Golo) Melale Merol uae 
ola cole) (Mela minl-Myda hj eemtelol Ui (e] oop 4-2 


completely flexible and thin as a dime. 


TO RETAIL AT ' O 
TAX EXEMPT 











Oya Meh Zell lolol (-mlar 


Stainless Steel to retail at $6.00 Tax exempt 
1/20-12 Kt. Gold Filleu to retail at $12.00 Fed. tax incl. 
1/10-14 Kt. Gold Filled to retail at $18.00 Fed. tax incl. 


All models are Stainless Steel lined 


Look for this trade mark 


Others in 10 Kt. Gold—Stainless Steel lined and all 14 Kt. Gold 


Teli feolol (Wm halaelile lay \Uhinlolay4-e ml DIT iid] olthiol a 


FORSTNER CHAIN CORPORATION @© IRVINGTON 11, NEW JERSEY 
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“Invaluable Aid—”’ 


“By consistently using your 
program, we sell Keepsake sets 
with a minimum of effort. The 
excellency of your mat service, 
radio transcriptions, window 
displays and other merchan- 


dising aids greatly simplify our advertising 


problems.” 


LEMAY BROS. 
Manchester, N. H. 


gest 


Je Okign 






“A Valuable Asset—”’ 


“The Keepsake franchise is 
one of our most valuable as- 
sets. We have stocked all our 

i. : | stores with Keepsake Diamond — ) 
Louis B. Lemay ||, : rings. The thing we like best John D. Wilson | 
about Keepsake is the well- | 
rounded coordinated selling job we can do 
with this line.” i 

WILSON’S LEADING JEWELERS, INC. 
Syracuse, N. Y. 


D Wilton 
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Here’s How Keepsake 


BUILDS 
BUSINESS 


For Jewelers Like You! 





“Consumer Acceptance—”’ 


Hi “The Keepsake trademark, so 
‘|| firmly established now with the 
| public, is prominently displayed 
in our neon sign. This trade- ol 

|| mark definitely establishes Max Judd 
| Keepsake in the overwhelming 

present-day trend towards ‘brand’ merchan- 
i dise. We are proud to present the Keepsake 
i) line!” 
| JUDD-WEITZ JEWELRY CO. 
Albuquerque, N. M. 


rial 
Pitt 
iidl 
tif 
| ' 
' | 


FOR May, 1949 








FOR GREATER PROFITS 
SELL KEEPSAKE = 
The Best-Known Name of All 


Nothing builds sales in your diamond 
department like Keepsake . . . as these 
jewelers’ letters prove. 


Sales come faster . . . Sales come easier 
with the best-advertised, best-recognized 
name in the field. More people in your 
city read about Keepsake . . . know about 
Keepsake . . . prefer Keepsake’s guaran- 
teed high quality when they buy. 


Keepsake Can Mean 
INCREASED SALES 
FOR YOU: 

If a Keepsake Franchise is available in your 
area, we will be glad to arrange a private 


showing of the entire Keepsake line. 
Write to: 


A. H. POND CO., INC., SYRACUSE 2, N. Y. 
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“HE JUST DROPPED IN FOR A COUPLE OF FISHHOOKS!” 


Once you get your hooks in a customer, there’s no 
telling what will happen. That’s why it pays to feature a jewelry 
line that brings in as many customers as SWANK does. Smart, 
popular, nationally advertised, swANK jewelry ranges from collar 
holders to $75 sets, and SWANK customers often keep right on 
ranging — to diamond necklaces and watches. So stock and promote 


SWANK. for year-round trafhic- building. 


Oo 
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unless you’re well stocked 


with Deltah Best-Sellens! 





Thanks to our consistent national advertising, every 


month is a DELTAH month for America’s jewelers. 





More than that, the calendar’s two gift months (June 





and December) are dig gift months, saleswise and profit- 
wise, for DELTAH jewelers! So if you’re expecting 

real sales-action in June, prepare now to be 

well-stocked with DELTAH best-sellers. The demand 


for them is such that they simply sell on sight. 


oe) cmaenaioe ecm cea Feature them and watch your sales pick up. 


* * Meecha 








CONSULT 
YOUR 
WHOLESALER 








AT BETTER 













SIMULATED PEARLS 


Se A tll ates lb tac erste be alti CREE AR eh Que OMENS ON eae ere 

















ONE NBII A 
Ke nme 


for _ 





























Steadier profits | 


stock LeSTAGE CLAS SICS 











All items 1/20 12Kt. G.F. 





New York Chicago Monrovia, Calif. 
9 Maiden Lane 29 E. Madison St. 110 El Nodo St. NORTH ATTLEBORO 
A. H. Betz A. B. Pinero James F. Loveridge MASSACHUSETTS 
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TWO -GETHER 


the rin9% that jock 
with the 


hey to yOur A 
cee 


eee nes 


ae 


ese 
Peg 

Ss ee 
a “Cig? ne) : 
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Window Display—Marks Bros. Jewelers, Inc., Chicago, Ill. 


\ 1) 
‘ The Rings that LOCK 
“wo-(/ethes With the KEY to your Heart 
Wherever rings are displayed, alert deal- 


ers give prominence to ‘'Two-Gether” 
ensembles and their exclusive keys. * 





2 OG ex, Oe & 
BY Riser 2 SS ~ 








‘‘Two-Gether’’ ensembles spell greater 
sales, greater profits . . . and only ‘‘Two- 
Gether"’ has the KEY that locks rings and 
opens hearts. 


Nushner & Pines, inc o" 


21 WEST 46th STREET 
N E WwW YO e 4 T 9 ’ N e ¥ *Sterling keys free with each ‘*Two-Cether” ensemble. 


14 K Gold Keys available at extra charge. 
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RINGS +¢ COSTUME JEWELRY + NOVELTIES - PLASTICS 


calbhcs 


owe yen ( 


+ 


GS 7949 


Los Angeles Office 4 os UNCAS 


448 §. Hill Street » MANUFACTURING COMPANY 


“America’s Largest Ring House’’ 


New York Office PROVIDENCE, R.I., U. S.A. 


2 » 303 Fifth Avenue ) 
. TRADE eo MARK 


“STERLING + GOLD FILLED + ROLLED GOLD PLATE «© METAL « PLASTIC 


———, : 
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Fine Watches Since 




















FRANKLIN 
R.G.P.—Steel Back. 


- SI 17 Jewel... $42.50 












— 





CAROUSEL 


Vig R.G.P.—Steel Back. Gold Filled 
Bracelet. 17 Jewel.. $49. 90. 






GEORGE—For HIM 


Gold Filled—Steel Back. 
17 Jewel... $71.50 








CATALOG 
A | ON REQUEST 
GEORGETTE —For HER ALT hil FREE NEWSPAPER 
Gold os Back. ~S hi) | MATS 
17 Jewel... $71.50 
‘i , Oe. 
ae 
AS ADVERTISED IN... ee ' 





LIF E-postr- Colliers: Look 


RADIO TIME SIGNALS 


ee eo 


ntham Watches 
Product of (Mlendortt Watch Co INC, 20 W 47th STREET 


ae. ee ek oe See Ss ee NEW YORK. N.Y. 


In the distinguished creations that 

bear the Seidman name, no compromise 
is ever tolerated. Designed for consumer 
appeal—priced for rapid turnover—no 
wonder so many progressive jewelers con- 


centrate on the Seidman Line. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 
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In Planned Packaging 


YOUR PRODUCT SAYS 


Only a package designed expressly 


with your product in mind can 


achieve maximum attention and 
impulse to buy. 

1 P ! Farrington design artistry, volume 
production and modern methods can 
create a Planned Package for your 
product at a price you wouldn’t guess 
possible. 


Your fine product is deserving of 


our earliest consultation. 





FARRINGTON MANUFACTURING COMPANY 


GENERAL OFFICES: 70 ATHERTON ST., BOSTON 30, MASS. 
CANADIAN PLANT: FARRINGTON MFG. CO., LTD., 1191 BATHURST ST., TORONTO 4 





L YOUR «iy VOLUME 





. bad ™ we ie 
TIE CHAIN .... 


10K GOLD EMBLEM & CHAIN 





Here’s a Deluxe tie chain... with a Deluxe Emblem and the 
appeal of 10K Gold. The brand new 10K DOUBLE hinged 

emblems, combining various degrees of the Orders they TOOTA — Blue Lodge, Working Tools inside. 
represent, are handsomely fashioned and hard-enameled ng saeco annie 
in the traditionally fine | & R manner. Sturdy 10K rope wank. K.C. 3rd Degree, Scapular medal 


chain, 1/20 12K Gold Filled slide; in a rich presentation box. inside. 
7004A — K.T. and Shrine. 


Ff ° ° . 
Men won't be able to resist it for themselves; and it’s a 7005A — K.T. and Chapter. 


superb gift piece, too. 7006A — 32nd Degree and Shrine. 
7007A — K.T., 32nd Degree and Shrine. 


st your wholesaler to show you the complete line without sii ills Wait 
e ay. 


IRONS & RUSSELL COMPANY | 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 


Combinations presently available: 













































WATCH BANDS 











ZIHIS5 ‘The Squire’; $12.50 T 





, Ss atenertaiectertenatets ts tect SOT LONE AINE IOS STS SE EOS OS EOS pee ORF ee 
SS ee ee ee ee ee fe ae ere ae ae ee ae) ee) a ae ae a a ae ae ae ae ee ee “ 


Pe I ee Sak A. RR RR Sy ae ot 


2205 ‘Slenderette’; $9.00 T.| 


SITS VAR ASS an za os 

SUC Se eK ee rrrv lyse 4? sete eS a q 
‘ * eae sid 

eee ddddidde >* PEDDPDYDD DID? ww 














=220 Ladies’ Snake-Expansion; $9.00 T 


A SG id 8 3 IE ts 0 IE BE IE Bt 8 
LOE SP SS SRR Way Si sa a wg cht sax | 


210 Ladies’ ‘Deluxe’: $8.50 T. | 


SELLE ELSIEEYELLTTTTESSG 4 
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135 The ‘Calvert’; 











7120 Men's ‘Flex-Weave’': 
2. 50 Sa. K 





base, and 





Original band designs! 
Tru-Rivet Construction! Bigger 

elgohabmmiilei gellar Samm lelielalel 
advertising that helps you! That's 


what Flex-Let offers. 


And every Flex-Let Band is corrosion — 


a SIT i fofal mmolalommel0lolaelali-t-1eMmelal-mh a-101e 


Over 4400 jewelers prefer Flex-Let Bands. 
Why not join them? 


NYolio MN olilh anella-ta Ma ioMa- cell (a3 


All Flex-Let gold- 
filied products are 
on pure nickel 


kgrat quality is 
plainly stamped. 
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MAGIC CIRCLE 
DIAMONDS are 
| Advertised in 


CGY AND 


PMS 


Colorful ht aaa Many Cities... Perhaps 1 j,4, 
Counter Cards Gece City Is One of Them! 


To feature in your Store 





and Windows 















pas/ 7 7 
PILI LE 






(MAGIC CIRCLE PLAN 
wou for yd 


lon§@ TOP QUALITY DIAMONDS (both loose and 
mounted) AT PRICES THAT WILL AMAZE YOU. We cut 

Wo ond polish our diamonds in our exclusive method that 
adds new brilliance and makes them look more 

im beautiful than ordinary stones. The brilliance and 
beauty of Magic Circle diamonds cannot be matched! 


el @ MERCHANDISING PLAN ... our plan of selling 
ond stock control is foolprooof! Find out how you, too, 


able 


con sell more diamonds with less inventory ...and at 
ogreater profit! Our STOCK CONTROL plan is a 
profit builder and a life saver! And each Magic Circle 
diamond ring is GUARANTEED to your customers... 


] tacked up by deposits of Government bonds in the 
bank of Ohio. 





ey LiS CLARS 
mt SSS LLL LITA 


Ghe RUDOLPH DEUTSCH Company 


1258 EUCLID AVENUE 


Diamond Cutters ... Manufacturing Jewelers 


CLEVELAND, OHIO 
















& NATIONALLY ADVERTISED... Magic Circle is 
featured in the leading fashion magazines, as well as 
newspapers from coast to coast. Our promotional 
plan includes newspaper mats, counter displays, 
window suggestions, and direct mail pieces. A full 
plan that helps you sell MORE DIAMONDS. . . MORE 
PROFITABLY! 


INVESTIGATE THIS MAGIC CIRCLE PLAN NOW .... 
SEND US YOUR INQUIRY ...A MEMORANDUM SE- 
LECTION WILL BE SENT UPON REQUEST...SEE FOR 
YOURSELF WHAT MIRACLES OF VALUE AND BEAUTY 
OUR DIAMONDS REALLY ARE. 





MAGIE CERCLE 
ts Registered in the 
#.§ Patent Office 


What's the watch 
worth watching? 


The budget-minded watch 
that’s ticking off sale after sale 
in leading jewelry stores from 
coast to coast... . the accurate, 
completely dependable watch 
that makes its appearance in 
striking national ads millions of 
potential customers will see in 
1949. Naturally it’s a 


ACCURACY 


NATIONALLY 


the watch that means greater 
unit profit for you! Remem- ' 
ber, when you sell a Craw- 
ford watch, you sell a watch 

of sound quality . .. a watch 

that increases your prestige, 

ups your profits. For your 
best watch buy... for the 
watch your customers will 
buy and recommend, look 
to Crawford. 


BEAUTY 


ADVERTISED 
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yr PROFIT-BOOMING V3 
PROMOTION-BUILDING f§ 


mers and attract new customers to your store. 


*Dynamic, Traffic building sales promotion mot fur- 
nished FREE on the 2 features shown in this ad. 


CSorcver Sergs by JOHN ULLENBURG, Inc. 


ONE OF AMERICA’S LARGEST MANUFACTURERS OF RINGS 


62 WEST 47th ST., NEW YORK 19, N. Y. 70 W. CHIPPEWA ST., BUFFALO, N. Y. 
SALES OFFICE FACTORY 


FOR May, 1949 





Manufactured EXCLUSIVELY 


for the wholesale and jobbing trades 


since 1910. 


ie 2: A Se ee S 8 mS 
Manufacturers of Gold and Platinum Watch Cases 


4 8 th te fe SBE ce ee YOR X 
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ADVERTISING « National Advertising * Free Mat Service 
' Free Counter Displays * Free Ring Trays « Bride's 





© Free Deoler Signs + Postcards in Color 


FOR May, 1949 


This Program Will Boost Your Sales— COOPERATIVE | 


oklet ¢ Free Ring Gift Boxes « Free Window Displays _ 

















HERE’S THE RELIABLE 
FAST-SELLING LINE 
Sure-fire! These distinctively designed 
rings combine exquisite beauty and fine 
workmanship. In color, cut and clarity the stones are 
masterpieces .. . the settings are distinctively 


designed to provide the ideal background for 
their dramatic brilliance. 


If you’re interested in prestige plus profits 
... you'll always be right with Rhapsody. 


Originated by 


. SCKLES & SONS 


906 CHESTNUT STREET, PHILADELPHIA 7, PA. 
WHOLESALE JEWELERS FOR NEARLY 100 YEARS 


og 


























40 

















Special 
A ope poh Day- 


SPEIDEL has lined up an engaging, 
compelling Father’s Day promotion geared 
to delight Dad. You crown Father King 
with a SPEIDEL luxury watchband, plus 
a free, gay, novel Father’s Day “Fun” 
booklet. It grants Dad twelve very special 
privileges, such as 

. Breakfast in Bed, 
N ight out with the 
Boys, etc. He’ll get a 
kick out of it. You 
will too! 








June 19th will be Father's Day 


Father is King, 


What does it mean? 





For five weeks prior to Father’s 
Day there will be ‘““Teasers’”’ on “STOP 
THE MUSIC”. For two weeks preceding 
June 19th, “STOP THE MUSIC” will give 
the ‘“‘Fun”’ booklet full commercial treat- 
ment. 

“STOP THE MUSIC” is listened to 
by 23,000,000 people every week over 182 
stations. Think of it—an audience of 
23,000,000 will hear about this SPEIDEL 
Father’s Day Promotion for five consecu- 
tive weeks. 
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You and Speidel will make it pay! 


Thanks To peidel/ 


A ES A AN NN eT Ne A I nn 








Read on... Well tell! 





And You Yu In! 


1. ORDER the complete Father’s Day 
unit through your SPEIDEL distributor now. 
Ask for “SPEIDEL’S F/D UNIT”. 

2. DISPLAY the complete Father’s Day 
unit in your window, particularly during the 
weeks of June 5th and 12th. 

3. SELECT your choice of six of the live- 
liest newspaper ads ever prepared for a 
Father’s Day promotion. They’re free! 

4. USE SPEIDEL’S radio scripts on your 
local spot announcements to tie-in with 
“STOP THE MUSIC” commercials. 

5. INSERT in your June 1 statements 
the special Father’s Day mailing piece. Fur- 
nished in quantities up to 2000, for cost of 
imprinting only. 

(Your cost for 2000 imprinted pieces—$3.50) 

6. DISPLAY specially GIFT-WRAPPED 
merchandise on your counter. 


FOR May, 1949 


Knight watchbands 
(5 yellow; |] white) 


Your Cost of SPEIDEL F/D unit 
Your Selling Pric 


Your Profit (af; 
er ded ti 
$25.20 Fed. a ing 


Order NOw iene tite Tee SF 67.20 


Vaweee: 155.40 


FO a a eT Te ee ee ee ere 1 


Speidel Corporation, Providence, Rhode Island 


We are ordering the “Speidel F/D Unit” from our Dis- 
tributor. Please send free sales helps AS CHECKED. 


( ) Statement enclosures with imprint below. 
quantity 

( ) Radio script suggestions for Father’s Day tie-in with 
“STOP THE MUSIC” 

( ) Newspaper mats in sizes checked. 
( ) 2 col. x 85 lines ( ) 3 col. x 165 lines 
( ) 2 col. x 100 lines ( ) 5 col. x 200 lines 
( ) 3 col. x 105 lines ( ) 6 col. x 195 lines 




















i Arete se ah eee mnmn ti amenmnanmnen ae sain wo ane 
Monee emo wee comeenesowmameouwcene 


NAME 
STREET 
CITY ZONE STATE — 
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DIAMOND RING 
O% FULLY POLISHED 





CREATES BUY APPEAL 














‘« 





The magnificent lucite ring boxt is a dazzling replica of 
the very diamonds it houses. Set in contrasting base of lustrous 
black plastic, the whole is encased in an elegant 

ivory and gold embossed cardboard box and 


then enclosed in a protective 





chipboard outer shell. 


‘ 





*Trademark Reg. U. S. Pat. Of. 


ize DISTRIBUTO 





C A 





tPatent Applied For 


THE JEWELERS’ CIRCULAR-KEYSTONE 


42 














































Our debt 
of gratitude 


to the animal kingdom is one we can hope to liquidate 


only by continuing to produce America’s finest watch 





straps. We started this business over 25 years 

ago with two convictions to which we still cling: 
first, that no watch strap is better than its leather; 
second, that no watch strap is better than its 
construction. The animals alongside continue to furnish 
the finest of leathers; our skills have developed 

to such an extent that NEET straps are universally 
recognized as the outstanding examples of watch 
strap craftsmanship. Add to this, styling that 
more often than not anticipates ever-changing 
watch case styles, and you have the foundation of 


a leadership of which we are pardonably proud. 


CONSULT YOUR WHOLESALER 


B ARISTOCRAT OF I 
B WATCH STRAPS 1 


DEP HE 


LASKO STRAP COMPANY 200 Hudson St., New York 13 
CHICAGO: 20 E. Madison + LOS ANGELES: 220 W. 5th St. 





FOR May, 1949 
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DESIGNED 
for the 


- SCATTER PINS 


in step with the new vogue— 


ovr clever designs in new 
scatter pins. These ore sales- 
building, profit-making items. 


FACTURERS OF BETTER GOLD AND GOLD FILLED JEWELRY 


Our reliability and modern design ideas mean greater sales and profits for you! 
Quality and originality is the hallmark of all Nancy Lee jewelry. 
All jewelry illustrated is 1/20 12 karat gold filled. 


Distributed through the better jobbers. 


PROVIDENCE STOCK COMPANY 


FrROVIDENCE, RHROBE SLA 


11 Maiden Lane 29 E. Madison St. SAN FRANCISCO 
NEW YORK CHICAGO 
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Lustrous Pearls 
in an Elegantly: 
Fashioned Foam-Velvet 


Satin-lined Gift Case 


This Crosby Pearl’Set was Designed 
with Profitable Gift Promotions in Mind | 


*Simulated 








Crosby merchandising men confidently recommend 
this new Pearl ensemble for all important gift 
occasions—for Graduations, Bridesmaids, Going- 
away, Anniversary and Birthday promotions . . . 
Single strand Simulated Pearls, with smart button | 
earrings and Sterling Silver Ring to match .. . 
Resplendent in a beautiful new Aqua-Velvet 
Satin-Lined presentation Case .. . The ensemble 
bespeaks quality—the price assures. worthwhile 


‘sales and volume. 


F1-319/1—Single Strand as shown.... Your Cost $3.35 Set 
F1-319/2——Same with double strand.. Your Cost $4.35 Set 
F1-319/3——-Same with triple strand. ... Your Cost $5.35 Set 
Minimum order 6 Sets 
- Mail your orders on your order form or firm letterhead: 


Made by the creators. of Lady Crosby Diamond Rings—Nationally advertised 


Bm COREN & SUNS GRRE 


Po weet 2S Fa: Street New Yori. -S. oe 





FOR May, 1949 
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tHe MOST POWERFUL AM 
rg MBINATION UF FEATURES t E 


aS RS 


ever pACKED INTO ONE WATCH) — —-Ah opt: Shureb 


SNNYODIad VD 






3, 6, 9. and 12 on the dial 





PLACE YOUR ORDER TODAY... 


oo | | % Sign of the zodiac on the back of the case. 


AAMIS. -UAAILING FOLDERS... x Fully ccamnead 
DISPLAY CARDS AVAILABLE FREE! * Attractively Gift Packaged. 


OR WIRE 


Se wire MP LOUIS AISENSTEIN & BROS., INC. Sales Dept., 16 East 40th St., New York 16, N. Y 





EXECUTIVE OFFICE AND SHOWROOMS: 630 FIFTH AVENUE, NEW’ YORK 20, N. Y. 


Branches: 29 East Madison Street, Chicago 2, Ill. » 315 West 5th Street, Los Angeles 13, Cal. + Foreign Office: Ernst Schiller Strasse 6, Bienne, Switzerlund 
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GENUINE LEATHER 


Because inexpensive watches for juveniles 
are becoming more and more popular, we 
offer you these genuine leather bands which 
fit right, look good and wear well on Junior’s 
watch. Six colors. Metal buckles and keepers. 


Two wrist sizes. 


Sold Through Leading Wholesalers 


“Little Ranger" 


is an exclusive 
Trade-Mark Feature of 


MILLER BROE. 


WATCH STRAP MFG. COMPANY 
817 MAIN STREET CINCINNATI 2, OHIO 





STRAPS 
ACTUAL SIZE 
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Yes, when you think of 
for your customers and more profits 
for you — think of Jenkins & Sons, 
Inc. We have what you want when — 


x 


you want it. | - 
Phone . . . wire or write _ 
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With competition keener... 














cu LOVA presents 
_ THE MOST GIGANTIC 
SPRING PROMOTION DRI 


in the Industry's History ! 


Stepping up its tremendous year-round advertising with, 
a sensational 6-week Concentrated Campaign! | 











see \ : 
¢ CF be Gy? 
For Graduation, Weddings, ——e, 
Birthdays and every Gift Occasion— 
there’s no finer gift than a watch, no finer 
watch than a BULOVA. Remember—BuLova 









‘e* t 
is your Best Gift Buy: 







BULOVA 


ee 
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CONTINUING LEADE RSH 








WATCH FOR THIS 
ULL COLOR SPREAD 


ATURDAY EVENING POST 
ON SALE—MAY 25th 


LIFE 
ON SALE—MAY 27th 
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Vath why today 
FOR BEAUTY, Depen 
YOUR SMARTEST ¢ 


~More than eyer— 


DABILITy AND VALUE 
HOICE ts BULOVA! 
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LOOK AT THIS 
| FULL PAGE 
| NEWSPAPER AD 


| kwill appear in newspapers in 
| your community in time to take 
advantage of May and June 
graduation sales. 


» tessnnigye thew HHy,t 
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IT’S JUST SMART BUSINESS TO 


WEL with the product that 


68 WV 
/ urd largest amount of 
| a sabes 


iB LC LOVA! 


To get the most customers... feature Bulova above | 








| 
1 
| 
1 
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sitiniailuone 











all others. Yes, feature Bulova by using 
, BILLBOARDS Vv LOCAL NEWSPAPER ADS 


DIRECT MAIL Vv Local RADIO SPOTS 





CAR CARDS / wINDow DISPLAYS 






Kemencbet, now wusee Buen wee— 
BULOVA represents America’s Greatest Watch Value 
YOUR GREATEST PROFIT OPPORTUNITY! 
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KESTENMAN BROS. MFG. CO 


280 Kinsley Ave,, Providence 3, Rit 


KESTENMADE=— PEERLESS 


FOR May, 1949 





OF COURSE THEY’RE NEW...DAZZLING... 





In Earring, Pin 
and Pendant 


-.. tn 1/20-12 kt gold filled. 


SOLD ONLY 
THROUGH WHOLESALERS 


since 


OSI SRT ER NARs tan a state 





THE 


URN AN Just one lovely set from the new 1949 line of Curtis Creations 
styled in gold filled and in 10 kt. gold. 
CMPANY 162 CLIFFORD STREET, PROVIDENCE, R. I. 


Chicago Representative Eastern Representative 
ALLEN B. PINERO PAUL BERGMAN 
INC. Heyworth Bidg., 29 E. Madison St. AL GOLDBERGER 162 Clifford Street 
Chicago 2, Illinois Pershing Square Bldg. Providence, R. I. 


Los Angeles Representative 
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IN FINESSE “BANDS OF BEAUTY” 
SURPRISINGLY LOW PRICED! 
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Write Finesse today 


of your nearest whol 


EASTERN 
Harold Sabin 
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Styled Kight 





85 & 861/86: 6 


ney-4 Game 


aca felalelehrels olale MenLolalaruelen. 
oval, 744/11 7AP & ZAH. 15/OE, 
18/OE, 750W, 67—343G. L 


crystals 


Me 


876/87: 16/0 ISAF, 9 ligne Longines, 8% x 12, 
Bsn 157 & 330 Gruen. Curved Back Fiat &. 
scallop and dome crystal. 


We salelantiaclaalias Qa complete line of meliiste! gold 


plate cases in all sizes. Also famous Elite Water 
sealed Case. 


) 
SAP V7. kels mey-4 ae) 1) 


150 Varick Street « New York 13, N. Y. 
IN CHICAGO ... KATZMAN. 5 N. WABASH AVENUE 
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303 Fifth Ave., New York C 
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Increase sales by getting these new L’Aiglon 
Bracelets on display where your customers can 
see them. Their handsome styling and superior 
finish command attention. And L’Aiglon quality 
follows through with lasting beauty, lasting wear 


and perfect fit. 


1/20 12 K gold filled in yellow, pink or white 
eked fom AliaMeS(el lal (<i S3(-1-1 Ml ole [a So I ToME Sel lall-t 1: 
steel front and back. Scientifically designed 


fittings mualolatrceladel th 7- Me Siollali- + ME t(-1-1 ol aiale |S 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


So a MAKERS OF WATCH BRACELETS FOR 25 YEARS 
36 GARNET STREET © PROVIDENCE, RHODE !ISLAND 


REPRESENITIATI Ve S IN NEW YORK © CHICAGO *. (OS ARGCELRES 
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Superior quality and perfect finish is evi- 
dent in every part of the Normandie move- 
ment. Note these special features — curved 
olive shaped jewels instead of flat jewels 
half overswung mainspring .. ."Nivarox’”’ 


hairspring... greatly improved pivots. 
Result... a far superior quality movement. 


THE CASES 


Our 10K gold-filled and 14K cases are 
specially built to our exacting specifica- 


tions by one of the leading watch case [| _ 0 ie bhi 
factories. Movements fit snugly and stems [| % 4 tf * ip sy 
are fitted air-tight to prevent dust from 

seeping in. Cases are perfectly finished to 


give satisfactory wear. | oS 7 a). Ray Ee a te 
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The Normandie Watch is perfect in original 
manufacture, materials and adjustment. Every 
watch is checked and timed by the latest 
scientific methods and Guaranteed to keep fy 

accurate time. Furthermore me oahes Suocdestul Whorscte 
Normandie is fully as beautiful as it is 
dependable. 


Jewelers are quick to | 

recognize superior quality and value. That is why selected 
Leading Wholesalers are now distributing Normandie Watches. They know 
that the Normandie Watch is one of the outstanding timepieces on the 
market ... and that fact is being discovered daily by thousands 

_of Consumers everywhere. — 
Retailers . . . please write for name of nearest distributor. 





RM watches distributed 


_thru selected Wholesale Jewelers. | 


Bie. 
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NORMANDIE WATCH COMPANY ° 71 Nassau Street * New York 7, N. Y. 
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LINE 


featuring exclusive 


DUROFRAME construction 
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THE ROYAL JEWEL CASES in Farrington’s 
excitingly beautiful new °49 line are fashioned 
for volume appeal and volume sales . . . offering 
more value per dollar, to both retailers and 
customers, than any line of jewel cases on 

today’s market. And the established fair-traded 
retail prices allow for better than a 42% mark-up 


on every one of the fast-turnover items in 


s* 


this outstanding collection that includes cases 
from $1.95 to $10. 


The new line features Farrington’s exclusive 
all-metal Duroframe . . . the sturdy long-life 
construction that assures protection for jewelry 

and the lasting beauty of each case. Covered with 
the miracle leather-grain material developed through 
years of Farrington research ... strikingly hand- 
some TEXOL, available in a range of fabulous colors 
... each case is fitted luxuriously in tarnish-proof 


rayon velvet and lustrous satin. 


These are truly outstanding advantages that will 
mean far more sales and profits for you. See 
Farrington’s *49 line now at our New York 
Show Room. Write for your copy of our 


handsome catalog brochure in color. 


Consumer Products Division 


FARRINGTON MANUFACTURING COMPANY 


76 Atherton Street, Boston 30, Massachusetts 


JEWEL CASES 


| b ; 
tshioned ) 
New York Show Room: ; 
366 Fifth Avenue, ‘aceington 
Room 404 


FOR May, 1949 
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CHOICE OF THE DISCRIMINATING 















Melrose Book Dis- 
play No. 327. Solid 
wood and plywood 
construction, with 
full-color print ap- 
plied. Book, natural 
blond wood; back 
and stand chart. 
reuse lacquer. 








(ral, In 


invites your inquiries regarding the design and manufacture of distinctive 





displays . . . such as these we have been privileged to make for Gorham 
... combining rich beauty with rugged construction that gives 


long life and permits re-use over several seasons. 


TRADITIONAL fohein 


2 gi’ ka é 
g cohen * ¢ torflale GAFT FOR i 
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THAT'S ALL YOU SEER To knew! 


yr, IF it's 
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SERVING 


SECS 













Rape 
Bee 


CRAFTS, INC. 
Designers and Manufacturers of — | 
Merchandising Displays 
70 TINGLEY STREET 
PROVIDENCE, R. I. 
Telephone DExter 4752 


Serving Piece Dis- 

play No. 328. Solid 

blond maple frame 

with applied full- 

color picture. Woo 

| back and base off- 
_ white lacquered. 





Gorham Plate 
Display. Heavy 
pressed wood back, 
with plush pad. 
Holds 5 pieces of 
actual merchandise. 
May be used with 
easel or laid flat. 


~ y ATES PL ATES 
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The Omega Automatic priced to retail from $71.50 to $450, tax incl. 


b The Omega Automatic is the thinnest highly pre- 
cise self-winding watch made today. 


> Designed by Swiss master craftsmen, its peerless 
mechanism is housed in a case and face distin- 
guished for their functional elegance. 


& Ithas the special Omega ‘‘Automatic’’ 17-jewel move- 
ment, and though the world’s thinnest self-winding 
watch, will store 36 hours reserve winding power. 


To back your promotion 
Omega National Advertising for 1949 is appearing in 


LIFE - FORTUNE - VOGUE - ESQUIRE 
THE NEW YORKER - TOWN & COUNTRY 
NATIONAL GEOGRAPHIC - THIS WEEK 
THE NEW YORK TIMES MAGAZINE 
totaling 134,626,711 reader impressions 


OMEGA 


FOR May, 1949 





Men and women accustomed to the finest choose 

an Omega as a matter of course. Others who would like 
the finest and who turn to you for expert advice 

need only to be told the facts. The extraordinary accuracy 
of the Omega movement has won for it the world’s 

most coveted awards. Significantly, too, 

52 nations have chosen Omega as official timer 

for the Olympics, not once but 


3 successive times. ..a unique distinction. 


ecluimed 
the Pinest 
Hatch Vatue 


on the 
Markel 


..- The Omega AUTOMATIC, 14K gold-filled, 








$71.50, tax included. There’s your answer to customers 
who are value-conscious, price-conscious, and who want 


the finest automatic watch the ’ can buy. 


Normah N. Morris Watch Corp. 
608 Fifth Ave., New York 


59 






































Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking — sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in 14 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 
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@ Again, Rolfs gives you a new billfold that’s 
different, distinctive... exciting. The American Bison 
Billfold smacks of the “Old West,” ...a rugged billfold 
with the “he-man”’ look, yet swank and elegant. 


The leather is genuine prican Bison, obtained 


exclusively by Rolfs. Hiffiage specially 
1 hand tooled 














tanned, handsomely finis 
The solid silver co 
edges 

West, 


billfolds are 


hand-engraved. Ski 
further capture the 
and for added eye-: 
packed like fine jev 


The American Biso id adds another 


ne. Beginning with the 

famous “Signature” bill etailing up to $100 plus 

tax, the line des BC Lorn mbrcectress”’ 
GAOT “4 

billfoldss-s 

$12.50 to $35. These exquisite masterpieces of billfold 


“Gem” to Rolfs Jewele 








eTixurious ang iported leathers, from “/4e AMERICAN BISON BILLFOLD 


“a 
, 


craftsmanship are fittingly packaged in gold-plated, Has all the. 







velvet and silk cases. “Directexiakes 2 
Be er 
pocKkes 


fr td : re ‘ - t <e “= ce s . - . z, : <x. 
A =" po < 2; Z ?-2 an a 
“a Pe Eg > 
0) Rolfs . . 330 Fifth Avenue, New York 1, N. Y. 
Division of Amity Leather Products Company 


I-would like to have a representative call. 


ba 








...300 FIFTH AVENUE, NEW YORK CITY ee PN, 6s cucu tendwektusienbenesetentent 
DIVISION OF AMITY LEATHER PRODUCTS COMPANY 
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WARNING! 


Magniset is patented in 
the U. 5S. Pat. Off. No. 
152469. Infringers will 
be promptly prosecuted. 


(7. Newly Patented Setting, Magniset, is contrived so as to add to the 
Magnitude of a small center diamond. These cleverly fashioned settings are made 


with a combination of a new type reflector and a sparkling border of flashing 
Rhodigem—in that whiter than white metal which never dulls. Because they enhance 
the diamond size in a new and unique fashion, they are the perfect solution to 
the jeweler’s problem of properly setting small diamonds in large top mountings. 


*THE MAGNIFICENT NEW, PATENTED SETTING CREATED BY. 


GOODMAN & COMPANY 


MAKERS OF FINE JEWELRY SINCE 1904 
42 W. WASHINGTON ST. INDIANAPOLIS 4, IND. 
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OTHER ITEMS 
(Not Illustrated) 


BRACELETS 
# X-100, 25 links..........$220 
= 





7-100, 25 links.......... 220 
#8-101, 18 links.......... 110 
CHOKERS 
#7-502, 9 links ........... 172 
#7-503, 11 links.......... 192 
#7-504, 15 links.......... 232 
DRESS PIN CLIPS 
# 7-201, 314 links, Pair 90 
# X-200, 7 links, Pair. 150 
# 7-200, 7 links, Pair .. 150 
BROOCH 
# X-301, 4 links............ 40 
EARRINGS 
# X-250, 2 links, Pair. 45 
# 7-251, 3 links, Pair .. 60 


ALL PRICES 
“KEYSTONE” 


Choker 
boa £.10)0 a DEB 


No. 7 Series, U.S. Patent No. 149,780 
No. 8 Series, U.S. Patent No. 151,472 
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This is an original 
Trifari design— 
patent pending 


uel ) ty 
fr the woman who loves sentimental  foweld— () 


‘“‘Dewdrops”’ . . . garden-fresh, bouquet-sweet, Summer-lovely—this charming set 


of jewels by Trifari to add a sentimental touch to any costume. Clear-as-crystal 
flowers asparkle with tiny rhinestones, growing on a golden Trifanium chain. |. ‘pile caly it Scand oan ae 


alam dslamertiilam Galetal 
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AMERICA'S MOST BEAUTIFUL 


pV bncils 


by CROSS 


j 
j 
j 








Designed to turn “Cross Pencils” / 


into “BUY-WORDS”... N 


The CROSS Six-Hundred 


For those who prefer a 
samaller pencil. Other- 
wise identical with 
the famous ‘‘Century.”’ 


ULL COLOR 


$5 plus tax 





Portraying the gleaming beauty and sturdy 
craftsmanship of two truly quality products 





SMART RETAILERS EVERYWHERE 
agree that Cross Pencils represent the last 
word in craftsmanship, quality, value... in 
overall buy-appeal. 


In order to spread this strongest-of-all 
appeals to the buying public, and thus build 
greater demand, we are instituting a major 
change in national advertising by presenting 
Cross Pencils in the only medium that can 
do them full justice... fall natural color! 





The CROSS Century 


Slim styling. beautiful 
balance, mechanical ex- 
cellence. 1 10th 12 Karat 


This same technique will be introduced as 
gold-filled. $5 plus tax. 


occasion permits into all consumer literature 
and point-of-sale material. Eventually, every 
presentation of Cross Pencils will reflect the 
true beauty of these most beautifulofall pencils, 


Shown actual size 





A SECOND INNOVATION to help build 
sales... is the new companion model to the 
famous Century. The new Cross $zx Hundred, 
and the Century each are beautifully gift- 
packaged. These fine pencils make attractive 
individual gifts as well as highly salable 
multi-gift items—for ! : 

Attractively gift packaged for Father’s Day... 
BIRTHDAYS Graduations... Birthdays... Ushers’ Presents... 


Bridesmaids’ Gifts... Anniversaries. 


FATHER’S DAY e MOTHER’S DAY 
(June 19) May 8) 


GRADUATIONS e ANNIVERSARIES 
BRIDESMAIDS and USHERS 


(Sel/ stx or twelve instead of one— 
readily engraved if required 


Be ready to take advantage of every 
dual-sales opportunity .. . check your 
stock and order replacements now ! 


sosmenu 
ES SE ee ee a we = 


—_ | 
A.T. CROSS PENCIL CO. (foeils 
53 Warren St., Providence 7, R. I. Oss. 


A. T. CROSS PENCIL CO., PROVIDENCE 7, Rt 





For Boys and Girls . . . 


FIRST COMMUNION SETS 
by CATAMORE 


Here's another “first” by Catamore! A lovely gift item for 
boys and girls. It's a first Communion set consisting of 

a child’s rosary in sterling silver, with pearl or sterling 
beads, a rosary case anda beautiful first com- 

munion prayer book. All three are boxed attrac- 

tively to make an outstanding gilt combina- 

tion. Your Catamore wholesaler will show 


you this new sales builder. 


AVA 


¢ 231 PINE STREET - PROVIDENCE 3° R°I° 


New York West Coast Mid West East 
FRED W. MARKS ARTHUR WEINGARTEN DICK SHOWERMAN WILLIAM PEACH 
373 Fifth Ave. 704 Market St. 29 E. Madison St. 231 Pine Street 
New York. N. Y. San Francisco 2. Cal. Chicago, Ill. Providence 3, R. I. 
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ladiflly tiled .. TO SELL/ 


HOLLOW WARE by POOLE 


Your customers see the exquisite craftsmanship, admire this new 













simplified design and before they are aware of it, have bought another 
piece of Poole hollow ware. That’s the advantage of selling Poole — 
it can be bought from you, a piece at a time and they always come 
back for more, because Poole is nationally advertised in Vogue and 


House and Garden. 


We have a sales proven selection of other leading jewelry store lines, 
renowned for their prestige and ability to make satisfied customers 


for your store. 


Shown above is the Poole Silent Butler No. 125. 


IKK. AX. MIU The 1 TA WW 


WHOLESALE DIS Tease ui or 2 
STERLING & PLATED FLATWARE & HOLLOW WARE 
373 WASHINGTON STREET * BOSTON, MASS. 
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24,500,00 
0 HOME-MAKERS WILL SEE THIS A 
Bie. 


24 


magazines ! Put thi 
) is powerful 
ro : 
other sale-clinch promotion to work f 
ers, yours a oe or you. Tie in with 
Ing. mats, dis 
s and 


uT POLISHING! 


enfoy your silver wiTHO 


quality silver plate in «on the air SO they ©4 
money OF prasives 
arily? Buy a 


Cloth container. So is high 
esigned by Why spen 


Your silverware cant tarnish in 4 Pacific Silver 
Cloth chest, bag. roll, pac et, wrap or buffet the beautiful inlaid Invitation patter 
drawer. u save work for 4 lifetime. You get Gorham an illustrate here uch high grade sil- OF ather tarnish remover unnecess 
more pleasure fro owning new er, and old = VEE and Pacific Silver Cloth just naturally £° to- chest lined with Pacific Silvet Cloth, or 4 bag. 
silver is more fun to use often. Both flatware and gether When you UY new silve are, be sure to _ roll of wrap t at your eading local jewelry 
pt and ready for ook at the chest, bag, roll for the Pacific Sil or departme store (yard s in Piece s 
ver Cloth Jabel. It means qui y Departments); yr furniture ler for 
i Drexel dining oom furniture wit fic Silvet 






instant use- Whether ysed daily, for entertaining. 

on oF off vacations. OF after years of storage, Avoid imitations 

silver shines like magic! clusive product of Pacific Mills. It contains mil- Cloth comp4 t write us t 

That is why famous brands of sterling silver- lions of tiny particles of silver in a visible 4 d na ¢ dealet Pacific Mills, Dept . 
ware usually are offered with a Pacific Silver compound which absorbs the tarnishing elements 214 Church Street, New ork 13, N 










Cea 


See 




















? -—§ 
~ =? > u@, - 
ieee” e 4 # ~ a” Py 
| aad 


oo 
* > 
<<. s” Pe 








The other spoon, ho 
wrapPpe anti-tarmish 
cloth, did tarnish as shown. 
eTest NO. 96514, June 30,” 
(photos absolutely unretou ‘ 
Ms nd 
en , i 
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pply and descriptive lit 
erature. 
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WHY MARVEL EXPANSION 
BRACELETS GIVE YOU 
LESS TROUBLE 


When you sell a Marvel Expansion Brace- 


THIS IS AN > let, it stays sold! It isn’t back again soon 


to plague you with replacement or repair. 


U N R 7 T @) U C aa b D “NS The built-in qualities of Marvel bracelets, 
a 


the carefully engineered construction, the 


F ROR ROMO) mE. E - . precision manufacture and the rigid in- 


spection of every band are your insurance 


“MA RV q 2 4 Lf ‘ of the best that money can buy. You can 
‘ buy them with confidence ... you can 
sell them with confidence. 
Every Marvel bracelet you sell 
i makes a satisfied customer for 


’ your store—the most impor- 
Ys tant consideration in your 


~ 
VW 


\ | \ . 
# 
, si , % 


business operation. 


ASK YOUR WHOLESALER 
TO SHOW YOU THE COMPLETE 
TROUBLE-FREE MARVEL LINE! 


MARVEL JEWELRY MFG. CO. * PROVIDENCE 3 © RI * 
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Published in the interests of progressive jewelers by the Cyma Watch Company . . 














makers of Cvma-Tavannes Watches and Cyvma. the Gift Clock 





OO tO 


DON’T WIND IT! | 


cYMATIC* Self-Winding Feature | 
Automatic” Hit with Watch Buyers 








———— 


Pointing up the main 
; feature of the new 
aa” BSED 82" 2 


paoNnrx rv 






Cyma - Tavannes 

Watch — automatic 

6 winding — this eye- 
ea catching ad is cur- 
rently appearing coast 


to coast, reaching 
thousands of poten- 
tial watch buyers 
through magazines 
and newspapers. Na- 
tionally it is seen in 
TIME, THE NEw 
YorKER, HOLIDAY and HOUSE BEAUTIFUL. Lo- 
cally, it is being run over jewelers’ names in 
newspapers throughout the country. 


Two other strong selling points—of spe- 
cial interest now, at the onset of the sum- 
mer season —are the water-resistant and 
shock-absorbing features. The man who 
goes in for active sports is a “natural” to 
buy the Cymatic, either in the thin-styled 
round or in the new square shape. Both are 
17-jewel watches, selling for $71.50 Federal 
tax included, in stainless steel. 


*Trade-mark 


New Mat Service Puts 
Spring Into Sales 








A complete series of newspaper ads featur- 
ing Cyma-Tavannes watches and Cyma 
clocks has recently gone out to dealers. One 
of the most comprehensive ever offered to 
the trade, this mat service includes ads for | 
both general use and for specific gift occa- | 
sions. 

Any jeweler who has not received his 
copy can get one without charge, by writing 
to the Advertising Dept., Cyma Watch Co., 
608 Fifth Ave., New York 20. 














HELP WANTED | 











Jewelry Salesman 
for Cyma-Tavannes watches and Cyma, 
the Gift Clock. 


Must have experience and following 
in OHIO, MICHIGAN and INDIANA. 
Apply SALES MANAGER, Cyma | 
Watch Company, 608 Fifth Avenue, | 
New York 20, N.Y. | 


| 
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uses for the newly-introduced display cards 
' on Cyma, the Gift Clock. 


NEW BIRTHSTONE CLOCK 
EXPANDS GIFT MARKET 


Latest Cyma Model Designed for 
Year Round Selling 











For the first time in clock merchandising, ~ 


bined with the practical idea of time. |NEW YORKER AND TIME ADS 
SALUTE NEW ARRIVAL 


keeping. The result is the Cyma Birth- 
stone Clock—novel, beautiful, useful, anda 
real gift inspiration! 








To introduce the Birthstone Clock, the 
_Cyma Watch Company is using the May 9th 
| and 23rd issues of TIME and the May 14th 
|and 28th issues of THE NEW YORKER. 
_| They are also offering a newspaper mat ad 
_| to help jewelers to tie in with the magazine 
advertisement. 


An appealing item in itself, this clock also 

_. helps increase sales of other jewelry items. 

| Alert dealers will find endless possibilities in 

a birthstone-of-the-month promotion—fea- 

turing rings, bracelets, necklaces, etc., in 

conjunction with the Cyma Birthstone 
Clock. 


Cyma dealers are reminded to watch for 

| _the broadside (mailed this month) giving 
full details on the 
_ Birthstone Clock 
7 _ | promotion. Jewelers 

The latest addition to the Cyma line is who are not Cyma 

a conveniently small boudoir clock framed | gealers are urged to 
in birthstones—12 varieties of simulated. for particu 
jewels, each one authentic and true in p a 
lars, so as not to 


color. With its 7-jewel precision move- 
ment, it offers glamor-plus-dependability miss this opportu- 








1 rtd wf Dome . . ntl er erent 


; cvm i i. ane poe 
—a sure-fire seller for birthdays and other nity for additional cr : = — k 
gift occasions. It will retail for $32.50 Fed- |. : Soeeon Sew es 
| eral tax included. birthday business. Seer ahr chose ne 








nish the dealer with a year-round display 
for window, counter or show case. 


Cyma Display Cards 
Clock Jewelry Store Sales 





on 


New \ ela Z N Y 


608 cits A ) 
YU vo 


CYMA WATCH Company 


At the approach of the peak spring selling 
season, profit-wise dealers are finding many 


Of the four cards, one features graduation 
and one weddings, so timely right now. 
The other two promote the always-season- 
able birthday and travel themes, and fur- 
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Eyre = a — ex) COMMENCING SEPT., 1949 
eS x REMEMBER...Only Evans makes fully automatic 
“S. dee ees Ayes Sf Ik ° 
Creators of Famous Bxtods iL Act table lighters that can be engraved! Only Evans 
AGES 
ee 


has the foolproof Red Seal Fuel Control! And all 


Evans lighters are tax free! 


\\\ \ \\\\\ e\ 
A) 


\\WANY 








EVANS Fitted Handbags, ~ 
Powder Boxes and ie 
Cigarette Cases 


\)\\ik \ 
i \\ 
\\ \\ 
\\\ \\) 
VARNA \\ 


if? 


Order these and other New Evans fully Automatic 
° = lighters in either luxurious silver or golden metal 
ORDER NOW FROM YOUR THE CONTEMPORA finish from your wholesaler. Cash in on Evans 


Retail $5 Tax Free 


WHOLESALER bigger, better, year-round advertising campaign. 
SALES OFFICES: NEW YORK - CHICAGO - LOS ANGELES - CLEVELAND - DALLAS - BOSTON 
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“T believe this is the watch your husband would like”’ 


UNIVERSAL 


GENEVE 









You are selling more than style—you are selling 

good watchmaking . . . with Universal Genéve Watches. 
That is why more and more Jewelers 

throughout the world like to sell them. 


THE HENRI STERN WATCH AGENCY, INC. 


587 Fifth Avenue, New York 17, New York 
Good Watchmaking | 


©1949 
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ROYCE LADIES 










WATERPROOF _ : 
A neat, serviceable time- | a: : 
piece for sports or business : ee - 
wear. Has Incabloc and water- Se a 
proof protection, 17 jewel - F 






movement with sweep sec- | es. UW : | 
ond hand, luminous dial and fe... = J aq B 2 
chrome case with steel back. ; * . git .-F } 
CATALOG R 3500. 


































































ESKA AUTOMATIC ~ 2 | 
WINDER j é oe 3 
A superb watch for everyday | — es : 
use with convenient self- . 
», winding feature. Incabloc . 
§ protected and waterproof. : 
Precision 17 jewel movement, 
luminous dial, sweep second 
hand and highly buffed all ’ 
steel case. CATALOG SK 3222. = 
eo 
: ae = 
| acenenk in ick fini he ee ae  ; 
: Alarm has soft melodious | vee | 
? 





Series as a “conventional watch. a 
ond as a one-fifth second stop 
watch with “time out” feature. 
Includes two elapsed time re : 
corders. Also automatically re- 
cords the day, date and month. 
Has 17 jewel movement, Inco- 






- | Genian: folding clocks ancl <acogh « - 
tuck oway in luggage —lorge enough for 













__ grnamentation in conventional use. Reliable = 

: : timekeepers featuring | fifteen jewel move- it bloc, stainless steel case and Is. aj 
eC ments in rich, genuine jeather cases. Avail, i; anti-magnetic. CATALOG 856. ot 
&. : age in three pores sizes. CATALOG ow 8 ay 
















The timepieces illustrated are only a small selection 

from the complete line of the Walter Kocher Company. 
Included also, are every style of ladies’ bracelet and 

fob watches, men’s pocket and strap watches, chronographs, 
water-resistant type watches, period clocks, floor clocks, 
industrial and sports stop watches, and costly gem set 
watches. You are invited to write or call for 

catalog information and prices. 


WATCHES AND CLOCKS 


WALTER KOCHER & co. 


[7 oe ese Sth SIREEEL.NGCW YOR. LF 


~] 
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As Seen in Mav 15th Yi 


Diamond rings that lock togethe like th 1s 


yet unlock at will 


- 
~~ 





elight of every 
June bride... her Wed-Lok* diamond shad set 
by Granat! Fine quality diamonds, carefully 
selected for matching color and brilliance, are set in 
Granat Tempered Mountings* (not cast)... specially processed of 
platinum or gold for greater strength and lasting protection of 
the precious diamonds all through the years. These famous rings 
lock together as one, cannot separate or turn on your finger, always 
show their full matching beauty... yet they may be worn separately 
at any time. An extensive choice of interesting, exclusive designs 
from 125.00 to 1250.00 the set at a fine jeweler near you...or write 


Granat, San Francisco 8, California, for illustrated leaflets. 


Illustrations enlarged 





-— = 


1. Diamond solitaire with 2 side diamonds. Wedding ring with 3. Diamond solitaire with 4 side diamonds. Wedding ring with 5. Diamond solitaire with 2 baguette side diamonds" 


3 diamonds. 5 diamonds. ding ring with 4 diamonds including 2 baguettes. 


InWhite or NaturalGold . . . The Set, 200.00 InWhite or NaturalGold . . . The Set, 350.00 In Platinum . ..... The Set, 65 
In Platinum with larger center diamond The Set, 4.75.00 


2. Diamond solitaire with 2 side diamonds. Wedding ring with 4. Diamond solitaire with 4 side diamonds. Wedding ring with 6. Diamond solitaire with 2 baguette side diamonds! 
4 diamonds. « Odiamonds. ding ring with 3 baguette diamonds. 


InWhite or NaturalGold . . . The Set, 250.00 InWhite or NaturalGold . . . The Set, 4.00.00 In Platinum The Set, 7A! 
In Platinum with larger center diamond The Set, 375.00 In Platinum with larger center diamond The Set, 525.00 


*Trademark Registered U. S. Patent Office * Protected by U.S. Patents ¢ Prices vary according to the size of the center diamond and number of side diam 
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BIG BAND by 
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“THE SLIDER’ 
BIG BAND No. 4! 
dizzy gillespie 


AND HIS be-bop MUSIC 


















x eee 


MAY 1949 


As exciting as Be-Bop, a new watch band 
by STONEWALL puts sizzle into your sales. 
Known as the SLIDER, Stonewall’s L 101, 


expands by sliding open. 


Not old time styling, but styling with 


a fresh touch. Something different... this 
new all expansion bracelet by STONEWALL 


expands on a new principle. Not by pulling 


out... but by gliding out. Just as it will 


| | glide out of jewelers’ stores... 
—— 4 i - moving gracefully, easily, quickly. 
at >. 4 - — _ A bright spot on the wrist and in your 


. sales... STONEWALL watch bands. 











aa be 


| Riexy Gillempie: band leader of the month, 
has chosen the “SLIDER” watch brace- Sold only to wholesalers . . . 


let as the watch band of the month. ORDER FROM THEM TODAY! 


DON’T FORGET TO ORDER 
THE ALL-TIME FAVORITES. Illustrated: 








ws py, y DLELE y is . 


RS SP BO. 


y Yn & 


i COMPANY—INCORPORATED 
79 SEVENTH BV ENUE cot 15th STREET NEW YORK 11, Ney. WAtKins 9-884 


S. GELLER, 29 Eas# Madison St., Chicago, Ill. @© M. DIAMOND, 220 West Sth St., Los Angeles, Calif. 


76 THE JEWELERS’ CIRCULAR-KEYSTONE 








ee ———————————— SE 





LEADERS OF INDUSTRY KNOW ‘ 


Walter P. Marshall 
President 

Western Union Telegraph 
Company, Inc. 


£ %* Mundy I. Peale 


—— President 
Republic Aviation 


a £& =~ Corporation 


John Ringling North & Thomas J. Deegan, Jr. 


President President 
Ringling Bros and Federation for Railway 


SS Barnum and Bailey Circus Progress ° 











Since the dawn of civilization, no era has so emphasized the need for precision time as the present. 
{ Recognition is accorded only to tried and tested guardians of the vital hours which pace the 
progress of projects in which time is of the essence. { Men who direct the making of national 
defence units...the efficiency of our great transportation systems ...the complex world-wide 
operations of communication networks ...and, in the lighter but equally important field of enter- 


tainment ...are graciously collaborating to stress this fundamental for a critical watch clientele. 


. Kp ctually OUTS... 


Since his active entrance into the American scene, Hans Wilsdorf, Director of the 
famous Rolex Watch Co. at Geneva, Switzerland, pioneer ‘Watchman of our Time,” 
has devoted every intelligent effort embodying good taste to emphasizing the 
value of fine planning and fine products. | The new advertising theme, and its 
great quality testimonial interest, will more than ever before, focus attention on 


the wide acceptance of this incomparable line of fine Rolex precision watches. 
W 


SWISS OFFICIALLY CERTIFIED WRIST-CHRONOMETERS 
THE AMERICAN ROLEX WATCH CORP., 580 Fifth Ave., New York 19, N. Y. 
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No. 487W_~ RETAILS $4.95* 





OTHER POPULAR MODELS 


SESSIONS “TEAPOT” (No. 339) 812" 
wide, 7” high, 4’ banded dial, in 
six popular colors. ‘America’s Fast- 
est-Selling Kitchen Clock.” 


HERE’S A UNIQUE electric kitchen wall clock, designed by the 
country’s leading manufacturer of kitchen clocks, and destined 
for sure-fire popularity! At a sure-fire price! 

The French chef in white uniform and cap, is made of ivory 
plastic, with life-like tinted face, eyes, and goatee. The overall 
size is 1014” x 714” with attractive, easy-reading 5” dial and, 
of course, Sessions dependable self-starting electric movement. 





SESSIONS “THIRD - DIMENSION” (No. 
476W), 712’ high, inside etched nv- 
merals, smooth, no-dust exterior, in @ 


° 6¢DD: 99 ° 
Stock the new Sessions “Pierre” —and other popular Sessions salty ob edles ecuieaians 


kitchen clocks— display them prominently and cash in on this 
important part of the electric clock business! 


die. Nai 


SELF-STARTING e ELECTRIC 
THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


In Chicago: Merchandise Mart Plaza; In San Francisco: The Western Merchandise 
Mart; In Canada: Northern Electric Company. Ltd., Montreal, P. Q. 





SESSIONS SQUARE KITCHEN (No. 
386W), 712” high, 7” wide, square 
dial, Chinese red or white molded 
case. A favorite for years. 








SESSIONS ROUND KITCHEN (No. 462W), 
7%" diameter, 5” contrasting banded 
dial. Metal case in white, lustrous fin- 
ish. Also in chromium or copper finish. 


PROTECTED UNDER THE FAIR TRADE ACI 


*Subject to Federal Excise Tax 
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Since 1900 
-Yy 


HARRY & BEN FRACKMAN 


> 2» = a P R A T E D 


20 WEST 47TH STREET 
NEW YORK 19,N.Y. 


DALLAS, Tex. Emil F. Burger 





















YOU'VE WANTED /7... 
YOU'VE ASKED FOR (7... 
HERE IT IS! 


TO RETAIL 
is Only 


DY 


NOW ...a new low 
price foran A°S°R... 
a handsome new 









CH. loves 
ASR 


Sol Hoffman, prominent Detroit jeweler, says, 
“AeSeR lighter’s selective merchandising through sage : 
jewelers and department stores keeps the A*S*R model finished in 
out of the class of promiscuously distributed | heavy-duty Chrome 
lighters. A*S*R is truly a prestige jewelry item | ... with all AsS°R’s 
deserved to be ‘loved’ by jewelers everywhere.” exclusive mechanical 
features. A perfect 


FEATURE A-S-:R FOR MOTHER’S DAY acoaatne tn the 
. u | _ $7.50 Rhodium A-S°R. 





HUE! 
* 
SH 





ae 































































FOUR ADDITIONAL LIGHTERS UNPARALLELED FOR 
BEAUTY, RICHNESS, STYLE AND FASH 









so ji2 








ATER. Nothing lik “VANITY” LIGHTER. Beautifully “LOCKET” LIGHTER. It's brand 
blonde Ostrich leather — this new it before! A lighter proportioned _ MIRRORED on both sides—another new! Heart-shaped locket on front _ 
ee ye ccm, le ee ee Fashion-first by AvSeR. Milady of lighter—opens to reveal loved 
Exposed metal Rhodium finish. tarnish-resistant Rhodium finish. ecigos — cigarette and checks’: one’s photo. Rhodium finish. 
eo Retails at $9.00 No Fed. Tax Retails at $7.50 No Fed. Tax Retails at $10.00 No Fed. Tax Retails at $10.00 No Red. Tax 


_ Nationally Advertised in: 
LIFE - VOGUE + AMERICAN WEEKLY and | 
SUNDAY SUPPLEMENTS EVERYWHERE = 

BY LEADING | 
_ LIGHTER DIVISION, AsSeR CORP. = JEWELRY 
315 Jay Street, Brooklyn I,N.Y. = JOBBERS 
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don’t trust 
your naked eye 
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Let Your Own LOUPE a. , 


prove the PERFECTION of f Lonpe-tested 
LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 










© Naot anes through your own Loupe. You will then share the enthusiasm 
ae of other thousands of jewelers who are now successfully 
an in and profitably selling LOUPE-TESTED LOVEBIRD 
“mony nie Diamond Rings. Franchises are still available. 


' INC. 


630 FIFTH AVENUE, NEW YORK 20, N. Y. « 
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More American women 
use Mele Jewel Boxes 


than any other 


Style 54 








, Style 54 (illustrated ) 


More than 1127 Jewelry Genuine Leather with ecresé grain covering. 

Stores... Fine Swiss movement. Luxurious velvet lining. 

have sold more than 19,000 Mele Regal 24Kt. gold tooling. Two earring bars 

age Jewel Boxes since January and individual ring slots. Size: 10 x 7 x 314”. 
1, 1949. Colors: Green, blue, wine. 

As Graduation Gifts... Suggested Retail: $9.95 

and for anniversaries, birthdays. 75 

Cost to you: 5. 


bridesmaids’ gifts, Mele Musical 


Jewel Boxes are truly popular a 
sellers. Order now! Write for complete catalogue on Mele Musical 


Immediate Delivery! Jewel Boxes . . . retailing from $4.95 to $9.95. 


MELE MANUFACTURING COMPANY 
220 Fifth Avenue New York 1, New York Established 1912 
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DORSONS’ 


lubilee 


NATIONALLY ADVERTISED 


























Jubilee — the line that features 
fine reproductions of fabulous 


original diamond creations 


If you know rhinestone jewelry, then we don’t 

have to emphasize the exceptional fidelity, beauty 
and craftsmanship that make DORSONS’ JUBILEE the 

one line that sells on sight. As a matter of fact, you 
can stock and feature JUBILEE secure in the knowledge 
that it is the rhinestone jewelry line of least 

consumer resistance, greatest consumer acceptance. 
Seasoned JuBILEE jewelers will vouch for that... 

All suBILEE pieces are sterling silver, rhodium plated, 


hand-set with expertly-cut diamond-like rhinestones. 


SOLD THROUGH WHOLESALERS 


UJ. LIRNSTEIN & SONS CORP. 


119 WEST 24th STREET, NEW YORK 11, N.Y. 















A Cordial Invitation 


.. . is extended to all members of the Jewelry Industry to 
attend the annual 500-mile classic at the Indianapolis 
Speedway, Monday, May 30th. 


ox, be 


PRESIDENT 





INDIANAPOLIS MOTOR SPEEDWAY 


Tay 


es “OOO RACE DRIVERS, LIRE ALL TOP Gh J 


) ait ‘Kony 







The ring illustrated 
RINGMASTER award to the winner: 
the 500-mile Memorial Day race. Male” 
of platinum and gold, and studded with 
diamonds, it is indeed a fitting ac- 
knowledgment of victory in a most 


grueling test of skill and endurance. 


er 


BARDACH BROS. we 


Operating Q BARDACH & CO. and ©) CHARLES-THORNTON CO. 
Downtown Office 15 E. Washington St. » Factory 448 N. Capitol Ave. + Indianapolis 4, Indiana 
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BANDS COMPLETE THE PICTURE... 


ns 
| TANNA 


vk mS J 
SNE 


CAND TRANSFORM A TIMEP! 
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EWRERKA SILVERWARE ROLLS are made in either the 
Standard Style or the smartly tailored Taunton Style. EUREKA 
Rolls: and Bags may also be secured in Pacific Cloth—“The 
cloth that prevents tarnish.” Distinctive packaging by EUREhA 
reflects the quality of your store. 


EWREKA HOLLOW WARE BAGS are available in the 
popular flap style or equipped with silk draw cords. Both 
Rolls and Bags are always freshly made to order, with care- 
ful attention to detail. 


EWREKA SILVERWARE CHESTS are made of selected 
hardwgods, properly seasoned and dried, lined throughout 
with Pacific Cloth—truly cabinet furniture craftsmanship in 
a chest for Silver. EUREKA Chest No. 82 shown has bronze 
cover lift and is a most practical style of tarnish-proof Silver- 
ware protection. 


FURERA 


MANUFACTURING COMPANY, INC. 


> Maple Street, Taunton, Massachusetts 


Makers of Silverware Protection 


she says... 


when EWREHA enhances 
and protects the beaut 
of the Silver you sell. 


There’s more consumer appeal— 
lasting, effective, inexpensive— 
when you package fine Silver in 
EUREKA. 

Lasting — because distinctive 
EUREKA Rolls and Bags in striking 
color combinations are kept in the 
home for years. Bearing your im- 
print, they are a constant and at- 
tractive reminder of your store. 


Effective — because EUREKA anti- 
tarnish protection answers all re- 
quirements for the best possible 
care of fine Silverware. 


Inexpensive —because EUREhA 
Rolls and Bags, made of heavy flan- 
nel with soft sueded finish give top- 
quality, anti-tarnish protection at 
no extra cost. 

Choose your color pattern from 
EUREKA’S wide range of lovely 
shades especially selected to en- 
hance the beauty of Silver. 


Let us send you free a sample 
FUREKA Roll and Bag plus our 
illustrated catalog and price list. 
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for PROFIT 


Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fitted with beau- 
tiful colors of velvets. 


Write for catalogue and information on add'- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 


STANDARD NOVELTY BOX CO., 
385 Gerard Avenue, New York 51, N. Y. 


Chicago Office: 29 East Madison St., H. A. BREDEL, Representative 


Los Angeles Office: 448 So. Hill St., A. B. Paulsen, Representative 
VISIT OUR BOOTH 288 AT N.A.C.J. ''JEWELRY FAIR,'' CHICAGO, JULY 25-28 
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ORIGINATORS OF THE FAMOUS ARVIN LECTRIC COOK 

















A WAFFLER ONLY 


Here’s the finest ‘sy 95 
DN ade via Geet 
ARVIN MODEL 3000 —Beautiful and depend- 
able gift item! Chrome 
finish, ebony bakelite handle and base. Light signals 
when heat is right for pouring batter; signals again 
when waffles are done. Thermostat control in- 
sures uniformly delicious waffles, as light or as dark 


as desired. Makes four big waffles at a time—plenty 
for everybody without waiting. Underwriters’ listed. 











Here’s an easy extra sale! 
é WAFFLE GRIDS (34 GR.) 


Convert Model 3400 into a fully 


automatic waffle baker 


Waffle grids lock into place on 
Model 3400 Lectric Cook, make it a 
fully automatic waffle baker. Sell 
grids to every Lectirc Cook customer 
and make a $5 extra sale! 












$00 














A GRILL ONLY 


Here’s the biggest * 95 
and best at only... 
ARVIN MODEL 3400 —America’s most versa- 
tile cooking appliance! 
The gift supreme for weddings, anniversaries, special 
occasions. The outstanding beauty of its gleaming 
chrome finish with black bakelite handle and base 
attracts customers’ attention instantly. 190 square 
inches of cooking surface—equal to three 10-inch 
skillets. Big enough for 16 hamburgers, 8 pancakes, 
or 4 toasted sandwiches at a time. 
Wonderful for steaks, chops, bacon 
and eggs! Thermostat control; signal 
light; expanding hinge; drip spouts 
—all are big selling features. Opens 
flat like a book for maximum con- 
venience. Display Arvin Lectric 
Cook now, and watch it make money 
for you, fast! Underwriters’ listed. 





Write for distributor's name. 


NOBLITT-SPARKS 
INDUSTRIES, INC. 


Columbus, Indiana 
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A month i 
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The morning mail sack bulges 
with requests for information 
from retailers, wholesalers, 
manufacturers, advertising 
agencies. 





Rush requests for help — and 
our own search for facts — 
keep phones ringing and 
messenger boys running. 



































8 full-time employees track 
down the answers — in our 
files, our editors’ minds and 
authoritative outside sources. 





CONFERENCE 
ROOM 








KEEP OUT 





of 
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Publishers, editors and read- 
ers’ service men often com- 
bine forces to help advertis- 
ers with their copy and mar- 
keting problems. 


n the life of our Readers Service Editor 





Answers to the most com- 
mon questions are found in 
standard reference books 
compiled and published by 
Jewelers’Circular-Keystone. 





There’s never a dull moment! 
An average of 1000 inquiries 
a month are received and 
answered by Jewelers’ Cir- 
cular-Keystone. y 


: bye p rf R 








There is no better measure of a publi- 


cation’s value than its acceptance as the 


leading source of information for the 


industry it serves. Try a schedule and 


learn for yourself that jewelers act on 


information supplied through Jewelers’ 


Circular-Keystone. 
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681 Market St. 


2412 West 7th St. 
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29 E. Madison St. 
Chicago 2, Ill. 
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Philadelphia 39, Pa. 


10 High St. 
Boston 10, Mass. 
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this NEW TORY JEWEL BOX 


“Sia. 


suggested retail 


Tory’s luxurious new Anilene dyed effect, simulated leather jewel box 
will stop and convince any gift-searching customer. The soft padded 
top with 24 karat gold tooled trim is rich and attractive. Lusciously 
soft velvet lines the box and upswing tray with its earring bar and ring 
bed. Box closes with sturdy brass hardware and lock with key. 


This high value Model 23 box—734, x 534, x 234,’—retails for a low 
$2.98, while the larger Model 28 box—10 x 7 x 314”—sells for only 
$3.98. Both styles are available in wine, red, rose, baby blue, medium 
blue, navy, brown, green and ivory. 


Stock up NOW on these sure-fire Tory Jewel Boxes for the Gift Season. 
For other fast-selling genuine and simulated leather jewel boxes, over- 
night cases and desk sets, write to Tory. 








389 Fifth Avenue, New York 16, N. Y. 


URER AND DESIGNER OF GENUINE AND SIMULATED LEATHER JEWEL BOXES 
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READERS’ BOOK SERVICE 


These authoritative and interestingly written books on a wide range of subjects about your business will be a 
great help to you. Just put a circle around the books you want on the coupon below, write in your name and 
address, attach your check, and send it to us. We will send them postage prepaid anywhere in the United States. 


Remittance must accompany all orders. 


For the Gem Expert, Connoisseur and Student of Gemology 








1. GEMS AND GEM MATERIALS 


Drs. Kraus & Slawson 
. A KEY TO PRECIOUS STONES LL. J. Spencer 


3. GETTING ACQUAINTED WITH MINERALS 
George L. English 


4. REVISED LAPIDARY HANDBOOK 
J. H. Howard 


5. STORY OF THE GEMS H. P. Whitlock 
6. STORY OF DIAMONDS 
7. FAMOUS DIAMONDS OF THE WORLD 


8. INTRODUCTORY GEMOLOGY 
Robert Webster 


9. GEM TESTING BB. W. Anderson, B.Sc., F.G.A. 


N 


10. GEM CUTTING J. Daniel Willems 


11. POPULAR GEMOLOGY ss. 


Fo 


M. Pearl 


~ 


the Jewelry Repairer, Engraver, Designer and Enameler 





12. JEWELRY REPAIRERS’ HANDBOOK 


J. G. Keplinger 


13. JEWELRY DESIGN AND APPLIED DESIGN 


14. JEWELRY AND ENAMELING 


C. A. Jakobb 
G. Pack 


15. REFINING PRECIOUS METAL WASTES 


C. M. Hoke 


16. ART MONOGRAMS AND LETTERING 


19. TESTING PRECIOUS METALS cc. 


J. M. Bersling 
(Special 16th Edition—Paper Cover) 
17th Edition—104 Pages—Paper Cover 


7. METALCRAFT AND JEWELRY 
Emil F. Kronquist 


8. AB C OF MODERN ENGRAVING 


William Kassel 


M. Hoke 


20. RINGS THROUGH THE AGES 


James R. McCarthy 


21. THE JEWELERS BUYERS DIRECTORY, 


1948-49 Edition 


22. 3,033 RETAILING IDEAS manuel Lyons 
23. HAND-MADE JEWELRY Louis Weiner 
24. JEWELRY GEM CUTTING & METALCRAFT 


W. 7. Baxter 


25. JEWELERS POCKET REFERENCE BOOK 


beet | 


Robert M. Shipley 


THE JEWELERS’ CiIRCULAR-KEYSTONE 


Please send the following books: 


$4.00 
$3.50 


$3.25 


$3.00 
$4.00 
$1.85 
$1.25 


$3.50 
$5.00 
$3.50 
$4.00 


$1.25 


$25.00 


$3.50 


$6.00 


$2.00 


$5.00 


$3.00 


$1.00 
$2.00 


No books sent on approval. 


Prices subject to change without notice. 











For the Skilled Watch and Clock Maker, the Apprentice and Student 


26. 


PRACTICAL BALANCE AND HAIRSPRING 





1—2—3—4—5—6—7—8—9 —1 0-—1 1 —12—13—14—15—16—17—1 8—19—20—21—22—23—24—25 
26—27—28-—29—30—3 1 —32—33—34—35—36—37—38—39—40—4 1 —42—-43—44—-45 4647 


[] CHECK 


[] MONEY ORDER 


22.2 £26.89 2 6 & eo BS 62D 6 OO BO. 6464 2 8 6. 2.2 6. OC. 4 2 2 8: Oo. Oe 2 


ET PL Te a SAE Eee ee, P.O. Zone No. .... 


Check or money order must accompany all orders. Do not send cash. 
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WORK. W. J. Kleinlein $3.50 
27. RULES & PRACTICE FOR ADJUSTING 
WATCHES W. J. Kleinlein $3.50 
28. PRACTICAL BENCHWORK FOR HOROLOGISTS 
Louis and Samuel Levin $5.00 
29. SCIENTIFIC TIMING Charles Purdom $6.00 
30. KEYSTONE WATCH REPAIR RECORD BOOK $2.75 
31. WITH THE WATCHMAKER AT THE BENCH 
Donald De Carle $3.00 
32. THE SCIENCE OF CLOCKS AND WATCHES 
(2nd Edition ) -l. L. Rawlings, Ph.D. $5.00 
33. HOROLOGY J. Eric Haswell, F.B.H.1. $4.50 
34. WATCHMAKERS & CLOCKMAKERS OF THE 
WORLD (Enlarged 2nd Edition) G. H. Baillie $10.00 
35. PRACTICAL NOTES FOR THE WATCHMAKER 
(French-English Edition)  G. A. Berner $3.50 
36. PRACTICAL WATCH REPAIRING 
Donald De Carle $5.00 
37. PRACTICAL COURSE IN HOROLOGY 
Harold C. Kelly $2.75 
38. WATCH AND CLOCKMAKERS’ HANDBOOK, 
DICTIONARY AND GUIDE ss. J. Britten $6.00 
39. KNOW THE ESCAPEMENT (New Edition) 
Barkus Watchmakers $5.00 
40. MODERN WATCH REPAIRING & ADJUSTING 
Bowman © Borer $3.00 
41. MODERN CLOCKS 7. R. Robinson $3.00 
42. TIME AND TIMEKEEPERS | W. I. Milham $2.95 
43, MODERN METHODS IN HOROLOGY 
Grant Hood $2.50 
44, THE WATCH REPAIRER’S MANUAL 
Henry B. Fried $4.95 
On Silver for the Jeweler, Collector and Antiquarian 
45. ENGLISH SILVER (1675-1825) 
Stephen G. C. Ensko and Edward Wenham $5.00 
46. OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN S. B. Wyler $4.00 
47. NAVAJO AND PUEBLO SILVERSMITHS 
John Adair $4.00 
—= ee ee ow oe oe ee oe ee ee oe ee ee ee ee ee oe oe oe oe neem 
I 
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DANIELS 
WATCH sulle tia 


DANIELS NEW LIFE 


RINSE AND DRYER 
- SOLUTION 















ACTUAL 
SIZE 


Retails at 


50c 


FREE 
AD 
MATS 














Dip-V 


REG. U. 5. PAT. OFF 


CLEANER 
ASA FLASH — IT'S CLEAN AND be 
SS a Er 


DIAMONDS — JEWELRY —EYEGLASS CLEANER 


Ne pinst From Your 


"Senay, 
Jobber 


DOZENS . 2 12 at $ 3.25 Cleans your diamonds, jewelry and eye- 
Ye GROSS .... at $18.90 glasses lightning fast. Just dip and wipe. 
We 6 6 4 we at $36.00 Dip-Wipe maintains its clarity because it’s 
%, GALLONS. . . at $ 2.00 COLLOID FREE, it absorbs many times 
GALLONS .... at $ 3.50 more oils and dirt. Helps promote jewelry 
‘ sales, too! 
($1.00 Economy Size) 

DOMES . 2 2 6 at $ 6.50 Your own label or signature cut imprinted 
Ye GROSS .... at $37.80 on each jar FREE with each gross order. 
ee eee at $72.00 Gross orders may be divided. 








CLEANING 


SOLUTION 


PINTS 50c 
QUARTS 85c 
GALLONS 
$3.00 


DANIELS 
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Order Direct 











f Who Use 
DANIELS KEPT 
Know It Is CONSTANTLY 
The Most IMPROVED 
yr Efficient’ BY 
CONTINUOUS 
RESEARCH 


DANIELS NEW LIFE . . Since 1923 the best watch 
cleaning solution in the world! Ideal for machine and 
hand use. Widely imitated but never equaled, Daniels 
New Life has been continuously recognized by watch- 
makers of note. You cannot afford to be without this 
quality product in your watch repair department. 
Cleans watches like new! 


DANIELS RINSE AND DRYER .. Always “Film Free” 
is a pure solvent formulation, developed after years of 
experimenting and experience and does not contain 
any residual materials that would harm the finest 
watch parts or delicate instruments. Ideal for Machine 
or hand use. 


Sold by Leading Supply Houses 
HAMMEL, RIGLANDER & CO., INC. 


Exclusive Wholesale Distributors 
395 Fourth Ave., New York 16, New York 
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MARSEL COMPANY, Inc. 


Opening Special 


Pee “FRANKLIN” | 


Aibert Marsel | 


marse. Heaps ( 19-UNIT WINDOW 
NEW JEWELRY PLATFORM 


CASE COMPANY 
IN BUFFALO 


Well Known Figure In 





























SP ERO tao 


Industry Now Heads 





Manufacturing Firm 


Albert Marsel, president of the new 
Marsel Co., Inc. of Buffalo, N. Y. 
has spent his entire business life in 
the jewelry case industry. 


Mr. Marsel started with the firm 


of Wolfsheim & Sachs in 1929. He 
was transferred to the Buffalo fac- omp ¢ e€ 


tory in 1935 as assistant to the late 5 h) 
19 Units ” ) 


Mr. Sylvan Wolfsheim. Upon Mr. 
72” long — 24” wide — 141/,” at highest point 








f 





Wolfsheim’s death, Marsel was pro- 
moted to vice-president in charge of 
production. 





On January 14, this year, Marsel 
severed connections with Wolfsheim 
& Sachs, and started his new enter- 


prise. The Marsel Co. manufactures Here’s a window display designed to add beauty and prestige to | 
window platforms, show case equip- your store . . . designed to give maximum display in a minimum space | 
ment, miscellaneous displays for designed especially to BRING IN CUSTOMERS and INCREASE | 
rings, watches, and jewelry, as well saomee i 
as salesmen’s cases and trays. SALES! 


The 19 units of the display may be arranged in more than 
dozen different designs to fit curved, straight or angular windows 
from 6 to 10 ft. in length. 


The sides of these sturdily constructed units are covered in crush- 
resistant velvet, the tops in riplet silk. A large variety of color com- 
binations is available. Choose from the following: 

Mail Orders Accepted 


VELVET: Black, Royal Blue, Sky Blue, American Beauty, Wineberry, 
; Rio Pink, Silver Grey, Turquoise, Poppy Red, Emerald Green, 


Jade Green. 


« Eggshell, Sil Grey, T ise, Old Rose, American 
RIPLET SILK: aos White, French ian Sones Red, prea Green, 


Lime Green, Royal Blue. 


RSEL CO., INC. 18 Hanover st Buftalo 2, N.Y. 
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for "O pening Special” 


Immediate Delivery 
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Bulletin from The Watchmakers of Switzerland 


Soon Available! 


Staffs and Stems in the new Official 
Package for Swiss Watch Repair Parts 


This New Package Simplifies Your 
Repair Work! 


1. You’re sure to get the right part in factory-perfect 
condition—one that will fit the movement. 


2. The heavy foil package helps protect the parts 


against moisture, corrosion, and damage. 


3. It’s completely labeled for quick, easy identifica- 
tion—in accordance with the system set up by the 
Official Catalogue of Swiss Watch Repair Parts. 





Here are the facts on the new Official Package 
for Swiss Watch Repair Parts 


Staffs and stems for the most widely used Ebauches 
movements are the first parts to be packaged. Later on 
it is planned to have all Swiss watch parts packaged. 


You may get some unpackaged staffs and stems for a 
while, because of the time required to get full national 
distribution of the packaged staffs and stems. Be sure 
that you place orders through vour regular supplier, 
for that is the fastest wav of getting these newly pack- 
aged parts. 


This new Official Package for Swiss Watch Repair 
Parts is approved by The Watch Materials Distribu- 
tors Association of America. And, a vote of thanks is 
due the United States trade and horological associa- 
tions, importers and wholesalers for their fine coopera- 
tion in making possible the introduction of the new 
Official Swiss Parts Package. 

Be sure to use the Official Catalogue of Swiss Watch 
Repair Parts (Part 1) for identifying and ordering all 
Swiss watch repair parts. The new standardized sys- 
tem set up by the Catalogue has been accepted from 


The WATCHMAKERS OF 


coast to coast for identifying and ordering all Swiss 
watch repair parts. And it is the only system used in 
labelling the packaged Swiss Watch Repair Parts. 


Remember that all genuine Swiss watch repair parts 
are factory tested to meet rigid specifications. The use 
of the package is an additional guarantee to you that 
the part you get will be in perfect condition—and will 
fit the movement for which it was ordered. 


If you have any questions about the Repair Parts Pro- 
gram, or about watch repair — get in touch with the 
official Swiss Watch Repair Parts Information Bureau 
at 730 Fifth Avenue, New York City. And, if you 
have a talk to give, why not tell about the repair pro- 
gram. Just write to the Information Bureau for one 
of the new Speaker’s Kits containing instructions, 
display material, easel presentations and slides. 


See the next pages for more news 
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.. . Bulletin from The Watchmakers of Switzerland (cont) 





May and June can be 
an “Extra Xmas’ for You! 


Second with merchandising. Have you 


Es, there’s a great deal of business to 
be had during the next two months. 
And, The Watchmakers of Switzerland 
are ready to help you get your share—and 


more! Here’s how... 


First with advertising! During late May 
and early June, the ad on the opposite 
page will talk to millions of customers . . . 
selling them on the importance and ap- 
propriateness of quality Swiss jeweled 
lever watches as gifts. It will help you sell 
up watches as the gift for Anniversaries, 
Weddings, Graduations, Father's Day 


and birthdays. 


heard about the complete, hard-hitting 
eraduation promotion package? It in- 
cludes window displays, newspaper and 
radio advertising ideas, plus other display 
and sales suggestions for getting more of 
the gift business in your town during May 
and June. [his merchandising package 


ties up with the advertising and this early 


summer season giflt-buying time to offer 


vou a real sales opportunity ...a real 


“Extra Xmas’’. 


Remember to stress this slogan that ap- 


pears In every ad... 


For the gifts you'll give with pride— 
let your jeweler be your guide 


The WATCHMAKERS OF 
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When you shop for Dad for Father’s 

* Day, be sure to see the new water- 
repellent and shock-resistant watches, calen- 
dar watches, automatic self-winding watches, 
chronographs—and other achievements of 
Swiss craftsmanship. 





If your gift is for a girl or woman, 

* remember that Swiss watchmakers lead 

the world with new unusual watch styles. 

And just as important as style,are the works 

and workmanship inside. Be sure you get a 
quality Swiss jeweled lever movement. 


= 1. 


It’s as traditional as a diploma — to give a watch to a boy or girl who’s gradu- 
ating. For no gift has more meaning than the precious gift of time. Let your 


dependable jeweler help you select a smart watch with a quality Swiss jeweled lever 
movement —a watch that will be in style and give fine service lor years to come. 


How to buy the perfect June gift... 


at 


Tin" ©. + 3 
AY 





It’s a Swiss tradition to give you more 

® for your money. It isn’t enough just to 
have jewels in a watch; they must be cut, 
polished and set with fine precision. A watch 
with a quality Swiss jeweled lever movement 
is engineered throughout for long service. 
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Today, thanks to the new Official Swiss 

* Watch Repair Parts Program and to 

the cooperation of U. S. importers, whole- 

salers and retail jewelers, you can always 

have your Swiss watch serviced economically 
and promptly. 


For the gifts you'll give with pride—let your jeweler be your guide 


EDE 
> “ee 4 


The WATCHMAKERS OF + 


& 


oO” 


SWITZERLAND 





A 


“Rens © 


" @&\ 
Yan yer? 
©1949 Swiss Federation of Watch Manufacturers 














7 Foes «@ 


4 
ee 
7 
” 
A 

| 
y 

‘ 
s 
q 
a 
a 
i 
” 
a 
” 
v, 
” 
ad 











_.. Bulletin from The Watchmakers of Switzerland (cont) 


NOW A CABINET THAT 
KEEPS TRACK OF 


WATCH REPAIR PARTS! 


The new Official Cabinet for 
Swiss Watch Repair Parts — 


A The drawer carries its own index listings. 





Mee 


per 














B The drawer-tray insert is specially slotted to hold the New 
Official Swiss Parts Packages in an easy to get at, easy to see 
position. 





C Tohold unpackaged parts, it is planned to have removable 
bins that fit the tray slots. 


@ This new cabinet is the standard size approved by the 
W.M.D.A.A. (1314” x 1014” x 214”). Cabinet and drawers 
are made of steel, in mahogany color. Drawer tray inserts 
are of molded bakelite. 





@ Special tray—adapter flanges will be available so that you 
can buy the tray insert alone, and use it in the cabinet you 
now have. 








This is the only Official Cabinet for Swiss Watch Repair Parts. It’s based on a design that 
was contributed by The Watchmakers of Switzerland; but the actual production and sell- 
ing of the cabinet is strictly a U. S. operation. 





Order the new Official Cabinet for Swiss Watch Repair Parts from your regular source ol 
supply. You can buy the cabinet complete, including the drawer, and drawer-tray insert. 
Later on, it will be possible to buy the tray insert separately with a special flange to 
make the tray fit the cabinet you now have. 


The introduction of this new Official Cabinet for Swiss Watch Repair Parts 1s a coopera- 
tive step, involving much time, thought and effort on the part ol United States horologi- 
cal and trade associations, importers and wholesalers. ‘hanks and congratulations are 
due to all for their efforts in making possible the introduction of the new cabinet. 


Any questions? ‘The official Swiss Watch Repair Parts Information Bureau is ready to 
answer them, or to help you with repair problems. Just write to the Bureau at 730 Fifth 


\venue, New York City, N. Y. 
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SALESMAN: Where's a good place to begin? 


STORE OWNER: Tell ’em what palladium is. It's 
one of the six members of the platinum family of pre- 
cious metals — platinum, palladium, rhodium, ruthenium, 
iridium and osmium. 


SALESMAN: Is palladium alloyed with other 
metals ? 


STORE OWNER: The palladium used in jewelry 
is 95% palladium. It is hardened with ruthenium, an- 
other of the six platinum metals. So you see, jewelry 
palladium is an all-precious metal. 


SALESMAN: Is palladium a new metal? 


STORE OWNER: No, palladium has been used 
for many years as settings for diamonds on gold rings. 
It’s the best to be had. Palladium has a brilliant natu- 
ral white color that brings out all the fire and life of 





diamonds. It’s strong, too, and holds each stone firmly. 


SALESMAN: That last point is a good one. The 
customer would blame us if her diamond dropped out 
and was lost. With all those advantages, it’s easy to 
see why more and more designers are making all- 
palladium pieces. 


STORE OWNER: Yes, we have quite an assort- 
ment of all-palladium jewelry including rings, brooches, 
ear-clips and pins. 


SALESMAN: I've seen advertisements on palla- 
dium jewelry in my wife's fashion magazines. 


STORE OWNER: That's being done to help us 
sell palladium creations. Those ads are also reproduced 
in the form of counter display signs, which are sup- 
plied by the advertiser on request. They also furnish 
descriptive booklets for counter and mail distribution. 


PALLA D U oe PRECIOUS METAL 
FOR FINE JEWELRY 
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PLATINUM METALS DIVISION * THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 


FOR May, 1949 97 




















IT PAYS, TO FEATURE 
ROLLALITE! 
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Wey —_siighter that’s 
: jewelry too 


Everything about the Rollalite explains why so many jewelers regard it as the 





logical lighter to feature. It’s designed and built like jewelry—it has the look and feel 
and finish of jewelry. It’s a higher grade lighter — Rollalites begin at $10. 


“ ~ CP) OME ow SAVE Vee ES mr 


Its distribution is confined to better stores. And it has the prestige of the 
Dunhill name, world-famous for quality and good taste. Definitely — the 
Dunhill Rollalite is the lighter for jewelers to feature! Order from your 
wholesaler today or write to Alfred Dunhill, 660 Fifth Ave., New York 19. 


® ROLLALITE POCKET LIGHTERS: Heavy-ribbed, 


fine-lined and diagonal models for men and women. 
Retail prices: Rhodium plate $10, Gold plate $15*. 
In an outer jacket of 14 kt. gold, $125* and up. 


ROLLALITE TABLE LIGHTERS: Heavy-ribbed, 


fine line and diagonal models. 
Retail prices: Rhodium plate $12.50, Gold plate $15*. 
* Plus Fed. Tax 


ROLLALITE CIGARETTE LIGHTER 
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ate FATURE SENOATION 


SETS NOW AVAILABLE TO RETAIL FROM 


"10 


» The seemingly impossible has been achieved at last. 
Here is the answer for the perfect traffic building pro- and lower depending upon 


motional diamond ring leader. Famous FEATURE LOCK . é 
rings now offer you a completely merchandised line of size of diamond used 


rings in a full range of prices. 















THERE 1S AN AUTHORIZED FEATURE LOCK 
RING JOBBER IN YOUR VICINITY WHO 
WILL BE HAPPY TO SERVE YOU. 
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This means that the sale of either ring assures another 
add-on sale of the other at any time. 


There are no sizing problems in FEATURE LOCK Rings! Ask 
your distributor to show you FEATURE LOCK — the greatest 
achievement in a century of ring making. Complete Warranty 
and Instruction Booklets, promotional helps, displays, mats 





available. 

Feature-Lock is patented in the U.S. Pat. Off. so 

Pat. Nos. 2,029,464 - 2,127,766 and other Sold only through authorized distributors who are granted the 
right to sell patented Feature-Lock mountings under the reg- 


atents pending. j 
p pending istered name or their own brand name. 


SEE YOUR Avh DISTRIBUTOR 


or Write for distributor nearest you FEATURE LOCK RING MOUNTINGS, 126 WEST 46th STREET, NEW YORK 19, N.Y. 
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And here’s a few figures we'll bet you didn’t know we 
had. For over a quarter century we have endeavored 
to develop the most complete line of trophies and 
awards anywhere in the world. Every year, dozens of 
new trophy figures are added to the line, in an effort 
to keep poce with growing demands. Illustrated here 


are just a few of the hundreds of new figures developed 


since the war. . . . Figures for every conceivable type 


—s —~_— —-— 


of contest or sports event. And we’re not thru yet... ! 


WEIGHT LIFTER 





ADONIS 


All figures illustrated are in- y 0 y G - : | N C 


terchangeable with trophies 





706 NO. HUDSON AVE. 401 EAST SIXTH STREET 
CHICAGO 10, ILLINOIS LOS ANGELES 14, CALIF 


Also 


126 SOUTH STREET 380 N. E. 60th ST. 


SEND FOR YOUR FREE COPY TODAY! NEWARK 5, N. J. - MIAMI 38, FLORIDA 
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IMPERIAL Man’s Watch MP8207. 
17 jewels. Rolled Gold Plate, 
S.S. back. Raised numerals. 

’ To retail at $37.50 KEYSTONE. 


NICOLET Lady’s Rhinestone 
Watch NR5801. 17 jewels. 
To retail at $56.50 KEYSTONE. 





national advertising 





speeds S¢ es Of 


nie NA WAI 


Riyhtl on tone foe 100 years 
Persistently and consistently, natignal advertising in leading yr. on leading magazines 


magazines and on the ai¥ is building more business for IMPEE 
WATCH dealers throughout the aaliie Result: IMPERIAL WATCH 


sales are the best in the hundred-and-ongeyear history of this 
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fine line of watches. 


Tie-in and cash-in. For full information \ 
CONTACT YOUR NEAREST WHOLESALER 


THE SATURDAY EVENING 


Bavey Porrzrrapee ¢ Minsine 


* @aieedak 


over 262 radio stations 





Manufacturers and Importers of Watches from coast to coast 


IMPERIAL, GLYCINE, NICOLET AND HARVARD TIMERS 
IMPERIAL WATCH BLDG., 11 EAST 48th ST., NEW YORK 17, N. Y. 
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J. R. WOOD & SONS, INC., 216 E. 45TH STREET, NEW YORK 17, NEW YORK 
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diamond... never before worn!” 





“| want assurance of the ring’s top value!” 





Show them the ring that 








rtcarve 


Sure way to sales is to show young couples like this an Art- 


scores on both counts... 





carved diamond ring—unsurpassed in styling, craftsman- 
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ship, and quality for 99 years. The complete manufacturing 
independence of America’s oldest and largest ringmaker 
governs every step in the making of an Artcarved ring, from 
the rough diamond and molten gold to the finished ring. The 
economy of this operation means savings to you, and to your 
customers. The demand built by outstanding national adver- 
tising assures you of steady, and profitable, turnover through- 


out the year! 





Artca rved 


BELOVED BY BRIDES FOR 


WINTHROP SET. This month's nation- 99 YEARS (1850-1949) 
ally advertised featured set. En- 
gagement ring, $350. Wedding 


ring, $150. Groom's ring, $24.50. 
Price Incl. Fed, Tax. 
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“X’— you recall from your school days — 
stands for an *unknown quantity. That’s O.K. 
for mathematical problems . . . . but when it 
comes to producing jewelry and silverware you 
can’t afford to use metals whose quality and 
working properties are unknown quantities. 


You can’t afford, for example, to have the gold 
or silver you use on a stamping job fadl after a 
lot of expensive work has been done on it. And 
the same is true of spinning, engine turning 
and hand wrought work. To avoid troubles 
and losses, you’ve got to know what your gold 
and silver will do before you start working 
them. In other words, you need compositions 
that have uniform quality and the right physical 
properties for various purposes built into them. 





You are sure of clean, bold stamping when 
you use HGH gold and silver compositions 
specially developed for stamping. 





You can depend on 


And that’s exactly what Handy & Harman 
makes available to you— Karat Gold and 
Sterling Silver compositions, each one having 
special characteristics balanced to suit.a par- 
ticular type of work. They’re ready for prompt 
delivery to you, in the forms, sizes, gauges and 
quantities you want, when you want them. 
Use these known-quantity metals and see your 
production headaches disappear and costs 


go down. 


WRITE FOR BULLETIN 16 
It describes the many dif- > 
ferent Handy & Harman [lias 4 
Karat Golds ready to serve / | ey j 
your every need. Copy 7 
mailed to you on request. ho " j 
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You can count on faster, better results 
when you use HGH gold and silver 
compositions specially developed for hand 
wrought work. 


smooth, trouble-free 
spinning when you use HGH gold and 
silver compositions specially developed 
for spinning. 


HANDY & HARMAN 


82 FULTON STREET 
Bridgeport, Conn. * Chicago, Ill. © Los Angeles, Cal. 


NEW YORK 7, N. Y. 


Providence, R. 1. * Toronto, Canada 





PRECIOUS METALS SINCE 1867 
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THE JEWELERS' 


| ge MONTH we mentioned, in con- 
nection with our third consecu- 
tive tid-bit on the subject of jewelers’ 
difficulties with flies, that anything 
could happen. “What next?” we ask- 
ed. “Elephants?” 

Not quite elephants, dear reader, 
but we were close. The animal king- 
dom was a good guess. This month 
it's monkeys. 

It seems that Charles Richter, owner 
of a retail jewelry store in Cincinnati, 
Q., dreamed up a window display 
which featured a _ mechanically-op- 
erated organ grinder and monkey. 
Just before his equipment arrived. 
however, he read an article in a local 
newspaper about the zoo’s new 
orangutan. That did it! No me- 
chanical monkey for Richter! It 
would have to be a real one, or else. 

He called the pet shops, but none 
had a monkey for sale. Then he tried 
to rent one from the zoo and dis- 
covered that it just wasn’t done. 
Finally, the jeweler found a pet shop 
operator who agreed to order a mon- 
key from South America. Richter 
agreed, the order was placed, and the 
window display was held in abeyance. 

Recently. a seven-month old male 
ring-tailed monkey was delivered to 
the Richter establishment. Forthwith, it 
was placed in the window and, na- 
turally, attracted no end of comment. 
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It was scheduled to remain there for 
three or four weeks, according to the 
jewelers’ plans. We haven’t heard 
vet how long it actually did remain 
but something tells us that the stay 
was minimal. 


© © 


CC PURCHASES of jewelry have 
been made by some of our best 
people—they’re not restricted to stock 
clerks and ardent but inpecunious 
swains. And at the same time such 
sales are not confined to small jewel- 





Something to Think About 


HOUSING 18 tr u-s. 


THOUSANDS OF NEW PERMANENT DWELLING 
UNITS STARTED DURING THE YEAR 
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ry stores. Some of our largest prestige 
establishments have been known to 
engage in installment selling. 

Take, for instance, the purchase of 
the fabulous Hope diamond by the 
late Edward B. and Evalyn Walsh 
McLean. 

It has been learned, in connection 
with the recent sale of the famous 
blue Hope stone (detailed elsewhere 
in this issue) that the McLeans con- 
tracted to purchase the gem for $180.- 
000 in 1912 and finally cleared up 
the account in 1918. With plenty of 
interest along the way. 

It seems that Cartier’s bill, dated 
October 1, 1918, shows that a pur- 
chase contract for the diamond, then 
the center of a “head ornament,” was 
signed February 1, 1912, and a pay- 
ment of $20,000 made the following 
day. Then followed payments of $1,- 
000 a month, much in the manner of 
today’s young man completing the 
purchase of an engagement ring. On 
April 1, 1912, Cartier’s credited the 
McLeans account with $35,000 for an 
assortment of jewelry turned over to 
them, and in May of the same year an 
extra $1,000 was paid. 

Interest charges on the installments 
for the Hope stone ran high—very 
high. The total amount of interest 
paid has not been disclosed, ap- 
parently, but for the period April 


105 








— 





y 

‘ 
io 
- 
i 
yg 
4 
Lg 
7 
Y 
rv. 
4 
r 
4 
a 
q 
a 
4 
ad 
, 
wo 
w 
v, 
“ 
1 











It’s AERO-METRIC 
won't leak at 
high altitudes 


NEW CLIPS 
NEW CAPS 


NEW FOTO-FILL 
FILLER 


NEW PLI-GLASS 
RESERVOIR 


NEW VISIBLE 
INK SUPPLY 


7 NEW 
CUSTOMIZED POINTS 


8 NEW COLORS 
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Get more 


Mother’s Day 
Gift Business 


with the larger-profit 


waa PARKER “ST 
Feature the Demi - size 


in your windows-—in your ads 
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NOW-DON'T ISOLATE YOURSELF FROM BIGGER 
PROFITS—-SELL THE NEW PARKER “51” 


Concentrate on Your 


3 BIGGEST PROFIT MAKERS 
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through December, 1917, alone, the 
charges amounted to $1,987.67. 

We confess we’re at a loss to under- 
stand why anyone would scrimp and 
save in order to buy one of the 
world’s most famous diamonds on an 
‘nstallment plan. But that isn’t the 
point. Apparently they did! And, 
more important, the transaction suc- 
ceeds in placing credit selling on a 
very high plane indeed. It’s a good 
case to cite when one of your own 
customers demurs at making a credit 
purchase on the srounds that “it isn’t 


done by the better people.” 
© © 


A’ SIX O'CLOCK in the morning, not 
long ago, a burglar alarm bell 
clanged continuously over downtown 
Baltimore and a scout car full of 
policemen raced to Monmonier’s jew- 
elry store. Surrounding the place, 
they caught the culprit—a member 
of the Baltimore police force. 

The officer explained, rather sheep- 
ishly, that he had been “trying up” 
doors on his beat when he came to 


the jewelry store. When he gave the 
door knob a tentative twist, he said, 
it remained reassuringly stationary. 
But then the alarm started and 
wouldn’t stop. That was when he 
called headquarters for advice. 

The assembled officers who had 
sped to the scene listened to the 
story, then went into a huddle. They 
decided to take no chances. Maybe 
there was a burglar in the place after 
all. They formed a quick cordon 
around the store, checked windows 
and doors, front and rear — every- 
thing. Still no burglar. And the bell 
rang on. 

Finally, J. Carroll Monmonier, the 
stores proprietor, was aroused by 
phone at his home in suburban Ca- 
tonsville. At approximately 7 a.m. 
he appeared at the store, opened it 
and turned off the alarm. 

The bluecoats heaved a sigh of re- 
lief and departed. 


> © 


| en ALARMS are not confined to 
Maryland, either. At just about 
the same time the Baltimore police 
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"This is our ladies’ cocktail watch—positively Martini-proof." 


FOR May, 1949 


were throwing a cordon around Mon- 
monier’s store, four Union City, N. J., 
police cars were converging upon the 
Protas Jewelry Shop. The first cops 
there heard the burglar alarm ring- 
ing like sixty and, looking in through 
the window, they saw clocks, watches 
and other merchandise scattered all 
over the place in great disarray. 


'?? 


“Aha!” they mused. “Foul play! 


But checking the premises dis- 
closed no sign of an intruder or, for 
that matter, evidence of entry. All 
doors, windows, etc., were securely 
fastened. 


Understandably puzzled, the police 
finally communicated with the owner 
of the store who hustled right down. 
Entering, he surveyed the mess, then 
broke into laughter. Pointing to a 
shelf lying on the floor, he explained 
the mystery. The shelf had fallen, 
struck the burglar alarm wire and, at 
the same time, strewn its contents 
around the store. It certainly looked 
as though there had been a robbery, 
but the only actual culprit in the case 
had been the Law. The Law, that is, 
of Gravity. 
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Meewe to jewelers who may be 

going abroad this year: Cus- 
toms inspectors are not necessarily 
dopes. 

A screen star arriving from Swit- 
zerland, recently, listed two wrist 
watches on his customs declaration, 
together with the statement that they 
cost him $50 each. 

Suspicious, the customs examiner 
studied one of the watches and said, 
“Are you sure you didn’t pay more?” 

“Positive,” the star replied. 

“You mean,” said the Customs 
man, “if someone offered you $55 
for that watch you'd take it?” 

Somewhat flustered at this turn of 
events the movie idol said “certainly.” 





“Okay,” said the customs man. 
Then he added in a whisper, “Meet 
me over on the other side of this 
room in half an hour. 

In something of a spot, the movie 


star did meet him half an hour later, 
and did sell him the watch for $55. 

All of which would have been fine 
if he had paid only $50. The trouble 
was, the watch had cost him nearly 
twice as much in Switzerland and the 
customs inspector had a real bargain 
for his shrewdness. 
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» o » Whips Nervice Store 


The Nacy States Its Position on... 





As promised in our April issue, we bring you this month the 

Navy’s reasoning on the operation of Ships’ Service Stores. 

This release, one of the few recent public pronouncements on the 

subject made by the Navy Department, is the result of an exclusive interview 
accorded JEWELERS CIRCULAR-KEYSTONE by Rear Admiral E. D. Foster, 

Chief of the Navy's Bureau of Supplies and Accounts, and Rear 

Admiral C. W. Fox, Deputy and Assistant Chief. 


rs 

Pere are few things which are so neces- 
sary and which contribute so much to the morale, com- 
fort, contentment and welfare of the Navy man as do 
his ships’ service stores. The word “his” is used ad- 
visedly. The stores are established and are operated 
with funds which have been derived from profits real- 
ized on his purchases. 

Ships’ service stores are, in a sense, cooperatives. As 
indicated above, funds required for their operation are 
derived from participating members. Unlike coopera- 
tives, however, that portion of the profits available for 
distribution as “dividends” is not paid directly to par- 
ticipating members. All of the net profit is used to help 
finance athletic and other welfare and recreation pro- 
grams for naval personnel, and thus naval personnel be- 
come the beneficiaries of the profits generated in their 
stores. As a matter of fact, in this manner. the enlisted 
man contributes 78 per cent of the funds required for 
his welfare and recreational programs. 

In the days of wooden ships, the Navy man washed 
and ironed his own clothes, sat on a bucket to have his 
hair trimmed by a shipmate, was blissfully ignorant of 
the palatal satisfaction inherent in a dish of ice cream, 
and was content with only the bare necessities of life. 
Not so with the Navy man of today. His tastes and 
his requirements have kept pace with the changing times. 

It is the mission of a ship’s service store to meet the 
modern requirements of the modern Navy man. Located 
only within the confines of naval reservations, the stores 
today are indispensable parts of the stations at which 


108 


they are established. Naval personnel, as members of 
a military organization, are necessarily restricted in 
their freedom of movement. The stores make available 
to the Navy man on his duty station a place to purchase 
certain items of merchandise and provide him with 
laundry, barber, cobbler, tailor and similar services. 
The availability of these stores to the enlisted personnel 
contributes very materially to the excellent morale which 
obtains in our Navy. This is particularly true on for- 
eign stations. 

The merchandise which ships’ service stores may carry 
in stock for sale is restricted to items of a necessity and 
semi-luxury type. The stores are prohibited from stock- 
ing such things as furs and outer wearing apparel for 
women; civilian suits and overcoats for men; major 
household appliances; and furniture and floor coverings. 
Watches costing over $50.00, rings costing over $35.00, 
and other jewelry items costing $7.50 may not be sold. 
Jewelry sales account for approximately 6.7 per cent of 
the total sales voluume of ships’ service stores. In con- 
trast, income from the operation of service departments 
and the sale of tobacco products and toiletries account 
for almost 60 per cent of the total sales volume. 

Further restrictions on merchandise which may be 
carried in stock would operate to deny many business 
firms the opportunity to sell their products to naval 
personnel through ships’ service stores. To accommodate 
such firms, and as a service to authorized patrons, the 
stores are permitted to “special order” merchandise 
which is not included in authorized stocks. This ar- 
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rangement is for the mutual benefit of the seller and the 
purchaser. Although a small service charge is made to 
cover the expense of handling the order, no profit is made 
by the store on such transactions. Purchasers are re- 
quired to pay all taxes on special order merchandise, 
including the Federal Retailers’ excise tax. All agree- 
ments to supply merchandise on a special-order basis 
are entered into voluntarily, and the amount of discount 
given is a matter of discretion with the firm supplying the 
merchandise. By far the greater percentage of such 
purchases are made from retailers. 

In order to avoid competition with private enterprise, 
the privileges of ships’ service stores are restricted to 
military personnel and their dependents at most stations. 
Since Naval Reserve personnel are established members 
of a civilian community, they are not permitted to pa- 
tronize the stores when on inactive duty. They are 
granted only very limited privileges when in a drill 
status. Privileges are accorded civilian employees only 
when they are on duty at stations where commercial 
facilities are non-existent, inadequate, or inaccessible. 
With the exception of two extremely isolated stations, 
the occasional privileges extended to civilians are limited 
to the purchase of soda fountain and snack bar items. 

Ships’ Service regulations forbid the sale of merchan- 
dise which is not intended for the personal or family 
use of an authorized patron. These regulations also re- 
quire that personnel not in uniform positively identify 
themselves as authorized patrons prior to purchase. 
Commanding ofhcers are enjoined rigidly to enforce 
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these regulations, and they have been directed to take 
prompt disciplinary action when violations are detected. 

Not only do ships’ service stores render a needed ser- 
vice to naval personnel, but they also make a considerable 
contribution to the economy of the communities adjacent 
to the naval stations where they are established. The 
stores are predominantly staffed with civilian employees 
drawn from these communities. In addition, over 50 
per cent of the merchandise sold in the stores is obtained 
from local business firms. 

The taxpayer will undoubtedly be interested to know 
that ships’ service stores are not subsidized by the Gov- 
ernment. As integral parts of naval stations, they are 
housed in Government buildings. However, they are 
self-sustaining in other respects. As previously indicated, 
inventories are purchased and all expenses of operation 
are paid from income derived from sales. Operating 
expenses closely parallel those for commercial stores. 
They include the salaries of all civilian employees; equip- 
ment and supplies required to establish and operate the 
stores; electricity, gas, water, and other utilities; and 
miscellaneous general expenses. 

Every effort is made to follow a course in the opera- 
tion of ships’ service stores which is not detrimental to 
private enterprise, and which at the same time serves 
the best interests of naval personnel and the naval ser- 
vice. There can be no doubt that the enlisted man’s 
ships’ service store is necessary to his contentment and 
well being. 
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rr This set takes baby from when you feed him, through when he learns 
to feed himself, to when he is big enough to eat at the family table. 











For a Big Baby Business | 
PUSH THE BIGGEST BABY LINE | 


All in beautiful clear-top gift cases! 

















IF YOU WANT YOUR SHARE (and a little bit more!) of and illustrated Step-up Set) are boxed in beautiful display 


today’s booming baby business, better tie in with the cases with clear plastic covers. 

most complete Juvenile line in the business, 1847 ROGERS Real eye-stoppers! You can satisfy ALL your customers 

BROS.! now — with 5 different combinations in First Love (illus- 
Now all “1847” Juvenile sets (2-piece Educator Set, 3- trated) and Remembrance patterns set in handsome clear- 


piece Youngster Set, 3-piece Companion Set, Kiddie Set _ top cases! Persuasive salesmen that make your job easier! 


So, HURRY, HURRY, HURRY! Better feature NOW the Juvenile line that’s easiest to sell! 


I847 ROGERS BROS. for lOl years Americas Finest Silverplate 


The International Silver Company, 169 Colony Street, Meriden, Connecticut 
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OUR TURN AT BAT... 





on that PX problem 


Beem. on the opening day 
of the ball season in Washington, Congress an- 


- nounced that the retailers of America would be 


given their inning, against the competition of Army 
Exchanges and Navy Ships’ Stores. A Congres- 
sional investigation of these military outlets, sched- 
uled for late spring, is reported in detail on page 
229 in this issue. Here is the opportunity we an- 
ticipated in our article in the April issue. It is 
the reason we pleaded for patience and cool-headed 
reasoning. Now, by legal processes we can pro- 
ceed to enlist the aid of our Congressional repre- 
sentatives, men who are in a position to make rec- 
ommendations which will correct the inequitable 
conditions created by the present PX and Ships’ 
Store setup. 

In any such appeal, made before those con- 
ducting a Congressional inquiry, the facts should 
be well organized, the issues clearly stated, and 
the presentation logical, so the desires of the pro- 
testing industry are consistent and free from con- 
fusion. 

Although we have two separate associations of 
retailers in our industry, this issue of “PX” com- 
petition transcends any superficial differences be- 
tween “types” of jewelers. It is, therefore, highly 
desirable—essential—that representatives of both 
retail associations get together immediately to plan 
the strategy for our inning in Washington and 
select the teammates who will go to bat for us. 

Somewhere along the line, and soon, it must 
be decided as to exactly what we want. Just being 
“agin” the PX will not impress the committee. 
Our suggestions must be constructive. Monotonous 
recitals of grievances alone will not win the under- 
standing of the Congressmen. As in selling any- 


thing, it is best to offer a carefully prepared “pack- 
age” which the “customer” can buy with little 
effort, a plan which looks so sane and logical the 
committee will want to buy it. 

At this point we should like to suggest restraint 
in the preparation of the jewelry industry’s cam- 
paign; restraint which will label our appeal as 
being in good taste, and not without regard for 
the other side. At the same time, there should be 
certain definite objectives for which we should go 
all out. Among the latter there instantly occurs 
to us four minimum objectives—insistence upon 
the service stores collecting excise taxes; firmer 
control of sales to preclude the merchandise find- 
ing its way into civilian hands; the maintenance of 
price on Fair Traded items; and the total elimina- 
tion of “special order” departments through which 
high priced merchandise is procured for “PX” 
customers. 

So much for what we might expect of our lead- 
ers. Now what can the individual jeweler do be- 
sides sitting on the sideline and cheering? He can, 
and should, right now, write the individual mem- 
bers of the Congressional Committee (see list on 
page 229) expressing appreciation for this oppor- 
tunity to voice his industry’s complaints in the 
“American Way.” He can, and should, enlist the 
sympathy of his own Congressmen and Senators 
by writing them personal letters, telling them in 
his own natural way what this investigation means 
to him. He can and should personally contact the 
other jewelers in his locality to be sure they do 
likewise. 

The call has gone out, “Play Ball!” It is our 
inning. We waited a long time for it. 

Let’s not muff it. 
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That engagement ring 





you always meant to buy --° : you h 
av 
eo e all the necess 
. right at the ssary advertising 
moment. g mate- 


Wer 
efer, of 
, of cou 
rse, to the Silver Parade “‘id 
idea book.” 


That engagement ring 
you always meant to buy --- 







Was yours a war wedding «+ * with prief leaves 
and no jme for iamond puying? Then maybe 
came @ $ da those doctor pills --* 
and still no engagement diamond. ; 

But now it's April. -- month of diamonds - - ; 
the perfect time to buy your wife the diamond 
ring of her dreams. StoP in during Our Diamond 
Jubilee. 
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The advertisements reproduced on these pages show 
the variety of ways jewelers managed to present the 
JIC-provided ads. In some instances the copy was altered 
a bit. but in most cases the message was used intact. 
The only difference was in the selection of type faces and 
illustrations, space used and insertion of the jeweler's 
name. 


The same thing can be done with the layouts sug- 
gested by the Council for the Silver Parade. Study your 
“idea book.” The copy is there. Layouts, with or with- 
out illustrations, are suggested. All you need, actually, 
is the newspaper space. Then you can really hammer 
away at the Silver Parade and, as a result, sell more 
silverware. 


(A more complete analysis of retailers’ participation in 
the Diamond Jubilee. merely hinted at by the advertise- 
ments on these pages, will be found on page 230 of this 
issue of THE JEWELERS’ CIRCULAR-KEYSTONE. ) 


































Her diamond engagement 
ring is one of life's 
most important purchases . . 
depend upon the integrity 
of EDELSTEIN’S. 






































1A 


Ss es 
MOIS : 
BILEE 





CTXLIT tac ke a PS UB} eilBit. 


« LMMON, 
00 — 


a => ns 
71 
YUBILEER * 













A LEAN YOUNG Texan, in company with 
an attractive young woman, poured a handful of spar- 
kling “cat eye” shells across the counter, eyed the sales- 
woman speculatively, and succinctly drawled: “Can you 
make my wife something pretty out of these? Maybe a 
charm bracelet or a pair of earrings?” 

“Indeed we can,” replied the woman behind the 
counter, without hesitation. “Just describe what you have 
in mind to the designer, come back in a week, and we'll 
have a curio your wife will treasure the rest of her life.” 

This simple little tableau is enacted several times daily 
at the new Carter Jewelry in the well-to-do Skillman busi- 
ness center of Dallas, Texas. As an adjunct of the long- 
established downtown Carter retail and jewelry design 
and repair shop, the new suburban store is serving the 
precise function for which it was planned: (a) Building 
traffic and doing a whopping business by serving as a 
clearing-house for jewelry repair and special order work, 
specialty of the downtown shop, and (b) Providing 
supplementary quarters for the expanding retail business 
the Carters are building up. 

Activity of the second-floor downtown operation is 
directed by Henry Carter; at the helm of the handsome 
outlying store is Mrs. Henry Carter, co-partner in the 
business. 












From Jewels to J ewelry ... 


Thirty years’ experience in designing fine jewelry, and 
repairing watches, clocks and surveying instruments, has 
equipped Mr. Carter with the ability to turn out excellent 
workmanship. His is the master’s touch, the product of 
endless hours of training and self-discipline. 

Today in both the downtown and suburban units, the 
Carters are realizing solidly rewarding returns from fea- 
turing specially designed jewelry. The specialty has 
sparked a luxuriant crop of prospects for the new sub- 
urban store where a complete stock of merchandise is 
displayed in a modern environment. 

Mr. and Mrs. Carter have carved a reputation with 
Dallas war veterans by providing a special service for 
preserving the veterans’ souvenirs in permanent, attrac- 
tive form. Earrings, brooches, necklaces, chatelaines, 
bracelets and charms are made of “cat eyes” (collected by 
servicemen in the South Pacific), cameos, and coins. The 
specialty was introduced several years ago when other 
jewelers had neither the interest nor facilities for offering 
this service. The Carters filled a vitally needed void. 

They promote the service vigorously. Mrs. Henry 
Carter makes interesting, brief, off-the-cuff talks on the 
know-how involved in transforming war souvenirs into 
elegant jewelry, weaving into her talks anecdotes told her 

(Please turn to page 158) 


Henry Carter and Mrs. Carter, center, 
have built a successful business from 
their jewelry design service. An ex- 
pert craftsman, Mr. Carter has design- 
ed and repaired jewelry for 30 years. 

















With Protit 


Transforming customer curios and 
gems into jewelry has become a 
profitable source of income for 
Carter’s Jewelry, Dallas, Texas, 
and has earned a wide reputation 


for the store from the publicity. 


by GEORGE LOREN 





Visual spaciousness is achieved in the new 
Carter store with a unique all-glass front. 


Mrs. Carter combined her 
own ideas with others ob- 
served in JC-K to achieve 
this modern arrangement 
in firm's suburban store. 
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This attractive June Bride 
window at Mayor's, Cincin- 
nati, O., was successful in 
drawing the attention of the 
passerby. Too many win- 
dows are hit-or-miss, fail to 
arrest shopper's attention. 
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Lers pause for a moment and think a little 
about the person who pays our salaries and food bills, 
the person who makes it possible to buy the car you drive 
and the fur coat your wife wears. | mean your BOSS! 
And when I say “boss,” you know I mean the real boss— 
the Consumer. 

Boss-Consumer has been kicked from pillar to post 
during the past few years when merchandise was scarce. 
He had to plead and beg for things and he paid exorbi- 
tant prices to get them. But with more goods rolling off 
production lines, it’s the Boss’s turn to start kicking and 
it’s your turn to romance him. You need a new kind of 
approach, otherwise the Boss will fire a lot of you and 
vive his business to more deserving merchants. 

- During recent years there has been a big increase in 
the number of jewelers in the country. Today you have 
more competitors to worry about than you had in 1939. 
In your own neighborhood there are probably two, three. 
or more jewelers than existed before 1940. Add to this 
picture the competition of other products—automobiles. 


furniture. television sets, fur coats, refrigerators and . 


washing machines. It would be a short-sighted jeweler 
who didn’t examine his store operation this year and ask 
himself two important questions: 

1. Where Am I Going? 

2. How Can I Get There? 

Let’s take the first question. It’s a good question be- 
cause so many jewelers get into a business purely by 


circumstances. But nearly all successful merchants | know 
have master plans! They are not waiting to find out if the 
boss-consumer will fire them. They are spending big sums 
of money on sales research to learn exactly what kind of 
business they should build and what the consumer really 
wants. They no longer can coast along on the sales mo- 
mentum of easy-money years. 

The head of a large jewelry organization recently said 
that “too many merchants are fighting for the same niche, 
the same level, the same class of customers.” 

Take stock of your place in the community. Compare 
the category your store has been put in by your advertis- 
ing or merchandising. Maybe your store should aim for 
a higher level of trade—maybe it should come down a 
notch or two. 

If you want to be a highly promotional store—selling 
mainly to transient trade—better be ready to stand the 
gaff and strain of big advertising bills and expensive sales 
help. If you want a strictly neighborhood operation, you 
will have to be satisfied with the buying power of that 
neighborhood. Most jewelers have neighborhood stores 
and, fortunately, the jeweler’s personality and integrity 
become his greatest assets. The service he gives the cus- 
tomer, the special interest he shows in the customer's 
problems—the many little things he goes out of his way 
to do to keep customers satisfied—are factors against 
which big operators cannot alwavs compete. If you have 

(Please turn to page 170) 


hight Cards in the Buyer's Market 


What category has your store been put in by your merchandising 


and advertising? Take stock—perhaps you should aim higher or lower. 





Another window certain to gain 
the attention of the passerby. 
Getz Jewelers, Cincinnati, Ohio, 
used a variety of merchandise 
for a graduation-time showing. 
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Streamlined 
Store Engmeere 
for Selg 


BY VIRGINIA BEHRENS 


Left side of new Arthur store has credit depart- 
ment and offices in rear. Watch repair booth in 
upper middle of photo resembles a ship's bridge 
structure and is completely sound and dustproof. 


Ax OUTSTANDING beautiful new store plus 
sound watch merchandising principles have been com- 
bined to produce a successful operation throughout the 
whole of Arthur’s Jewelry Store in San Bernardino, Cal. 
The recently unveiled store is reputed to be one of the 
most phenomenal jewelry stores in the country and is 
completely engineered for not only beauty, but for a free 
flow of traffic throughout the entire establishment. 

The outside cases and window displays are built on a 
slant with the sidewalk so as to lead the potential cus- 
tomer to the door rather than back to the sidewalk again 


when his window shopping is completed. Slanted glass 
cases inside, prevent glare on the top which might other- 
wise mar the view of the displayed merchandise. Every- 
thing from diamonds to washing machines are stocked in 





Pat BOREL: SERIO rr een cen 


Above: Large scale grille work of blond wood sepa- 
rates the regular jewelry section of the store from 
the "extra-line" departments. Here is shown china 
and crystal section with appliances in background. 


Right: View of store from the entrance showing af 
the left two of the four main center cases devoted 
to watch displays. At the right are the station- 
ery, luggage, and photographic equipment sections. 


Below: All salespersons are equipped to sell through- 
out the store even though each one is assigned to a 
special department. Here a hollowware saleswoman is 
showing a piece from extensive line carried by store. 


the new store without a feeling of being cluttered or con- 
fused. To achieve this end, various departments are set 
off by the arrangement of the cases or each individual 
case being a department in itself. 

Completely done in blonde wood in an ultra modern 
mood, the credit department is set to one side of the 
store. Every person in the credit department is a sales- 
person so as to facilitate the customer and save him time 
ordinarily wasted by having to transfer from one person 
to another when seeking credit. 

The greatest traffic builder in the store is the watch 
display, therefore the largest part of advertising is in 
watches and diamonds with particular emphasis on fine 
watches. Quality is stressed over credit which, however, 
is readily available to anyone who desires it. Nothing 
but fine nationally advertised merchandise is carried and 
advertised. 


(Please turn to page 160) 
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ouble Feature 


With two of the jeweler’s 


next month—Graduations and Weddings—an investment in fresh, 


inviting display material i 
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New metal screen forms background panel for this graduation window. 


Promotion for June 


biggest gift merchandising events due 





s one that will bring in dividends. 


by VIRGINIA DIXON 


( 





- 

-_ is no merchant whose business has 
always been so closely bound up with “great” occasions 
in life as the jeweler! It is to the jeweler we traditionally 
eo when there’s a gift to be selected for the new baby, 
for the graduate, for the bride, for the anniversary re- 
membrance, for testimonials and so on through all the 
“hig” days in life. Tradition and sentiment still rule 
these occasions and they dictate silver and jewelry to 
mark their observance. No jeweler, however, can assume 
that such business is still going to come marching to 
his door without promotional effort on his part. Clever 
merchandising in department stores and gift shops has 
taken much of this business away from the jeweler and 


AX 


Metal panel screens used in suggested display shown above . . ‘ .! o =e 
are available in several sizes as well as in other shapes. his only chance of getting his share of it is to main 
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tain equally wide-awake merchandising, publicity, adver- 
tising and window displays. 7 

The jeweler’s big advantage is his traditional position 
of reliability along with the family doctor and the family 
lawyer, but this must be constantly backed up with up- 
to-date merchandising and clever eye-appeal. The month 
of June offers the jeweler a double feature opportunity 
with Graduation and Bridal promotion sharing the 
spotlight. 

In buying merchandise for this important month, the 
wide-awake jeweler demands the very latest in styling 
and design. In putting this carefully selected merchan- 
dise on display, it too frequently happens that it will 
he done in the same manner—and often with the same 
materials—that were used last year (and maybe the year 
before). The “only-slightly-dingy” wedding bouquet 
and the “just-a-little-dog-eared” diplomas of last year just 
won't do this year! Sparkling new merchandise demands 
fresh, inviting display treatment. It is an investment that 
pays very good dividends. 

The eye-catchers of the wedding and engagement ring 
display sketched here are the charming little love-birds 
perched in a twelve-inch gold wire ring suspended by 
invisible wire from the window ceiling. A generous 
length of white tulle or maline is draped from the win- 
dow background through the wire ring and back to the 
background, caught in both places with a crisp spray 
of wedding flowers made of white dotted swiss. Rings 
are arranged on circular elevations and on slender col- 
umns—in ring pads and in ring boxes. A third spray 
of white flowers is used in the floor grouping. 


The love-bird unit and the flower sprays are both avail- 
(Please turn to page 161) 
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MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material Source 
WEDDING RING DISPLAY 
Staples-Smith, Inc. 


8 West 40th Street 
New York 18, N. Y. 


Love-birds in ring unit 

Gold wire ring—I!2" diameter with 
blue and gray birds 

Also available—all white (under 
$13. each unit—specify color 
when ordering) 

Rose spray of dotted swiss, all white 
—also pastel colors on plain cot- 
ton fabric (about $2.00 each—less 
if ordered by the dozen} 

White maline or tulle Department or Fabric 
three to four yards Store 


Staples-Smith, Inc. 
8 West 40th Street 
New York 18, N. Y. 


GRADUATION DISPLAY 


Austen Display Company 
133 West 19th Street 


Expo-Net Panel 
34" x 46""—under $16.00 


21° x29"— " $12.00 New York II, N. Y. 
14° x22"— " $10.00 
Shelves—wood 6'' diameter 
$12.00 dozen 
Screen panel 
24" high 


32" wide under $13.00 
Satin ribbon and 
Daisy heads | 
Paper for diplomas and black paper 
for silhouettes 


Department Store 


Stationery Store 














Artificial floral spray, left, and 
love bird unit, below, are both 
from the same display firm. 














Theme for ring display for 
June brides is set by love 
birds perched on wire ring. 
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Pin- Point 





Promotion 


Pays Off 


by P. L. ANDERS 


During a recent weekly dinnerware sale, the 
store displayed a complete set in a wall dis- 
play case directly inside entrance to store. 


This Baltimore store features one line each week 


to maintain sales progress throughout whole year. 


“Bb . 

Y CONCENTRATING on the promotion of 
one item a week, we have been able to increase the sales 
of the promoted lines well over the volume we would 
have received from those lines without our pin point pro- 
motion,” says Jack Bishow, manager of one of the 
Roberts jewelry stores in Baltimore, Md. 

As the first step in planning the year-long campaign, 
Bishow lays out 52 separate weekly promotions which 
cover all the merchandise handled by his store. He checks 
the calendar to see that he has taken into consideration 
all possibilities presented by holidays, special events, or 
days, and the seasons. He thus, wherever conceivable, 
ties up a weekly promotion with an event or occurrence 
which is already in the consciousness of his prospects. 
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Open display case maintained by Bishow near 
doorway. Devoted to small appliances this 
week, stand attracted customers into store 
after they were stopped by window display. 
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Special ads like this one 
offering a radio, feature 
only the one specific item 
thus stressing the article 
in the mind of the reader. 
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For example, he plans a weekly promotion around 
items that are timely at graduation time. During June 
bride weeks and even around convention weeks, such as 
household conventions and art and gift conventions he 
ties up to the generated publicity by promoting items oF 
lines which can ride the wave of public interest. 

The store that Jack Bishow manages is headquarters 
for the several Roberts’ jewelry stores in Baltimore. Man- 


(Please turn to page 162) 
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Right now, focused on the important May-June customers and bring them back again and again 
gift-giving events, RONSON’s extensive radio, for RONSON REDSKIN ‘Flints’ and Wicks and 
television and magazine advertising is influenc- RONSONOL Fuel (in their various packagings), 
ing millions of prospects. By tying-in* with this widely advertised and recognized as best for ANY 
powerful campaign, you'll sell all the RONSONS ‘flint’ lighter. Repeat calls make store traffic and : 
you can get. store traffic is the life of your business. ) 


You can ring up an extra 50¢ with each RONSON 
sale by suggesting a RONSON Servicer. Besides *Send for information regarding free RONSON displays, 
making an additional profit, you’ll please your newspaper mat service and envelope enclosures. 


TOGETHER WE’LL MAKE EVERY MONTH IN ’49 
ADD UP TO YOUR BIGGEST YEAR WITH RONSON! 


Press, it’s lit! Release, it’s out! FUN ... EXCITEMENT 

. , Safely out the instant you lift your finger! 

aia R in Tune in to Ronson’s “‘20 
% Questions” Saturday nights, 

Mutual Network (Pacific 

Coast, Sunday nights). 





Hear Ronson’s “‘Johnny 
Desmond Show” with the 
songs you love, every Sun- 
day night, Mutual Network. 


TELEVISION. Ronson now 
on Television in many prin- 
cipal cities. 














RONSON ART METAL WORKS, INC. + NEWARK 2, N. J. 
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Special Diamonds Give Store 


“Something to Shout About 


New facade on the 
Alamo store gives 
passerby a clear 
view of store in- 
terior. This has 
been a great con- 
tributing factor 
in upping _ sales 
volume for store. 


by C. THOMAS 


A FIRM CONVICTION that a jewelry store 
should have something special to shout about resulted in 
the introduction of “Bluebonnet” diamonds by Alamo 
Jewelry, across from the historic Alamo, in San Antonio. 
Texas. “We question the advisability of trying to mer- 
chandise diamonds in the abstract,” says Milton Arbetter 
who, with his brother Louis, manages the store. “So we 
came up with the idea of ‘Bluebonnet’ diamonds, named 
in honor of Texas’ state flower.” 

This was just one of the ideas of the two brothers who 
grew up in the jewelry business under the guidance of 
their mother and her husband. Mr. C. Meers, who have 
managed this store since 1904. 

“Today,” says Milton, “the public is progressive- 

(Please turn to page 164) 
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Below—Milton Arbetter shows prospective customer an 
unmounted ''Bluebonnet'’ diamond. Use of tweezers en- 
hances stone in the eyes of the customer he believes. 
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Diamond Lectures Popular with Young People 


Thousands of young people of engagement age are 
having an opportunity to hear interesting, inform- 
ative lectures on diamonds—and the engagement 
ring tradition. 


These lectures—part of a planned diamond pro- 
sram—are given mostly in colleges, where talks 
are slanted to fit into various classroom courses, 
including geology, gemology, economics, fashion, 
merchandising, and many others. 


Other specially developed lectures are being 
given before women’s clubs and businessmen’s 
service organizations. 


Presented in every section of the United States, 
yours included, diamond lectures are enthusias- 
tically received. People attend in large numbers 
... they ask many questions. Requests for return 
engagements run high, and the lecturer is booked 
far in advance. This is one of the many efforts to 
stimulate and encourage diamond sales. 





~ Diamond promotion promotes your business 


YOUR diamond promotion includes... 


ADVERTISING supporting the engagement ring tradi- 
tion—in leading national magazines . . . stressing 
the fashion significance of diamonds—in outstand- 
ing fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 
MOVIES —‘‘The Eternal Gem’’—to show in your town. 
LECTURES throughout the country. 


e All are designed to help you sell more diamonds. 








De Beers Consolidated Mines, Lid. 
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Cater to the Kids 





Buckmaster _ receives 
a watch for repair 
from a youthful cus- 
tomer. Though there 
are II other jewelers 
in town, this shop 
gets more youngster 
business than others 
because of policy of 
catering to the kids. 


by BOB DOWNER 


= BUCKMASTER, manager of Oliver's 
Jewelry in Laguna Beach, Calif., has found that catering 
to young people is a policy that really pays off—not just 
in good will, but in solid cash register receipts. 

This policy was originated by the store’s founder, 
Robert Oliver. The store, at 154 South Coast Bldv.. 
Laguna Beach, is now owned by Milton Beral, who also 
owns another jewelry shop in Santa Ana, Calif., but in 
the three years that he has been managing the store for 
Beral, Buckmaster has put even more emphasis on the 
idea. 

There are a number of reasons why Buckmaster favors 
the younger customers. 

In the first place, with rising living costs, adults can 
afford fewer and fewer luxuries. Children and young 
people are virtually the only group left, in a white-collar. 
middle class community, whose income (whether earned 
or from allowances) can be devoted largely to “luxuries.” 

Second, getting young customers means that you hold 
them throughout their lifetimes. Third, with more 
“young” marriages than ever before, most of a jeweler’s 


126 


profitable engagement and wedding ring business is aimed 
at people in their early twenties instead of the late twen- 
ties and early thirties. For this important purchase, 
young people go to a jeweler whom they've known for 
some time—another reason to cater to the kids. 

Oliver’s holds one of the town’s most successful promo- 
tions every year when it presents a watch to a member 
of the high school graduating class. The idea behind 
this promotion was originated by founder Oliver about 
nine years ago and has been an annual event ever since. 

In the show window, an eight-day clock is set up be- 
hind a three-foot square piece of plywood. The hour 
hand is removed and the minute hand is extended, with 
a piece of watch spring, to one foot long. 

Pictures of all the members of the graduating class 
(which are obtained from the photographer who takes 
the school yearbook photos) are glued on the board. 
These are numbered and corresponding numbers ar¢ 
placed around the outside sweep of the minute hand. 

Oliver’s is located on a U. S. highway in the middle of 
town, next to the leading theater, and for the eight days 
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that the clock is running, the window gets more attention 
than any display in town, because in a relatively small 
community almost everyone knows at least one of the 
graduates. When the clock stops, the winner (the person 
whose numbered picture corresponds to the number on 
which the clock stops) is given a handsome watch. 
Because Laguna is a beach resort popular with high 
school and college students, Buckmaster has put up two 
electric clocks (with neon lighting at night) on the life- 
suard tower. These clocks, which cost Oliver’s about 
$375 and have “Oliver’s Time” on them, are permanent 
ads for the store. Since they are in the middle of the 
broad main beach and face each way, they are visible to 
about 90 per cent of Laguna’s vacationers. More than 
being general institutional ads, they bring customers into 
the store for repairing, too, because of the large number 
of watches damaged by water or sand on the beach. 
Although most of his promotions are aimed at high 


Besides being good, inexpensive 
institutional advertising, this 
electric clock atop life guard 
tower on the main beach is re- 
sponsible for much of watch re- 
pair business. Identical clock 
is on other side of the tower. 


Two high school seniors anxious- 
ly peer at eight-day clock which 
will select winner of watch given 
annually to lucky member of grad- 
uating class of the local school. 


128 


schoolers, Buckmaster has some customers even younger, | 

Not long ago a little six-year-old admired one of the © 
store’s inexpensive watches. The saleslady explained tha — 
‘all the money in his pocket,’ which he had solemnly _ 
handed her, wasn’t enough, so he decided to buy it on — 
credit at fifty cents a month. When the last payment was 
due, he brought his little brother into the store with him, ~ 
When he discovered he hadn’t enough to make the fina] © 
payment, his little brother dug down into a pocket and | 
brought out enough money to make it up, for which he 
got the privilege of wearing the watch once in a while, - 
A story about this appeared as an editorial in one of 
the local newspapers, with praise for Buckmaster’s policy ~ 
of cutting credit red tape. 

Buckmaster has found that his younger customers are 
uniformly good credit risks—he hasn’t had a loss from 
them yet. In this connection, he quotes an incident about 
a large self-service grocery store. 4 

“They had been taking heavy losses from shoplifters,” 7 
he says, “and thought it was probably the work of kids, 7 
But when they put detectives to work, they had to keep 
their findings a secret because they discovered that the 
shoplifters were some of the town’s most prominent 
people.” 

Buckmaster relies heavily on his window displays to 
bring in adults as well as young people. He features items 
outside the strict jewelry line to bring people inside the 
store. 

The same policy is pursued by Oliver’s when it comes 
to merchandise—the store features a variety of gift items 
instead of relying on “once-in-a-lifetime” stock. By build- 
ing up a clientele in the other items, Buckmaster gains 
their confidence and therefore does more business in the 
major jewelry items, since people buy these from some- 
one they trust. His advertising is chiefly to feature these 
items. He keeps his eyes open for goods on which he 
can make special purchases and thereby sell at a discount 
to build store traffic. 

Recently, for example, Oliver’s advertising featured 
lamps, regularly $12.95, which were being offered for 

(Please turn to page 169) 
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Decorated in the modern salon 
manner, the new Nanz store is 
designed to make the customer 
feel comfortably at ease in gn 
atmosphere more nearly like 
home than a_ jewelry store. 
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A New Departure 
In Jewelry Merchandising 





Q).. WAY is a little different than the 
average, says Mrs. A. K. Hausmiann, who opened “May- 
fair’s Jewelry and Silver Salon” in Philadelphia last 
November with some new versions of accepted merchan- 
dising techniques. Since business in the intervening 
months has exceeded her expectations, it would seem that 
her faith in her theories has been justified. 













The name of the establishment, ““Nanz” Jewelers and 
Silversmiths, was created from Mrs. Hausmann’s first 
name, Nancy, to signify its individuality. This personality 
is carried out in the physical layout by the absence of the 
customary counter. Prosaic personal greetings and run- 
of-the-mill sales talks are conspicuously absent here, where 
the salon type presentation of jewelry, silverware and sta- 
tionery calls for a different technique. 












Perhaps the most obvious deviation from common 
practices in selling jewelry to conservative Philadelphians 
is in the “modern decor” of this shop on the second floor Two glass-topped floor fixtures as shown above are 
at 3506 Cottman St., in the northeast shopping section of te ay es i a Se 


the city. The decoration of a famous South American 








front of the showroom a partition of fluted glass conceals 











night spot inspired the “impeccably smart and charming” the office. The apparent size of the room is increased by 
setting. Walls of rough-finished plaster are a shade of the use of a large simulated window of glass bricks at 
tan with just a suggestion of rose. The wall facing the the rear and a door of opaque waffle-designed glass. A 
entrance is almost completely covered with a soft, tailored dusky rose wall-to-wall carpet invites one to step into 
drape supplying contrast in texture and rich colors. Its luxury. 

background of sophisticated black is almost covered with Most of those who do are surprised to find no counters, 
modern figures of gray and white palm trees. At the (Please turn to page 166) 
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a, Years of Service 


IN THE JEWELRY TRADE 


Wlaurice ey * eee 


wishes to extend warm greetings to 
his many friends in the jewelry trade 
on the occasion of his 50th_Anni: 
versary in the jewelry industry. Also 
to express his sincere appreciation to 
jewelers throughout the country for 
their loyal support through theyears 
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Prestige=—An Asset and 
A Quality to Promote 


Ax EFFECTIVE newspaper advertising pro- 
gram, which builds both prestige and sales, has been de- 
veloped by A. J. Stark & Company, jewelers at 1536 
Glenarm Place, Denver, Colorado. All ads emphasize that 
the 70-year-old store “Sells only merchandise that belongs 
in a jewelry store.” 

Frank and Murray Stark, sons of the founder of the 
store, have consistently featured only gold, silver, dia- 
monds, watches, clocks, hollowware, imported gifts and 
a few similar lines during their entire store operations. 
With hundreds of retail jewelry stores going into small 
and major electric appliances, novelty items and even 
sporting goods, the Stark brothers feel that most cus- 
tomers are inclined to keep giving their business to the 
store which “keeps up a jewelry store atmosphere only,” 
and the prestige thus attained will attract new friends 
who are looking for a store in which they can have con- 
fidence. 

The advertising program, based on 2 column, 34 inch 
ads, began early in 1948, and has operated steadily ever 
since. The display ads, notable for much “white space,” 
and extreme simplicity of design, run twice a month dur- 
ing average seasons, and four times a month during such 
periods as the Christmas holidays, the Denver “stock- 
show’ and other special events. 

Each ad is designed to build confidence, and to point 
out to Denver visitors that A. J. Stark & Company can be 
depended upon to supply them with traditional jewelry 
lines, with no “borax” departments whatsoever. Ads vary 
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sharply in subjects and topics, but are all designed to 
play up this “only merchandise that belongs in a jewelry 
store’ theme. 

As the ad program went along, the theme was varied 
slightly. “We found an excellent response from the se- 
ries,’ Murray Stark indicated. “For example, we had 
responses from many old friends we had not contacted 
for years, and even from such points as far away as 
Southern Texas. While we cannot trace sales increase 
directly to the ad program, we know that we have con- 
siderably heightened respect which most Coloradians 
hold for the store. 

“We think that one of the most important points car- 
ried out in the program is playing up our exclusive lines,’ 
Mr. Stark indicated. “For example, in one ad, we listed 
four to six famous names in sterling flatware, hollowware, 
clocks and watches, and diamonds. That this idea paid 
off may be seen from the fact that a couple of customers 
came in asking to see a particular make of watch, which 
we carried in stock, and which they had not previously 
known could be obtained in the Denver area. Making 
such friends is, of course, extremely valuable.” 

Still another advantage which has accrued from this 
steady advertising program is overcoming the problem 
of a semi out-of-the-way location. Whereas most of Den- 
ver’s downtown jewelers are located on busy 16th Street, 
chief shopping throughfare of the city, the Stark concern 
is half a block away, on a side street, where far less foot: 


(Please turn to page 205) 
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Kuropean Gem Testing Laboratories 


This artiele on the laboratory of the Diamond, Pearl and Precious 


Stone Trade Section of the London Chamber of Commerce is the second 


of three articles on laboratories abroad visited by Dr. F. H. Pough. 


Members of the staff of the London 
gem laboratory are, from left to 
right: Messrs. Robert Webster, A. E. 
Farn, C. J. Payne and B. W. Anderson. 


es FIRST of the gem testing laboratories 
was established in 1925 in the street which has become 
known the world over as a center of the gem trade. On 
the third floor of a dilapidated looking building at 55 
Hatton Garden, the laboratory of the Diamond, Pearl 
and Precious Stone Trade Section of the London Cham. 
ber of Commerce has been recognized as the prototype 
of gem testing laboratories the world over. Much of the 
credit for its foremost position is undoubtedly due to the 
ability and knowledge of its personnel: at the inception. 
Mr. B. W. Anderson, and in later years Anderson in col- 
laboration with C. J. Payne and Robert Webster. The 
published writings of all three of these authorities have 
made their names familiar in the gem trade all over the 
world. A. E. Farn also joined the staff in 1946, bring: 
ing to four the number of workers actively engaged in 
stone testing. 

The laboratory was established in 1925 by a group of 
far-sighted retailers and wholesalers. who then realized 
that the old methods of obtaining “opinions” from sev- 
eral self-confessed authorities, and interpreting those opin- 
ions in terms of their own wishful thinking, was out- 
moded and could not stand up with the scientific opinions 
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by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


that trained mineralogists were occasionally offering. 7 
Never a group to intrude their knowledge into such | 
arguments, but amused by such differences of opinion | 
when they were, indeed. conscious of them, the scientists 7 
voices had been heard from time to time when some | 
better informed dealer had requested mineralogical tests = 
on specific stones. Taking an intelligent approach the | 
founding group approached Mr. Anderson, a B.Sc. of 7 
London University in Chemistry, and asked him to ac: | 
cept a position in charge of a testing laboratory for 7 
pearls. Within the year it became apparent that a labora: 7 
tory of this nature could, and logically must, serve all 
branches of the gem trade. Similar training is useful in” 
the recognition of all sorts of jewelry stones, so the scope | 
of the laboratory and the equipment was expanded to | 
cover all stones. At first. for the idea was naturally a7 
little novel for a trade accustomed to forming its OWn™ 
opinions, Mr. Anderson could handle all of the work? 
himself. Within a few years. however. the press of work” 
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increased so that it was necessary to obtain additional! 
assistance, and C. J. Payne, another B.Sc. of Kings Col- 
lege, London, was added to the staff. Anderson and 
Payne proved to be a congenial team, and they, with the 
later additions to the staff, have turned out a tremendous 
amount of work. 

Mr. Anderson estimates that the laboratory has tested, 
since its establishment, almost three-quarters of a million 
pearls. Pearl testing makes up the bulk of the work, as 
in Paris, but the demand for distinctions between syn- 
thetic and genuine stones has so increased that they have 
been known to test over 100,000 calibre rubies and sap- 
phires in a single year. With such quantities of stones 
coming into the laboratory, it is not surprising that a 
large staff is required. The identification of the less com- 
mon stones and of rare stones is quantitatively an insig- 
nificant part of their work. 


WELL EQUIPPED FOR ALL TESTING 


The laboratory is well equipped for all types of testing 
and research. Pearls constitute well over half of the 
questionable goods. All drilled pearls are placed upon 
one of the three available endoscopes. Half-drilled pearls 
and undrilled pearls are photographed by X-rays, as well 
as any in which the determination by the endoscope is 
in any way questionable. The laboratory is even now in 
the process of installing a new X-ray tube capable of 
giving a more intense beam. 

For the testing of the transparent stones the laboratory 
has a number of refractometers, including three Rayners, 
one of which has a prism made of sphalerite, a high in- 
dex zinc sulphide mineral, which was the first of the 
Rayner instruments of this type. They also have one with 
a spinel prism; a synthetic material of much greater hard- 
ness than the common lead glass, and a third one spe- 
cially made for them with a diamond prism. This instru- 
ment has been scientifically described and can be deliv- 
ered by the Rayner Company on special order. 

The usual microscope equipment is to be found in the 
laboratory, and includes the ordinary binocular type as 
well as a petrographic ,microscope for high magnifica- 
tions, and for polarized light, together with the usual 
accessories of this most complicated of all optical micro- 
scopes. Several light sources are available, a sodium 
light for light of a narrow wave-length, ultra-violet lights 
of several types and wave lengths, and ordinary white 
microscope lights. 


SPECTROSCOPE FAVORED OVER REFRACTOMETER 


Both Anderson and Payne feel that the most impor- 
tant instrument for the testing of colored stones after 
the microscope is the ordinary hand spectroscope. This 
instrument is often the initial test used in the laboratory, 
taking precedence even over the refractometer usually 
used in this country. Part of their success with the 
spectroscope stems from their familiarity with it and its 
constant utilization in the examination of all colored 
stones. As demonstrated by these gentlemen it is a very 
convincing tool, but requires excellent eyesight over the 
full spectrum, including a wide range in both the red 
and violet ends, together with considerable familiarity. 
The writer feels that for the true gem experts of America 
it is a tool that should be more frequently used, but for 
the jeweler the ordinary refractometer test seems to be 
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more likely to produce correct results. Certainly it would 
be a fine thing if it were more generally taken up. When 
it was demonstrated the writer found that his failure jp 
the past to use it successfully could probably be attributed 
to an expectation of more distinct absorption bands than 
were actually noted. The dark bands in many cases are 
a little hard to see and must actually be searched for: 
at the beginning it would be best to make tests of many 
stones of similar color and note that certain dark bands, 
as described by Anderson and Payne actually do appear 
but become recognizable at first only upon comparison, 

Several different spectroscopes are used, Anderson and 
Payne prefer the ordinary hand spectroscope without a 
wave-length scale. The writer found the Beck waye. 
length spectroscope more satisfactory for it was possible 
to actually adjust the instrument so that the actual posi- 
tions of the dark bands, in Anderson units (the measure 
of wave-lengths) could be read. 

One of the most enviable things about the laboratory js 
the recognition by its sponsors of the importance of free 
time for research together with the necessary equipment. 
This freedom is accepted without question as a requisite 
for the maintenance of the morale and the scientific 
standing of the staff members. Mr. Anderson estimated 
that it was possible for him to spend perhaps one-fourth 
of his time on independent research work. Naturally, the 
time available varies from time to time as work becomes 
more or less intense, but the Chamber of Commerce, 
through its 20 member Standing Committee, with a sub- 
committee of three, expects the staff to have time for this 
work, and sees to it that all the necessary sorts of re- 
search equipment are made available. This has meant 
that the laboratory has considerable valuable equipment 
which will rarely, if ever, be required for normal gem 
testing. Among them is a fine quartz spectrograph for 
spectrography (the photographing of gem spectra). There 
is also an electric furnace, for controlled temperature 
experiments; a piece of equipment essential for a project 
on gem color changes now under way. 


CREDIT FOR MANY ACHIEVEMENTS 


The laboratory can point with pride to some of the 
research papers they have produced, both independently 
and in cooperation with the scientific staff of the British 
Museum (Natural History). They discovered the occur- 
rence of zinc-rich spinel and of kornerupine among the 
gems of Ceylon. They stimulated Rayner to produce the 
refractometer now so sought by gemmologists all over the 
world. They developed the emerald filter, christened the 
Chelsea filter, which has proved to be of help in many 
cases. Today they keep a record of all tests, which will, 
in time, enable them to turn out a far more accurate set 
of statistics on gem gravities and other properties. They 
have, between them, written Anderson’s Gem Testing, 
Webster’s Gemmologist’s Compendium, and Practical 
Gemmology, all of them excellent and authoritative works 
in the field of gemmology, intended for the jeweler and 
of real practical worth. 

The scale in the laboratory is the standard, and in case 
of disputes, its reading is accepted as final, in accordance 
with the custom of the trade. Weights are given to the 
second decimal place, anything over the second decimal 
is not paid for. It is an ordinary weight type of balance, 

(Please turn to page 168) 
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Gem-Set Jewelry 


Paris Trends 





In 


W ne the usual conservative design trend as exemplified by the brooch in 
the lower right insert, above, still occupies its customary predominant place in platinum 
diamond jewelry, the marked urge by some Parisian designers of vision for new and 
more unusual effects is certain to exercise a stimulating influence on the styles of the gem- 
set creations of the jeweler’s art. 


One example of this new tendency in design is illustrated at the top, left, an unusually 
high-domed circular pin, studded all around with baguette and round diamonds, and the 
matching finger ring. 


The above designs, reflecting both the conservative as well as the new trends described, 
are reproduced from the pages of the Parisian quarterly publication of jewelry design, 
L’Official de la Bijouterie & Accessories, whose New York office is located at 41 Union 


Square West. 
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$10.000 REWARD 


The jewelry listed below was stolen in South Florida during the winter of 1949, 








The above reward is offered for information resulting in the arrest and conviction of 
the thief or any person criminally receiving or withholding this jewelry, or any part 
thereof. 





RING. Emerald cut, rectangular shape brilliant with 
cut corners; 1 baguette diamond either side, platinum 
mounting; one emerald cut brilliant, perfect, 18.30 


cts., 2 baguette diamonds. Scratch #7421. 
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CLIP PINS PAIR. 2 pear 
shaped brilliants 3.27 cts., 
96 fancy brilliants 4.80 cts., 
118 round brilliants 7.77 
cts. Seratch +9076. 
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LINK BRACELET. Fancy Paved Brilliant Link Bracelet. Contains 64 baguette em- 
eralds 10.86 cts., 298 round diamonds 12.92 cts. Scratch #8841. 
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§10.000 REWARD 








BRACELET. 21 Rubies 20.47 cts., 28 baguette diamonds 8.67 ets., 392 rome 
diamonds 8.88 cts. Scratch #8816. 











BRACELET. 49 round diamonds approximately 12.54 cts., 16 old cut diamonds 
6.62 cts., 24 square diamonds 6.41 cts., 38 baguette diamonds approximately 
17.42 cts. Scratch #8682. 


TSR LEMS PE Te 


These Items Not Illustrated 


BRACELET. Platinum with Ceylon Sapphire, floral 
design. 
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RING. Solitaire Ceylon Sapphire. 


CLIP PINS. Pair unbalanced clip pins in brooch com- 
bination, 13 faceted Ceylon Sapphires 60.90 cts., 
45 round diamonds 1.95 ects., 94 round diamonds 
2.88 cts., 3 baguettes .45 cts. Probably had name of 
“Charlton” as well as Scratch +7948. 


BRACELET. Platinum, diamond and sapphire. 
CLIP PIN. Topaz set with diamonds. 


| | . | ¥ | BRACELET. Gold, Rubies and Diamonds ‘“Caterpil- 
CLIPS. Pair 14 kt. Yellow Gold, Platinum, lar’’ style, stock #3317. Contains 30 round diamonds 


Cornucopia Clips containing 21 Marquise dia- ; 
muunde G58 con., 008 ccm aimee ae aie a) cts., 15 rubies 34.91 cts. (Van Cleef & Arpels, 


Scratch #C841. (Verdura, {nc.) 
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THIS OFFER EXPIRES ON JUNE 30, 1949 





COMMUNICATE ALL INFORMATION TO ONE OF THE FOLLOWING: 





Joseph W. Vinson 


Jesse B. Mayforth 4021 El Prado Blvd. Eddie Longo 
210 Third Street Cocoanut Grove Chief of Police 
Mineola, L. I., N. Y. Miami 33, Florida Palm Beach, Florida 
Tel.: GArden City 7-0969 Tel.: Miami 48-3303 Tel.: Palm Beach 7141 
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Co-op Radio Lets Small Advertiser 


Tie Up Leeally with Big-Name Talent 





Nationally famous shows 
such as Kate Smith, at 
right, are available i 
small advertisers at g 
small cost by means of 
the co-op program plan. 


Under the network co-operative plan the small retailer can get 
the full benefit of the selling ability of the high-priced radio 
programs, exelusively in his locality. at small fraction of cost. 


Sour ELEVEN years ago it was virtually im- 
possible for the smaller advertiser to sponsor top-notch 
radio stars who even in those days commanded high 
salaries for their programs. It was only the large corpora- 
tion or manufacturer who could afford to allocate large 
sums of money to present elaborate national network pro- 
grams featuring such leading personalities of the day as 
Rudy Vallee, Kate Smith, Bing Crosby, Major Bowes 
and Fred Allen among others. 

To counteract the inability of smaller advertisers to 
present this type of radio fare at a price he could afford, 
and to provide the local radio outlets with saleable radio 
time periods, the network co-operative program was de- 
vised and put into operation. Fulton Lewis, Jr., one of 
Mutual’s ace commentators, was the first one to bring the 
“co-op” program into being. 

Today all national networks broadcast and offer “co- 
ops’ to their stations, which in turn offer them to local 
advertisers. Included are many nationally famous pro- 
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by B. J. HAUSER 
Director of Co-Operative Programs 
Mutual Broadcasting System 


grams, such as Kate Smith, Fulton Lewis, Jr.. John Nes- 
bitt’s “Passing Parade.” Gabriel Heatter and “The 
Shadow” on MBS: Abbott and Costello, Elmer Davis, 
America’s Town Meeting and “Dick Tracy” on ABC; 
H. V. Kaltenborn, “Believe It or Not,” and “News of the 
World” on NBC, and “It Pays to Be Ignorant” on CBS. 

The national talent cost—that is, the aggregate talent 
cost paid by the network for a “co-op” —often costs many 
thousands of dollars weekly but the jewelry store in 
Frankfort, Kentucky, can sponsor shows like “Kate Smith 
Speaks,” “Gabriel Heatter” or “The Shadow” locally for 
$5.00 per week; a similar store in Kearney, Nebraska, 
would have to pay $7.50 weekly for the same programs 
and the jeweler in Auburn, New York, would have to pay 
$10.00. The local sponsor gets the full benefit of the sell- 
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Sorry Madam... 


there ave no bargains in diamonds’ 
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Sometimes quality merchandise goes on sale... along 

with the left-overs. But there is mever a bargain price for 
diamonds. When you buy a diamond you get exactly what you 
pay for. Size alone is not the gauge. A fine diamond 

... like a Cardinal Bonded Diamond . . . can be 

worth twice the price of a poor stone. 


Because of their fine cut, color, brilliance and flawlessness, 
you will be proud to display ... and your customer will 

be proud to own, a Cardinal Diamond Ring. Actually 
bonded to guarantee its quality, workmanship and value. 
Cardinal Diamonds are ALWAYS fine diamonds. 





.° Selling aids like these help you tell the 
Cardinal Bonded Diamond Ring story: 


1. RADIO SPOT ANNOUNCEMENTS f 
2. NATIONAL ADVERTISING # 
; 3. COUNTER DISPLAYS a 
: : .. 4. NEWSPAPER ADS . 
bonded diamond rings . ae 2 
“e 6. MAILING PIECES.” 
x 7. AD MATS . 
CARDINAL DIAMOND SYNDICATE . a 
Bauman-Massa Jewelry Company, St. Louis ne ° 
J. M. Bennett Company, Minneapolis “* ." 


Are you prepared for Diamond Jubilee? March 27th—April 9th. 
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ing ability of these high priced programs for his local 
message but pays only a fraction of the cost, thanks to 
the development of the network “co-op” show. 

Most MBS “co-ops” are broadcast five times weekly 
(Monday through Friday)—and a sponsor may take all 
five days or fewer—down to one a day. Thus it is possi- 
ble to have even more sponsors for a particular program 
sharing the talent costs than there are stations on the net- 
work. The “co-op” program, however, is not to be con- 
fused with the participating program, in which more than 
one sponsor joins in presenting the same program over 
the same station. 

At present, approximately 40 jewelry stores throughout 
the United States are sponsoring co-operative broadcasts 
over their Mutual stations with excellent results. News 
broadcasts rank first with these advertisers with Kate 
Smith leading the field. Other Mutual network programs 
finding favor with jewelers are the news periods featur- 
ing Cedric Foster, Fulton Lewis, Jr., and Bill Cunning- 
ham, in addition to “Tell Your Neighbor,” John Nesbitt’s 
“Passing Parade” and “The Fishing and Hunting Club of 
the Air.” 

The local jeweler can “select” his audience by using 
the type of “co-op” program with the desired audience 
appeal. In addition the national nature of the program 
and the national reputation of the talent give the program 
high recognition and remembrance values. The local 
sponsor gets the advantage of national publicity and ad- 
vertising of the show and its talent. The network pro- 
vides high quality promotional material in the form of 
newspaper mats, news releases and photos. The “big 
name” appeal of the program gives the local store an 
effective peg on which to hang local publicity. 

The co-operative program operates very smoothly and 
efficiently. The show usually originates in the New York 
Mutual studios and is “piped” to the Mutual affiliates 
which either carry the program sponsored by a local ad- 


vertiser or as a sustaining feature. Mutual’s main office 
places a detailed program format or cue sheet in the hands 
of the local station telling exactly how and when the loca] 
sponsor is to have openings for his commercial announce. 
ments. 

The usual format for a fifteen-minute co-operative pro- 
gram allows for the reading of a local commercial at the 
beginning, middle and end of the broadcast. For exam. 
ple, the opening commercial may be thirty seconds, the 
middle commercial sixty seconds, and the closing an. 
nouncement sixty seconds. 

The Kate Smith program is sponsored by hundreds of 
local advertisers. Some of these sponsors are jewelry 
stores and every one of them has the exclusive opportu- 
nity of delivering two and one-half minutes of announce. 
ments to each program’s audience in the particular sta- 
lion area. For that privilege it pays the local station’s 
time charges plus a determined amount for the services of 


Miss Smith. 


The talent costs for the “co-op” programs range from 
a minimum of $5.00 to a high of $1,000.00 weekly, de- 
pending, of course, on the station location and the area 
it serves. Among the MBS program features that are’ 
available to sponsors on a co-operative basis are such 
shows as the famous “Mutual Newsreel,” “The Fishing 
and Hunting Club of the Air,” “Luncheon at Sardi’s,” 
John Nesbitt’s “Passing Parade,” “Kate Smith Speaks,” 
“Gabriel Heatter’s Mailbag” and “Captain Midnight.” 
In addition there are “The Happy Gang,” “Adventures 
of the Falcon,” “Meet the Press,” “A. L. Alexander’s 
Mediation Board” and “The Inside of Sports.” Cedric 
Foster, Bill Cunningham, Henry La Cossitt, Fulton Lewis. 
Jr., Gabriel Heatter are among the MBS news commenta- 
tors heard on co-operative programs. 

A list of jewelry stores sponsoring MBS co-operative 
programs alone, are given below. 
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JEWELERS SPONSORING COOPERATIVE PROGRAMS 
ON MUTUAL BROADCASTING SYSTEM ALONE 
PROGRAM CaLL LETTERS City STATE SPONSOR 

Fulton Lewis WALB Albany Georgia Jewel Box 
WCOU Lewiston-Auburn Maine Rogers Jewelry 
WJPR Greenville Mississippi Rodney’s Jewelers 
WLEC Sandusky Ohio H. L. Herman Jewelry Store 
WRHI Rock Hill South Carolina W. F. Palmer, Jeweler 
KVI Seattle Washington Mierow’s Jewelers 

Bill Cunningham KFEQ St. Joseph Missouri Kirkpatrick Jewelry Co. 
WDSG Dyersburg Tennessee Hobb Jewelry Store 

Fishing & Hunting KFXJ Grand Junction Colorado L. Cook 
KAST Astoria Oregon U. Laine Jewelry 

Cedric Foster KWON Bartlesville Oklahoma Zales Jewelry 
KTXL San Angelo Texas Gem Jewelers 

John Nesbitt KGCX Sidney Montana Lisle Hawkins, Jeweler 

The Shadow WLOF Orlando Florida Ferrell, Jewelry Co. 
WNOE New Orleans Louisiana Security Store 
WSIX Nashville Tennessee L. E. Bush & Son 
KVET Austin Texas Zales Jewelry 

Kate Smith KVMA Magnolia Arkansas Bob Elliott & Son 
WOL Washington District of Columbia — Ross Jewelry Store 
WHLN Harlan Kentucky Kays Jewelry Store 
WILS Lansing Michigan Cardy Jewelry 
WCJU Columbia Mississippi S. E. Lawrence & Sons 
WCPO Cincinnati Ohio George Newstedt & Co. 
KTXL San Angelo Texas Nathan’s Jewelers 
WHAW Weston West Virginia Ralston’s Jewelry 

Tell Your Neighbor WRGA Rome Georgia C. & S. Jewelry Co. 
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Helping Salespeople Click 


Third of a series of articles to help you help vour selling 


staff do a better job for your store as well as themselves. 


No. 3: A Nice Red Apple tor Teacher 


entities an old hillbilly story I’ve always 
liked. About the old mountaineer who went to the city 
dentist with an aching tooth but refused to tell the extrac- 
tionist which one made him holler. 

“You've got the education,’ he told the man in the 
white coat. “You figure out which one it is.” So the 
dentist wound up by pulling them all out. 

Haven’t you known jewelry retailers who follow the 
same sort of hit-or-miss reasoning? They spend plenty 
of time looking around for help, then when they take on 
new people they tell them a few rules and regulations and 
turn them loose. 

They say, “Now you’re on your own. Get in there and 
pitch.” 

Pitch? With what? They don’t even know how to 
hold the ball, let alone the rules of the game. Some of 
‘em don’t even know what game they’re playing; they 
may swing a baseball bat when they need a niblick. 








A good teacher is as important in sales work as in baseball. 


Here is where a good boss, or a good teacher, comes 
in handy. There’s nothing like an adequate sales train- 
ing program to lift standards all around. Even the clerks 
who are ambitious need leadership the same as the strag- 
glers; everybody gains from good guidance. 


BIG JOB AHEAD 


Jewelry store owners and managers are inclined to 
spend their time on problems that show up plainest— 
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by BRIANT SANDO 


slore arrangement, displays, buying, financing, credits, 
etc. They neglect their salespeople, knowing they will 
muddle through somehow or other. 

This is short-sighted. Actually the only direct profit- 
making activity of your store is selling. You lay out 
money for all the other functions to get a chance to cash 
in on sales. 

Perhaps you are neglecting sales training because you 
don’t feel qualified to handle it. One of the best ways to 
improve yourself is to plunge right into this worthy work: 
it will help you as well as the students. 

Most jewelry store owners and managers are capable 
of teaching at least the basic fundamentals to their own 
salespeople, supplemented with all the help they can get 
from distributors’ salesmen, manufacturers’ representa- 
tives and specialty demonstrators. 

How far you can go depends upon your own make-up. 
whether introvert or extrovert, what kind of example you 
set in your daily work. You need to be a good mixer. 
friendly, energetic and honest; alert for extra sales, help- 
ful to customers, fair to your assistants. You can’t in- 
spire such traits in others unless you practice what you 
preach. : 

It is important to provide a good teacher or leader. 
even if you have to hire him from some other line of 
business on a part-time basis. Or you can work out a 
joint arrangement with your Chamber of Commerce, Re- 
tail Merchants Association, or with your local newspaper 
like they’re doing in Wichita, Kansas. 

A training course, sponsored last fall by the Wichita 
Eagle proved so popular that a second course on Basic 
Principles of Retail Selling is being offered to retail sales- 
people without charge. 

Salespeople, merchants and consumers all benefit from 
the program. The salespeople because it offers practical 
instruction in making sales over the counter; the mer- 
chants because it increases sales volume: and the con- 
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Vhewest Aid fo Aime Gem esting... 


ro ies 


VY smaller in size than a pack- 
age of cigarettes. 


VY as useful as your most elab- 
orate equipment. 


29 


First gem testing refractometer 


available at less than $89.00. 






| ra=——ftoal Size 


It's the NEW, PORTABLE 


Lem REFRACTOMETER 


This new instrument is the latest development of the Gemological Institute’s 
intensive program designed to encourage manufacturers to produce precision 
gem testing instruments priced low to fit the purse of every G.I.A. student. This 
newest achievement and saving is now passed on to the entire jewelry industry. 


Designed for EWiiciency ies 


@ ACCURATE. Thorough laboratory tests prove if to be as reliable 
as any other refractometer. Also usable on cabochon cut and 
small stones. 

@ SIMPLE TO USE. Readings obtained through three simple steps. 
Easy-to-follow directions provided. When used according to 
directions, accuracy is guaranteed by the manufacturer. 

@ INDICES TO .O1 directly; easily estimated to .001. Cabochon 
cut gem indices estimated by means of point contact. Surfaces 
as small as .0O5 mm. read accurately. 

@ EASY TO CARRY. Dimensions: 2-1/16"” x 17/,"” x 5/6”. Even 
packed in box with liquid, it fits easily into your pocket. 

@ LOW PRICE. Modern die-casting methods make possible the 
phenomenally low price of $29, complete with liquids and case. 

















jess Other refractometers also available: Erb & Gray $89-$125; Rayner $89; Tully $165. Write GIA for full details. 
A\ oncennacnenerenee seit race aan 
\) . [] Please send me a FREE illustrated brochure describing all gem testing instruments offered by 
the G.1.A. 
! Send me GEM REFRACTOMETER(s), complete with fluid, at $29 each set. 
M All, COUP tN , [] Send C.O.D. (Transportation charges added.) [] Check for $ enclosed. 
| NAME FIRM__ 
| ADDRESS 
CITY ZONE STATE 








TODAY! 


GEMOLOGICAL INSTITUTE OF AMERICA 
541 South Alexandria Avenue, Los Angeles 5, California 


Instruments can be inspected af GIA Eastern Headquarters, 5 East 47th Street, New York | P 
JCK 
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sumers by getting better service, more courtesy, faster 
handling, better information about the merchandise. 

It was found that very few who attended this course 
had ever received previous training. Some had been sell- 
ing for over 20 years with no such opportunity! 


GIVE AND TAKE 


Sales training is not a single-shot proposition—it must 
be continuous because of constant changes in merchan- 
dise, improved methods or special conditions that require 
attention. Training media such as films, booklets, charts 
and manuals are all excellent tools, but beyond that sales- 
people need to be kept inspired, corrected, improved. 

Nobody can do this except a person right on the job 
who is dynamic, enthusiastic and adept in handling peo- 
ple. Without the latter skill, when mistakes or misunder- 
standings arise, it is human nature to pass the buck to 
the other fellow. For example, in selling silverware or 
some electrically operated merchandise, if a certain dem- 
onstration fails it is easy to bark out: 

“Sam, you're awfully thick-headed today. Can’t you 
get it through your ivory skull that this is the way it 
works and this is what you ought to say to the prospect?” 

Or, you can use much milder words and still rub Sam 
the wrong way-—even with such a simple sentence as, 
“Sam, you don’t understand.” That still makes Sam the 
goat; it shatters his ego. 

Think how much more effective it is to share the 
blame and say, “Sam, I’m sorry I don’t make myself 
clear. It’s this way...” 

And then add, “Look, Sam, I’m not finding fault with 
you, but I guess I’m not teaching like an expert today. 
Evidently I haven’t made everything quite clear to you. 
so you could follow easily. Let’s back up and start all 
over, shall we?” 

There’s all the difference in the world in these two 
methods of handling people. The first implies, “Why. 
you poor stupid so-and-so, you can’t understand simple 
facts.” The second indicates, “You and I are in this situa- 
tion together; let’s both be patient and try to work it out 
right.” 


PERFECTION IS NO TRIFLE 


Some jewelry store owners and managers kick about 
lack of progress in certain people, perhaps after months 
or years of employment; they forget that they never told 
these folks exactly what they wanted nor how they ex- 
pected them to do it. So, like Topsy, the help “jest 
growed.” There’s a better way. 

Let’s compare selling with batting in a baseball game. 
Almost anybody can hit the ball once in a while and play 
scrub. Those who work and study and train and get into 
the big leagues. There they have coaches and trainers and 
managers who polish every detail, helping the batters 
boost their averages from 250 to 300 or 350, and the lat- 
ter are the stars that draw the crowds. 

At the ball park you'll find that six out of every ten 
times the runner is safe or he is out at first-base by half 
a step; the rest of the time he is safe a mile or out a mile. 
You'll soon learn the difference between a 250 and a 350 
batter seems small, but there’s a big difference in pay. 

Good coaches have added points to the average of 
many a batter by having him bat left-handed instead of 
right, so he is a step nearer first base; or by changing 
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his stance so he can get off a split second sooner with 
the crack of the bat. “Perfection is made up of trifles 
but perfection is no trifle.” 

Same in selling jewelry and kindred lines. An ordinary 
clerk can handle the easy sales; it’s the tough ones and 
the extra ones that count, and a good coach or teacher 
can help insure these. 


START A REGULAR SCHEDULE 


You can hold regular study and practice periods, once 
or twice a week, or meet informally in groups, depending 
upon size of store and number of people involved. 

If this is supplemented with college or university ex. 
tension work, correspondence courses, classes at the Y, 
etc., then the store should pay part or all of the tuition 
and book expense—in return for the student putting up 
his time. 





Selling is the main profit-making activity of your 
store ... and every employee is part of your package. 


In addition to straight sales work, you may want to 
tie in such related subjects as public speaking, personal- 
ity development, remembering names and faces, etc. 

Some manufacturers and distributors issue “how-to- 
sell” material on their own lines; accumulate a wide vari- 
ety of this material and use it for study or reference. 

A leather specialty company recently combined a train- 
ing booklet with a reduced price plan for product owner- 
ship by the clerks themselves. As they explained it: 

“Our objective is two-fold. First, we want the sales- 
people to have a thorough knowledge of our products 
which they sell (personal leather items such as billfolds, 
travel kits, key cases, etc.) and, second, we want them to 
have pride of possession of a fine piece of leather goods 
so they will know from personal experience its outstand- 
ing features.” 

This is good psychology as well as good business, 
combining “pride of ownership” with basic knowledge of 
the product. Manufacturers and store owners might well 
follow this plan on a variety of other products, encourag- 
ing their salespeople to own and know more. 


WATCH THESE TRAITS 

A leading jewelry house lists these ten traits needed to 
be a successful salesperson: 

(1) An appreciative attitude toward our kind of busi- 
ness; (2) good appearance and physical stamina; (3) 
ability to talk well; (4) pleasing personality; (5) sound 
ideas with the ability to back them up convincingly; (6) 


(Please turn to page 200) 
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In RINGS, your customers’ FANCY 


ea 
TuRNS To «/reasureland, 


The month of June brings boundless profit opportunities to 
Treasureland Diamond Ring Dealers. ForTreasureland Diamond 
Rings are fashioned to fulfill the dreams of the most discrimi- 
nating, yet priced to fit the fancy of the budget-wise. 

To meet the tastes of millions, Treasureland Diamond Rings 
are available in a wide range of exquisitely designed patterns 
and prices, with each ring a matchless masterpiece of ring 
artistry. And to assure volume sales the Treasureland National 
advertising program dramatically combines individual dealer 
newspaper advertising, striking display pieces, prepared radio 
announcements, dramatically illustrated folders and letters for 
personalized dealer-to-consumer mailing. 

To further enhance their sales-attraction, Treasureland 
Diamond Rings are accompanied by a Certificate of Guarantee 
and Registration, assuring excellence, guarding value. Write 
for full details on exclusive dealership in your community. 


TREASURELAND RING COMPANY 
Box I, Chicago 90, Illinois 
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This brooch is the work of Victor Neher, 
winner of first prize for his work. He used 
tapered baguette sapphires combined 
with brilliant-cut rubies and diamond me- 
lee in combination of gold and palladium. 





Student Designers 


Have Annual Show 


 —_— is perhaps the only word that 
aptly describes the work of students of Christian A. 
Jakobb’s classes in jewelry designing. The annual ex- 
hibition of the best designs completed by students during 
the past year was held on April 7th at the Mechanics 
Institute, 20 West 44th St., New York. 

Although the aim of the course is to impart a knowledge 
of the simpler forms of decorative art and composition 
as applied to jewelry, students that complete the training 
are much more advanced in the theory of jewelry design. 

There are no sets limits on what type of design the 
student must execute at the end of the term. Perhaps that 
is the reason why there is so much evidence of unbounded 
imagination and skill shown in all the designs that were 
on display. One student submitted a pin and ring sketch 
in a surrealistic design which, although a complete de- 
parture from the conventional, showed that he possesses 
a lively imagination and a latent ability which will un- 
doubtedly help him achieve success in jewelry designing. 

Under the competent and patient tutelage of Christian 
A. Jakobb, students show remarkable progress even at 
the end of just one year’s training. The fact that thou- 
sands of people flock to see the exhibition every year is 
evidence enough of the esteem in which Mr. Jakobb is 
held. 

Letters from past graduates that Mr. Jakobb receives 
from -time-to-time relate interesting stories of success in 
the jewelry field, all of which can be traced directly to 

(Please turn to page 200) 
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William Kroh, second prize win- 
ner, designed this platinum clip 
paved with melee and using com- 
bination of diamonds and rubies. 








Third honors went to Wallace L. Mo. 
glieri for his execution of this brooch 
of diamonds, emeralds and amethysts, 


This platinum and gold pin with bril- 
liant-cut rubies is work of A. Crocco. 





Surrealistic design for 
gold star ruby ring was 
work of student G. Creps. 





Diamond studded platinum 
pendant centers attention 
on the large brilliant-cut 
center stone. The design 
was done by Vincent Russo. 
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JUNE BRIDES— 


Records show that June continues to be the month of Brides, 
the number of marriages in this month being over 12% of the 


total for the year. 


Now is the time to devote your efforts toward securing for 
your store the business created by the weddings in your com- 
munity. There are ways of making your store the source of gifts 
for each wedding. An excellent start is to have the bride-to-be 


select a pattern of silver in your store. 


Have your stock replete with gifts for the bride. You can 
easily select this merchandise from the vast assorted items shown 
by Benj. Allen & Co. In our big 1949 catalogue you will find 
illustrated and described Silverware, hollowware and tableware, 
sterling and plated, Clocks for every room in the house, electric 
and key wind, Electric Home Appliances, toasters, coffee makers, 


wafile irons, grills, flat irons and many other items. 


You can order these from Benj. Allen & Co. with every 
assurance of quality merchandise, moderately priced and prompt 


service. 


Keep your copy of our large 1949 catalog handy at all times 
—tIlet Benj. Allen & Co. be your source of supply. 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 
10 So. Wabash Avenue—PHONE CENTRAL 6-2447—CHICAGO 3, ILLINOIS 
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Customer Demand 
Builds Extra Proiit 


For Small Jeweler 


LTHOUGH the Myers Jewelry Company, located in 

the Arcade of the First National Bank Building, 
Saint Paul, Minnesota, has been opened a little less than 
a year, customer demand has occasioned the addition of 
a section devoted to small appliances. 

“We were practically forced into adding small appli- 
ances,” said Bob Van Drake, co-owner with Otto Myers. 
“Customers continually requested us to get appliances 
which were hard to find in the general market. This we 
did whenever possible, and finally decision was made to 
carry small appliances regularly. 

“Considering the size of our store, which is small, we 
have done a good job with them. In eight months, our 
business in this line has been about $2500. 

“While our first endeavor is directed toward jewelry 
sales, watches and watch repair, the appliance section 
serves for extra sales. Frequently customers who may not 
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ls ranged with double 

Le = shelving, thus permitting 
two separate displays in 
each. Appliances are 
shown on lower shelf in 
large window and in 
upper in small window. 


by E. C. PITKIN 


find what they wish in the jewelry section when seeking a 
cift purchase, decide on an appliance. This is particularly 
true in purchase of wedding gift merchandise.” 

With this in mind, good-looking merchandise is 
stocked. Attractive coffee-makers, twin and single waflle- 
irons have exceptionally good sale. Nationally advertised 
brands are carried. “Carrying well known brands is a 
distinct aid in selling,” said Mr. Van Drake. “Customers 
accept these without question. It is usual for customers 
to include brand name when asking for specific merchan- 
dise in the small appliance line. Confidence in our mer- 
chandise is established when we have these to present 
and the assured satisfaction in use of good merchandise 
builds repeat customers.” 

In presentation, appliances are kept away from jewelry 
displays. They are largely displayed in the windows 
which compose the entire front of the store. Since the 
store is in an arcade, windows are successfully used as 
part of the selling floor. 

Windows are arranged with double shelving, thus per- 
mitting two distinct themed displays in each. Appliances 
are kept in display on a lower shelf in one large window 
and on an upper one in a smaller window at the side of 
the entrance. Tied-in with display in the larger windows 
are clocks of distinctive design, suitable for kitchen or 
dining room use. Chests of flatware are occasionally used 
for tie-in showing. Displays are changed frequently to 
highlight certain types of small appliances. 


The displays are dressed smartly to draw attention to 
(Please turn to page 208) 
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“I AT THE FAIR 


All JEWELRY BUYERS ARE WELCOME 


Yes Sir, We mean every buyer! Credit, cash, chain, department, 
specialty and gift store owners and buyers. 


In one city, at one time, the jewelry market comes to Chicago. 





Buyers will be first to see hundreds of lines representing 
America’s foremost manufacturers, wholesalers and im- 
porters. Shown for the first time will be many “exclusives” 
at the Fair. Come to the Fair to see thousands of items not 
available if you stay home. 


FIRST To Buy.... 


Items to stimulate your Fall and Christmas promotions. Buy 
lines with that easy-to-sell appeal. Compare quality, fashion 
and price trends. Study new promotions. Buy lines other 
than jewelry for boosting sales and increasing profits. Dis- 
cuss your buying and sales plans to tie-in with new adver- 


tising Campaigns. 


FIRST To sHOW.... 


In your store, in your city or community be first to show 
the new lines with fast selling appeal. Show the latest in 
merchandise priced right to fit the purse of today’s cus- 
tomers. Show for the first time matchless merchandise that 
will win new customers. 








SLEEPING ROOMS... Write direct to The Stevens or Con- 
gress Hotel, Chicago, IIl., for your sleeping room reservation. 
Act now and avoid disappointment. 


FOR DISPLAY SPACE... Limited display space is available 
for firms wanting to exhibit at the industries largest and most 
dominant trade show. For further information write the 
National Jewelry Fair, 1210 Arcade Building, 812 Olive St., 
St. Louis 1, Mo. 


National Jewelry Fair 


AND CONVENTION 


NATIONAL ASSOCIATION OF CREDIT JEWELERS 
JULY 25, 26, 27, 28+ THE STEVENS > CHICAGO, ILL. 


FOR May, 1949 153 

















The New Idea In Stati Control 


‘A company is known by the men it Keeps.” says the author, presi- 


dent of the British Sales Promotion Association. Here are outlined 


measures which can enhance employees’ efficieney and morale. 


by THOMAS H. LEWIS 


N OT SO MANY years ago the attitude of 
many shopkeepers toward their employees seems to have 
been summed up in the rough-and-ready injunction to 
“get “em young, treat em rough, and tell ’em nothing.” 
Be that as it may, there is no doubt that the modern con- 
ception of staff control has a due appreciation of the 
importance of the value of enthusiasm and loyalty, neither 
of which virtues can possibly be implanted by the drastic 
methods of the past. 


HOW A STORE IS JUDGED 


It has been said that just as a man is known by the 
company he keeps, so is a company known by the men it 
keeps. The point here is that a shop is not always judged 
by its owner or its manager, but more often by the 
employees who are in contact with the customers. Any 
looseness of system, discourtesy, or bad service is bound 
to have a weakening effect on goodwill. 

Because the retailer himself cannot be expected to serve 
every customer who enters his shop, it therefore follows 
that it is in his own interests to give such encouragement 
to his staff as will ensure the same service to customers as 
he himself would give. But how is this very desirable state 
of affairs to come about? Certainly not by domineering 
control of the staff, on the one hand, or weak discipline 
on the other. 

Above all things, the employees must have a wholesome 
respect for their employer, and this can only be acquired 
where just and considerate methods are used in handling 
them. The retail merchant is indeed fortunate when he 
can feel that his shop is being as well run in his absence 
as when he is present to supervise. 


THE EMPLOYER'S ATTITUDE 


But it is not to bewexpected that this is possible unless 
the salesforce is in possession of all available information 
relating to the goods being sold. Nor by any stretch of 
imagination can we conceive of their being on the best 
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behavior during the absence of their employer if they feel 
they can only breathe freely when “the old man is out of 
the way.” Selling cannot possibly be interesting to a 
person who is merely an order-taker—that is to say, one 
who just fulfills the requirements of the customer without 
feeling that in doing so he is part and parcel of the estab. 
lishment, and a responsible representative of the man who 
employs him. 

The clerk in a retail store might easily be better em- 
ployed if he does not know the salient points of the goods 
he is selling, and so it behooves the trader to explain 
these as fully as possible. Apart from any other considera- 
tion, this not only helps to increase the employee's in- 
terest in the goods, but also gives him talking points when 
customers are at the counter. 


“LIKE CHILDREN UNPACKING NEW TOYS" 


In this connection, I have a very vivid recollection of 
being present in a shop when a case of assorted lines, 
which had just been delivered, was being unpacked. It 
was at a slack time of the day, and the clerks were 
gathered round, taking the articles from the case one by 
one, like children unparceling new toys, and commenting 
on their merits (and demerits) while they were doing so. 


What impressed me most was that the manager gave a 
little lecture as each article was exposed to view, explain- 
ing points of manufacture and other details. The spirit of 
enthusiasm evinced struck me as being one which I have 
found lacking in many other establishments, where new 
sxoods are received and examined with lack-lustre eyes. 
and where the only comments made have been in an 
undertone and were not by any means intended for the 
ears of the management! 

I like to hear the expression “our shop,” as I often do. 
when employees refer to their establishment out of bust- 
ness hours, and happy is the retailer who can honestly 
feel that every member of his staff is a walking advertise- 

(Please turn to page 198) 
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With Railroads stretching in every 
direction ‘over-night service may be 
had in practically any city or town 
within a radius of 1000 miles. 

Because of our additional Service 
Branches at Detroit, Nashville, Denver 
and Dallas, the A. C. Becken Co. with its 
big lines, is in a better position to serve 
you than any wholesale jeweler in America. 

“Buy from Becken—and get the best’ 
in service, as well as merchandise at 
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62 W. 47th St., New York 19, N. Y. 


Importers and 
Cutters of 


rectous Ston es 
RUBIES 
EMERALDS 
SAPPHIRES 
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Unusual and Fancy 
Colored Stones 


AQUAMARINES 
AMETHYSTS ... OPALS 
TOPAZ... . CAMEOS 
ZIRCONS .... . ONYX 


Our Own 
Lapidary Shop 


Fine Calibre Work 
Polishing and Recutting 
of Fine Gemstones 
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Can You Help Me? 


My Display Problem |, 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store display will 
be answered in this department each month by Miss Virginia 
Dixon, one of America’s topnotch display experts whose talents 
have been brought to a focus on the jewelry field. Miss Dizoy is 
already well known to JC-K readers as the author of many 
stand-out articles on jewelry store display. 

HERE can I get a nicely dressed bridal figure aboy 
18 inches in height?—J. S. T. 

A nswer—The Mautner Company, 20 West 47th Street, 
New York 19, N. Y., have a bride mannequin, nineteey 
inches high of unbreakable plastic rubber, dressed jp 
white bridal satin with real tulle veil. Coronet Displays, 
104 Fifth Avenue, New York 11, N. Y., also have a bride 
figure of molded rubber, sixteen inches high. This figure 
also has a satin gown and tulle veil. These are both com. 
paratively inexpensive figures. If you can spend more 
money and want something in a really high style figure. 
Staples-Smith, 8 West 40th Street, New York 18, N. Y,, 
have a lovely papier mache doll, about eighteen inches 
tall, that can be bridal gowned to your order. 


UST what is a Cutawl machine and would one be of 
sufficient help in a jewelry store display department 
to warrant its purchase?—-R. B. W. 

A nswer—tThe “Cutawl” is the trade name of a power 
tool made by the International Register Company, 2622 
W. Washington Boulevard, Chicago 12, IIl., which is 
widely used for cutting many types of materials. It 
operates by means of a chisel or saw driven up and down 
at a high rate of speed. A guide supports the chisel so 
that each stroke follows the path begun by its predecessor. 
The chisel and guide are mounted in a freely revolving 
swivel that permits cutting the most intricate design with- 
out turning the machine. It will start cutting anywhere 
in the work and glides over the material without hin- 
drance. It has been found particularly adaptable to dis- 
play work where circular, curved and fancy shapes are 
more frequently required than straight cutting. 


Whether such a machine would be economical for a 
jewelry store display department depends entirely on how 
much work is actually done in the store. If any appreci- 
able amount is done, the machine would surely soon pay 
for itself and once put in operation in any store, a host 
of new possibilities for its use would soon be found. It 
would certainly permit more dramatic and imaginative 
displays than would be possible without it. 

The International Register Company have just an- 
nounced a new Cutawl model—K10—which is said to 
be greatly improved over previous models, having four 
speeds and a heavier duty motor for greater flexibility 
and power in operation. They will send full details on 
request. 


HERE can I order posters and streamers fot 
Father’s Day promotion?—R. 5S. J. 
Answer—Most of the display supply houses have 
Father’s Day material, but for the official promotion and 
display material, write to National Council for the Pro- 
motion of Father’s Day, Inc., Service Department, 17 
Varick Street. New York 14, N. Y. Father’s Day this 


year is June 19th. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











ill 
‘ia 
ts 


18 
vy 





9-5 a 





SHOPPING NOTES 


Full and proper use is seldom made of that area of the 
window from the ceiling down to the top of the floor 
display. In addition to a great waste of space where 
space is at a premium, many dramatic display possibili- 
ties are missed because of this fact. Suspending shelves 
‘r other units, decorative material or merchandise is 
generally a troublesome chore and it is often difficult to 
achieve a neat and orderly appearance when this is done. 
Now comes “Seelingrill” to dispose of these difficulties 
and enable everyone to make full use of all the window 
space. 

Although designed primarily for department store use, 
it is equally adaptably to any except the tiniest window. 
The Seelingrill is a spot welded grill made of 14” square 
steel. It is laid out in 6” squares and is easily attached 
to the window ceiling. It will support as much weight 
as the ceiling will carry. The units come in 3’ x 6’ and 
4’ x 8’ sections with ceiling attachments and are finished 
in washable lacquer to match your color sample. Painted 
to match the ceiling color, they blend unobtrusively into 
the ceiling while permitting articles to be suspended from 
almost any point in the window. For further information 
and prices, write Bliss Display Corp., 460 West 34th 
Street, New York 1, N. Y. 

Since every store seems interested in smart and dig- 
nified price markers—here is another to add to the list 
.. . Combination Products Co., 64 West 23rd Street. 
New York 10, N. Y., have polished or satin-finish chrome 
numerals which fit interchangeably into simple bases. 


They are made in 44”, 5/16”, 14” and 1” heights, 
packed in compartment boxes, 160 pieces to a set. 

Morel Manufacturing Co., 38-40 West 32nd Street, 
New York 1, N. Y., have two new units for jewelry dis- 
play which provide for smart showing of a quantity of 
merchandise in a small area. One unit is a revolving 
spiral for scatter pins; the other a bracelet and necklace 
tree of papier mache in gay colors. 


Decorative feather birds for spring and summer win- 
dows may be had from the Kirsch Fancy Feather and 
Novelty Company, 63 West 38th Street, New York 18, 
N. Y. They are available in such colors as pink, char- 
treuse, blue, American beauty, and yellow . . . made of 
real feathers, they are a gay note against summery back- 
grounds. 





Pointing Up a Sale 


A clever idea used by a furniture dealer in Salt Lake 
City, Utah, to promote a clearance sale of slow-moving 
articles, might well be adapted by jewelers for the same 
purpose. 

Tying in with a much-advertised skating follies playing 
the city, this store used a quarter-page newspaper ad 
headed “Our Follies of 1948.” In a short paragraph at 
the top of the ad it was admitted that the store had made 
a few buying mistakes during the year—and this is what 
is left of them—“our Follies of 1949.” Followed a list of 
clearance merchandise. 
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Jewels to Jewelry 


(From page 114) 


by war veterans describing their adventures in obtaining 
souvenirs. 

Both paid and free advertising is acquired in the 
columns of local dailies. A series of small display adver- 
tisements publicize the service. And the technique utilized 
by Henry Carter in turning a cluster of souvenir stones 
into a thing of beauty was judged sufficiently news-worthy 
by one Dallas newspaper to warrant a series of articles on 
the subject. 

An arresting display featuring the service was arranged 
in a downtown store window. The window had a hand- 
painted background depicting a South Pacific island with 
sand to represent beaches and little brown islands each 
representing a well-known spot where the multi-colored. 
flat, cat eye shells were found. This was coupled with a 
spiral display showing a variety of types of curios Mr. 
Carter fashions from souvenirs. 

The smart Carter shop in Skillman Suburbia, an area 
teeming with high-type citizens, presents an ideal layout 
for displaying jewelry items and is a good source of busi- 
ness for the downtown factory. And the well-appointed 
store, with its free-and-easy atmosphere, presents Mrs. 
Carter with a serene background in which to conduct 
discussions with customers wishing jewelry designed to 
personal tastes. 

“After we have made ourselves physically comfort- 
able,” Mrs. Carter says, “I display designs which conform 








with specifications the patron gives. Some designs are our 
own originals, others are supplied by a design service, 
Then I show our newspaper advertisements illustrated 
with various design patterns. | make suggestions of 
alterations which will improve the design, quote tentative 
prices in an endeavor to discover if the customer is really 
prepared to meet the expense for something different. My 
rough sketch is turned over to factory designers and 
artisans, where the finished product is made, with the 
fervent hope that it clicks with the customer. It usually 
does because the planning technique is conducted with an 
eye for minute detail. “The new store has removed the 
rush from special-order decisions by its quiet. unhurried 
atmosphere,” Mrs. Carter adds. 

Visual spaciousness in the outlying store is achieved by 
the solid plate glass front which offers a panoramic view 
of the entire interior. Built on an arcade, at an angle, the 
store depth measures sixty feet on one side. seventy-two 
feet on the other, and has an 1814-foot front. 

Focal points for window shoppers are two plastic tables 
near the front, utilized in displaying costume jewelry, 
boxed jewelry, silver, crystal and china. 

“We make it a special point to call attention of store 
prospects to new items displayed on the plastic tables,” 
says Mrs. Carter. “This is a strategy designed to get cus- 
tomers into the habit of looking at the tables as they pass. 
We encourage people inside the store to pick up articles 
on the tables and inspect them because their movements 
in picking up the articles attracts the attention of 
passersby.” 

Architecturally, the layout of Carter’s suburban store is 
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CULTURED PEARL NECKLACES 


AND ALL SIZES OF LOOSE 
PEARLS FOR MOUNTINGS 


L. BORRELLI Corp. 
Direct Importers of Finest Quality Cultured Pearls 


Selections Sent on Approval 


Tel. CIrcle 5-4267 











New York 19, N. Y. 
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an artful merging of Mrs. Carter's own ideas with those 
plans culled from THE JEWELERS CIRCULAR-KEYSTONE. 

Her sprightly color scheme duplicates colors used on a 
cover of a summer issue of a woman's fashion magazine. 
Custom-made, solid-ash showcases are stained in_tur- 
quoise blue. Interiors of the cases are finished in powder- 
blue, complemented by grey moth wing velvet covering. 
The pale blue walls mix well with grey drapes in front of 
the store and the grey asphalt tile floor. 

Eves of visitors lift above the exposed watchmaker’s 
bench with its curved repair receiving counter (a com- 
posite of many ideas obtained from the study of pictures 
of other jewelry stores) to the rose-colored, satin-tufted 
hackwall. Plastic-covered chairs, stationed throughout the 
store, match the backwall. A spotlight plays against the 
backwall, dramatizing this setting for the nighttime traffic. 

Seven glass-topped, slanted drawers pull out from the 
rear of the repair counter, built at comfortable leanine 
height. Beneath the glass drawers, safety catches, bead 
clasps, ring shanks, bezels, settings. bands, appropriate 
cartoons taken from newspapers. letters from patrons 
complimenting the firm on special-order jewelry jobs. 
recent advertisements, ete.. are displayed. 

Long-range thinking is reflected in the arrangement of 
merchandise devoted to children’s gifts. Arranged at 
youngsters’ eye-level. the case is a popular one with the 
small fry. 

“We are making a deliberate appeal to the young 
crowd,” says Mrs. Carter, “because their shopping habits 
are in the formative stage, and they are a significan’ 
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factor in deciding where their parents buy jewelry. We 
encourage high school and college trade by distributing 
decals and stickers for motor cars, decorated with school 
colors and symbols.” 





Unusual Watch Draws Repair Trade 


A highly unusual wristwatch, built entirely by hand by 
I'red Frost, head watchmaker at Lester’s, jewelry store in 
Denver, Colo., has been responsible for much additional 
watch repair volume at the store. 


The wristwatch, which required all of Mr. Frost’s spare 
time over a nine-month period, has a crystal both on its 
face and back, with the entire mechanism thus exposed 
for close scrutinv. In place of the usual one to twelve 
numerals around the face, Mr. Frost has spelled out his 
own name “Freddy Frost” each letter in sequence re- 
placing a numeral. Set with many additional jewels, the 
watch keeps perfect time, and is displayed in a small case 
across the watch repair counter, where it can be con- 
veniently shown to many people who come in and ask 
to look at it. 

‘“‘A sample of intricate work such as this goes a long 
way toward building up public confidence,” Mr. Frost 
said. “We make a policy of showing this to every watch 
repair customer, and pointing out some of the construc- 
tion details which were involved. Invariably, we find. 
the customer will mention the visit to his friends and we 
get additional repair customers in this way.” 
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OLD MINERS 





Through our secondhand sources, we are 
able to maintain stocks of Old Miners in 
a range of qualities, and in sizes up to 
half carats. You will also find us an excel- 
lent source for larger sizes in Old Miners, 


and for stones recut from Old Miners — 


Paul de Vries. inc. 
DIAMOND CUTTERS & IMPORTERS 
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NEW YORK 17, N. Y. 


ANTIQUE JEWELRY RE-PURCHASED JEWELRY 


all advantageously priced. 
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Streamlined Store 


(From page 119) 


Three modes of advertising are utilized by Mr. Arthur 
in promoting his store: direct mail, radio spots, and 
manufacturers’ store aids. The mailing list of Arthur’s 
numbers approximately 30,000 names. For special sell- 
ing events, the monthly postcard mailing such as that 
designed and produced by the Gruen Watch Co. and sent 
to a selected list of accredited jewelers, is utilized. Arthur 
is especially enthusiastic over those which point up spe- 
cial selling events throughout the year. Ten radio spots 
a day are primarily used to incorporate and correlate 
the advertising program and store name with the manu- 
facturer’s national advertising programs. Also used to 
the fullest extent by Arthur’s are all the window and 
counter display material sent out by manufacturers. 


Mr. Arthur realizes the tremendous value of the manu- 
facturers’ national advertising programs and utilizes and 
coordinates his advertising with the manufacturer’s pro- 
gram at every opportunity. Watches are never sold from 
the mechanical standpoint, instead, the focal point of the 
selling campaign is style and pride of ownership. At the 
time of purchase, the customer is given a record of the 
case or movement number so that in case of loss or theft. 
replacement is facilitated. 

The large selection of style, price, and fine quality 
always on hand is complemented by a complete repair 
service constantly available. The watch repair booth is 


a “captain's bridge” type of place above the credit de. 
partment. This booth is soundproof with constantly fj. 
tered air to render it dustproof. The repair and adjust. 
ment service is one of the major features of the stor 
because it leads to the sale of new watches. If the watch 
is non-repairable, each repairman is also schooled to sgelj 
new watches which is accomplished by the aid of the 
motto, “Why advertise your age by showing how old 
your watch is when someone asks the time?” 





Dr. F. H. Pough Honored 


Dr. Frederick H. Pough, Curator of Physical Geology 
and Mineralogy at The American Museum of Natural 
History has been awarded a medal by the Royal Geo. 
graphical Society of Belgium in recognition of his pio- 
neering achievements in volcano study. 

Dr. Pough’s recent films of Paricutin, new volcano in 
Mexico traced the growth and development of a volcano 
and provided a comprehensive analysis of various phases 
of accompanying and resulting geological phenomena. 

Dr. Pough presented a lecture with his motion picture 
film of the development of Paricutin at a special meet- 
ing of the Royal Society in Brussels last fall. The award 
was voted by the Society's Council at the conclusion of 
last summer’s meetings and presented recently to Dr. 
Pough by Mr. Rene Cambier, Society president. 

In addition to his continuing studies of volcanoes, Dr. 
Pough is one of the world’s leading experts on gems and 
gem consultant for THE JEWELERS’ CIRCULAR-KEYSTONE, 
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Slatinum Watch Cases 





of CNistinction 


First on the list of fine jewelers seeking exclu- 
sively styled Platinum watch cases and attachments. 


Qrank Levine & Co. Iuc. 


New York 19, N. Y. 
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Double Promotion 


(From page 121) 


able from Staples Smith, 8 West 40th Street, New York 
18, N. Y. The tulle can be purchased in any department 
or fabric store. The arrangement of rings and ring boxes 
will depend of course upon the window elevations you 
have available, but it would be nice to have them cov- 
ered in white satin or faille with gold ribbon edging on 
the risers. The columns for showing wedding ring bands 
can be made from doweling covered in white fabric or 
white velour paper. Lead weights can be glued to the 
bottom to keep them from being top-heavy or a group 
of them can be nailed into a wooden base. also covered 
in white fabric or paper. 

For the Graduation window, a new display unit of 
great versatility is utilized. Expanded metal is used to 
make net-like screens and panels to which small mov- 
able shelves may be clipped. A rectangular panel which 
is hung by ribbons from the window background or ceil- 
ing is indicated in the sketch with five round wooden 
shelves, 6’ in diameter, clipped in place to hold watch 
boxes. Other watches are hung directly against the 
screen. These flat panels come in several sizes and also 
come in other shapes and forms to make larger screens 
and elevations. There are also a variety of sizes, kinds 
and shapes of shelves, all of which can be quickly clipped 
in place and equally quickly moved or removed. For 
full details on these units, write for information on Expo- 
Net to Austen Display Company. 133 West 19th Street, 
New York 11, N. Y. 

Such units as these can be used in many displays with 
a wide variety of decorative treatment. For this sketch, 
colored ribbons (use local school colors preferably) are 
slipped through the net and extend to stiffly rolled di- 
plomas tied with matching ribbon. Daisies or other arti- 
ficial flower heads are poked through the net for a 
softening effect. Silhouette heads, cut from black paper, 
of boy and girl graduates are attached to the background 
wall as if inspecting the merchandise on display. Addi- 
tional merchandise is displayed on elevations on the 
window floor. The suspended Expo-Net unit allows for 
the showing of considerably more merchandise than 
usual without any appearance of overcrowding. 


Good-Neighbor Promotion 


Rudolph’s Jewelers, 106 Court St., Syracuse, N. Y.., 
promoted a “Good Neighbor Sale” with a newspaper ad 
that carried a photo of an elderly couple standing beside 
a silver service in a Rudolph store. 

Said the caption under the photo: Here are Mr. and 
Mrs. Walter Folts. Says Mrs. Folts: “We’ve been custom- 
ers of Rudolph’s since 1923 . . . and will continue to be, 
for we are mighty pleased with the excellent, courteous 
service and the wonderful values.” 

_The general copy in the ad pointed out that the “Good 
Neighbor Sale means great March savings to you.” 

Said copy: “Rudolph’s is proud to be considered your 
good neighbor. For over 42 years, thousands of satisfied 
customers have looked to Rudolph’s for dependable mer- 
chandise and personal service. Now, more than ever, 
Rudolph’s brings you unsurpassed values.” 


FOR MAy, 1949 





Shown above is only a 
part of the vast Jacco line 
of crosses, lockets, dia- 
mond mountings and 
wedding ring sets, cuff 
links, ladies’ stone rings 
with genuine, synthetic 
and imitation stones, 
men’s stone rings, syn- 
thetic rings, tie slides, 
spray pins, cameos, 
brooches, wedding rings, 
chatelaine pins, Miracu- 
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lous Medals, boys’ and 
babies’ signet and stone 
rings, earrings, chains 
and pendants. Almost all 
are available in great 
variety of styles, sizes and 
prices, boxed or carded. 
In 10K and 14K gold, 
white and yellow. Inves- 
tigate by writing now for 
full information and ex- 
tremely popular prices. 


NEWARK JEWELRY 
MANUFACTURING CO. 


18-20 Columbia St. 


Founded 1905 
Newark 5, New Jersey 
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Watches of Distinction, 


Beauty and Durability. 





Each ALTON Watch is 
Beautifully Boxed, 
Cased and Timed in U.S.A. 





SEND FOR OUR LATEST 
REVISED ILLUSTRATED PRICE LIST. 


Weksler & Goodman, Inc. 


5 South ) CHICAGO 3 
Wabash Ave. ILLINOIS 
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(From page 122) 


agers of each store are to plan their own promotions as 
they see fit and the company’s headquarters helps them in 
any plans they devise that may benefit that individual 
store’s business. 

‘All I wanted our headquarters to do to back up my 
plans for an item-a-week promotion,” Mr. Bishow points 
out, “was to advertise the one line or item of merchandise 
daily for a full week that I requested. This request was 
granted and for the past year, they have been backing me 
up by advertising the item or line that I stipulate. 

“Today, it seems as if every store is selling everything, 
Drug stores, five-and-tens and women’s specialty shops 
are selling costume jewelry and related merchandise, A 
jewelry store must maintain the position of respect which 
the public has come to have for it. This is the reason 
why it is policy with us to be sure that one display always 
shows a comprehensive layout of diamonds and watches 
in full view.” 


ONE WINDOW FOR DIAMONDS 


As the store has two display windows, one is devoted 
to the weekly promotion and the other to diamonds and 
watches. “One window must always display diamonds 
and watches as far as I am concerned,” expressed Mr, 
Bishow, “for these are the items for which a jewelry store 
is known. If a jewelry shop promotes too many other 
items at the expense of jewelry store staples, it loses its 
inherent prestige which is so valuable, so essential, in the 
sale of diamonds, watches and silver. 


“Let us take Father’s Day as a case in point. Ordi- 
narily, we do a good volume on gifts for this day, but 
inasmuch as we promote Father’s Day items for a full 
week in advance of this day, using our store windows, 
interior displays, newspaper ads, radio and our other 
advertising mediums, we not only create a better than 
good volume in men’s gift items, but gain additional 
continuing benefits. 


“For example, we cause such an impression by our 
concentrated promotion that our store is remembered by 
customers whenever they decide to buy something in the 
men’s line during the balance of the year. By doing this 
in many lines, we establish our store firmly in the minds 
of prospects. 

“To show how a weekly promotion is carried on, let 
us again use Father’s Day as an example. First, the dis 
play window is cleared of all items and only a line of 
men’s items displayed. This may include rings, watches, 
lighters, cases and many allied gifts. Then the back 
eround is colorfully displayed with Father’s Day posters, 
streamers and interesting material that attracts and loudly 
advises passing traffic that Father’s Day is here. 

“Inasmuch as these windows stop traffic, Bishow has 4 
small counter case in the doorway of the store that faces 
the street. Shoppers stopping to look at the window dis- 
play, examine it from the sidewalk and then turn into the 
doorway to see the remainder of the window exhibit. 

“As our windows form a ‘V’ which is similar to thou 
sands of other stores having a double window front,” 
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Bishow says, “shoppers first look at the sidewalk display 
then turn towards our entranceway. And it is when they 
are in the entranceway to our store that we try to hold 
their attention and thereby draw them into the store.” 


This store uses all possible means to highlight its pro- 
motion item a week. The window and store interior is 
its first consideration, however, for, being located in the 
heart of the mid-town Baltimore shopping area, the store 
is seen just as often as their newspaper advertisements. 

As the store case faces the door, shoppers viewing the 
side window next turn to see the display case just inside 
the doorway. Mr. Bishow makes sure that none of his 
sales people are around this case, otherwise shoppers will 
hesitate to enter the store feeling they might obligate 
themselves to make a purchase. 

Above the display case is a large sign noting the oc- 
casion and calling attention to the full line of merchandise 
in the store. In this instance, there is a large sign read- 
ing “Father’s Day Gifts Here. Step in and look around.” 

In tieing in with this display, the front cases are de- 
voted to men’s items. These cases are in this location for 
the week of the promotion and then moved back to their 
regular location following the week’s promotion. 

“We feel, that by having an interesting window display 
to attract shoppers and a doorway case to draw them in, 
our merchandise counters immediately inside the store 
actually allows customers to see what we have to offer 
them without obligating them to buy,” Bishow explains. 

In conjunction with this event, the store is supported 
by a full week’s advertising of the merchandise appro- 


priate to the occasion. For one day during the week, the 
store advertises only watches. Another day it will adver- 
tise smoker's items such as lighters, cigarette cases. 
pouches. Still another day, they will promote rings, and 
on another, radios. 

Advertisements will be devoted to one item or line of 
merchandise, if it’s a ring advertisement, nothing but 
rings will be illustrated. 

Occasionally we have to change our weekly promotion 
calendar around for some special occasion that may: be 
even more strongly highlighted to the public than the 
one we plan,” Mr. Bishow stated. “This we always 
allow for. 

“I feel that by promoting one item or line of items, it 
will make a deeper impression on readers,” expressed 
Mr. Bishow, “and at the same time we have the oppor- 
tunity of illustrating our full stock of merchandise in this 
line. We do not like to make a five-and-dime or general 
store ad from our newspaper insertions. 

“By following a 52-week sales promotion calendar.” 
he commented, “we touch every item that we have in our 
store and also every class of individual and buyers. In 
short, our store and the merchandise we handle becomes 
known to every prospect.” 





A popular European custom up to a century ago, was 
for single men and women to wear a ring on the first 
finger of the left hand to indicate their desire to marry. 
Wearing a ring on the little finger indicated that they 
were not seeking marriage and wished to avoid proposals. 





rete”, 


Beauae ease 


Since 1905 the name, Rosenthal & Kaplan, has been syn- 
onymous with quality rings and ring mountings. The new 
Spring line has been styled for quick, profitable selling. These 


distinctive, original designs defy competition. 


SEE THE DISTINGUISHED LINE OF MEN’S AND 
LADIES’ RINGS ON YOUR NEXT VISIT TO NEW YORK 


FOR May, 1949 
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‘Special’ Diamonds 
(From page 124) 


minded. People are moving about more than ever before, 
We cannot depend solely upon our long establishment as 
a means of holding or increasing our volume. We must 
offer something special, keyed to modern ideas, in order 
to attract the attention of the public.” 

To put their ideas into practice, Milton and Louis re. 
cently had a new store front installed. The old one was 
Mr. Meers’ pride and joy but it was awkward. Directly 
in front of the doors stood a built in fixture which strongly 
resembled a theatre box-office. Entrance to the store was 
available at either side, but it was impossible to see 
directly into the store. 

With a new front, and a new arrangement inside, the 
brothers are in a better position to merchandise their 
jewelry—particularly their own trade-named diamond. 
As Louis puts it: “We no longer lose walk-in business as 
a result of our store front.” 

Milton Arbetter has a splendid background for mer. 
chandising diamonds. He learned polishing and cutting 
with the famed Lazare Kaplan organization some years 
ago. “This gives me some authority with which to speak 
on diamonds,” he says modestly, “but the knowledge is 
mainly for our own protection. 
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DIAMOND IS A SYMBOL 
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“The average diamond sale is generally made with an 
emotional tie-up,” he claims. “The diamond is accepted 
as a symbol of love and affection. The man choosing a 
diamond (and I am speaking of engagement rings) wants 
assurance that the stone he gives is a quality stone. Any- 
thing less, regardless of size or the ring’s appearance, is 
not quite satisfactory. Then, too, the prestige of the 
store where the selection is made is important. The girl 
receiving the ring has a right to expect that the box in 
which her diamond came reflects great prestige.” 

Determined, then, that their “Bluebonnet” diamonds 
would be of the finest quality, the Arbetter brothers de- 
cided that they would have to advertise them. But they 
planned to concentrate on radio spots, rather than news- 
paper insertions. “Unless a person reading the paper is 
interested in buying a diamond,” Louis claims, “he will 
not read a jewelry advertisement. The average newspaper 
reader, I believe, is in the market for a diamond too few 
times in his life to pursue the ads with any degree of 
regularity.” 

On the air, however, it is different. The message is in- 
escapable. The boys use one-minute commercials over 
KABC three times a day, plugging their “Bluebonnet” 
diamonds. They stress three features: “perfect brilliance,” 
“perfect purity,’ and “perfect color.” They do not say 
“perfect blue-white” since they consider that this state- 
ment has been overworked in the trade. 


i “In selling diamonds,” says Milton, “there can be no 
-- | rule-of-thumb sales talk. We let the prospective customer 
take the lead. They have decided, in accordance with 
their knowledge of diamonds and how much they want 
to spend, just about what they want. This may be vague, 
very often, but we do assume that they want quality. We 
would rather sell a small stone of excellent quality any 
time than a large, inferior stone. We can guarantee that 
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we will accept the stone at a later date as part of a trade- chandise is auctioned off on each program to radio lis- 


‘n on a larger diamond, and it’s a safe bet that when it teners who phone in their bids. 

is traded in it will be with us. .Any ring is going to be Wt cn the stunt was first started, 15 inch 5 column ads 

commented upon and a satisfied customer generally brings were used to get bidders started. The ad included a 

us another prospective customer.” ten dollar Jaybird bill which could be clipped and used. 
The store handles nationally trade-marked diamond Jaybird money in various denominations is given cus- 

rings, of course—many customers demand them. It is tomers by the cooperating merchant for every purchase 

not the policy of Alamo Jewelers to try and “unsell” them of one dollar or more. 

in favor of “Bluebonnets.” The brothers strongly agree So great was the response to these Saturday evening 

with the old quotation “a person convinced against his auctions that radio station KXOA was obliged to make 

will is of the same opinion still.” four times as many phone lines available to receive the 
“It takes different merchandise to satisfy different fast bidding on the merchand:se. Bids, of course, were 

people,” admits Milton, “and it is our policy to have what announced on the radio as the auction progressed. 

the individual wants to spend his money for. We don't Not only does the auction encourage listener par- 

try to tell the customer what he wants—we try to have what ticipation, and get bidders worked to a feverish pitch, 

he wants and will be satisfied with.” but it creates an ever-widening group of shoppers who 
At the present time the Alamo store’s sales are con- patronize the stores of the cooperating merchants in order 

sistently—week-by-week—running ahead of last year’s to get Jaybird Dollars for bidding. Real money is no 

figures. This is directly attributed to the new front and good in this auction. 

the promotion behind “Bluebonnet” diamonds. Each week, three smaller ads are run a day or two 





before the weekly auction. These ads state: “You Can 
Bid This Week with Jaybird Money ON”—and followed 


by a list of the merchandise to be auctioned off on that 


“Jaybird Dollars’? Bring Real Dollars 





In a move to stimulate business a group of merchants program. Time, date and station are listed. Then, in 
on J Street, Sacramento, Calif., have been issuing to rotation, each participating merchant is given his im- 
customers what they call “Jaybird Dollars.” Two J print on these ads, preceded by the advice: “Get your 
Street jewelers are participating in the stunt: Tom Monk, money at’—followed by the name of one merchant. 
1006 J Street and Grebitus Jewelers, 1108 J Street. 

The Jaybird Dollars are used by the holders to bid The hourglass was invented for the purpose of limiting 
on weekly radio auctions. A wide variety of new mer- the length of sermons. 




























No. 245 
{pictured here) 
is a beautiful 
expression of 
Colonial design. 

Honduras mahogany 
case is 86” high. 
Westminster Chimes 
on 5 tubular bells. 


Write, today, 
for catalog 
showing the 
complete line 
of distinguished 
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Both cases and movements are made completely by Herschede 
—creators of fine chime clocks for over three generations 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
NEW YORK OFFICE: 37 West 47th Street © CHICAGO SHOWROOM: 1422 Merchandise Mart 









Cathedral 
Chimes on 


Tubular bells. 
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Seeland Watches 
Community Plate 

1847 Rogers Bros. 
Wm. Rogers & Sons 
Tudor Plate 

Anchor Rogers Sterliig 
Poole Silver Plate 
Farber Bros. Kromekraft 
American Queen 

S. 0. Bigney Co. 

Bliss Bros. 

Bughee & Niles Co. 
Campus Men’s Jewelry 
Carl-Art, Inc. 

Carmen Bracelets 
Dorson Jewelry 

Deltah Pearls 

Excell Mfg. Co. 
Finberg Mfg. Co. 

W. E. Hayward Co. 
lrons & Russell Co. 
Iskin Jewelry 
Jacoby-Bender, Inc. 
Kestenman Bros. Mfg. Co. 
Laguna Pearls 
Marathon Co. 

Marvella Pearls 
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@ FINE JEWELRY 
@ TOILET WARE 


A COMPLETE LINE OF FINE STONE RINGS 





TOASTMASTER 


REG. U. S$. PAT. OFF. 
Automatic 
Pop-Up 


T oaster 


DISTRIBUTORS OF 50 FAMOUS LINES 


Shiman Mfg. Co., Inc. 

R. F. Simmons Co. 
Speidel Corp. 

Louis Stern Co. 

Van Dell Jewelry 

Herschede Hall Clocks 
Ingersoll Clocks & Watches 
Ingraham Clocks & Watches 
New Haven Clocks & Watches 
Revere Hall and Chime Clocks 
Seth Thomas Clocks 
Telechron Electric Clocks 
Westclox Clocks & Watches 
Ronson Lighters, etc. 
Hamilton-Beach Appliances 
Manning-Bowman Appliances 
Arcticaire Electric Fans 
Polar-Cub Electric Fans 
Ekco Pressure Cookers 
Parker Pens 

Schick Shaver 

Toastmaster Products 

Silex Coffee Makers 

Terry Wallets 

Rival Arpliances 

Rolls Razors 


®@ DIAMONDS 


Aisenstein & Gordon Ine. 


712-714 Sansom St. AG Philadelphia 6, Pa. 
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New Departure 


(From page 130) 


no long rows of floor showcases. Instead, selected pieces 
of jewelry and silverware are exhibited in four spot. 
lighted shadow boxes and two glass-topped tables, which 
Mrs. Hausmann ignores at first. She steps up to new. 
comers with a warm, friendly smile, quickly making even 
the most humble feel at ease. In her own words, “T try 
to make people feel at home first, rather than just bring 
out merchandise or steer them up to a display and expect 
them to stand and look.” 


WELCOME !S IMPORTANT 


In place of a trite greeting like, “May I help you?” 
she welcomes guests with such cordial words as, “Good 
morning, won’t you come in and sit down?” She in. 
dicates the upholstered, leather-covered chairs of which 
two are coral colored, two chartreuse, and one black. 
As soon as they are seated comfortably and invited to 
remove their coats, Mrs. Hausmann offers cigarettes from 
a silver holder on the telephone table in one corner. In. 
cidentally, this table serves a decorative as well as useful 
purpose by holding an artistic arrangement of real or 
artificial flowers at all times. If Mrs. Hausmann is per- 
sonally acquainted with the visitors (quite often the case 
for many prospects are the result of her social activities) 
she asks them to have refreshments. The gracious hostess 
then chats informally until the guests mention their mis- 
sion. 

If their interest lies in something on exhibit she directs 
attention to one of the lime oak fixtures. Although these 
play a comparatively inconspicuous place in the overall 
view of the Salon, they effectively display an adequate 
amount of merchandise. One case 36 inches in diameter 
had 170 pieces of silverware attractively arranged in it 
at the time of this writing. Another had 93 pieces of 
jewelry, without crowding. 


STOCK IS NOT CONSPICUOUS 


Most of the stock remains behind the scenes, the most 
valuable pieces tucked away in the safe. The store does 
not carry a large stock because it features unusual pieces 
selected discriminately and custom made finer jewelry. 
Customers, seated comfortably, are offered individual 
pieces of merchandise or sketches in true salon fashion. 

In selecting the pieces to show, Mrs. Hausmann refrains 
from raising the question of how much the customer feels 
she wants to spend, but tries tactfully to have the cus- 
tomer volunteer this necessary information. If this has 
not been obtained by the time Mrs. Hausmann feels some 
merchandise should be shown, she estimates the price 
range in which the visitor might be interested and then 
starts with the lowest priced pieces in this range. She is 
well aware that this procedure is just the opposite to that 
advocated by most merchants. It is her firm belief that 
while customers are embarrassed by the necessity to ask 
for a lower priced item, especially in an aristocratic look- 
ing shop, they are elated to ask for something more 
costly. Needless to say the feeling of pleasure in a sale 
is reflected in “good will” which in turn leads to future 
sales. 

There is another sound reason for her faith in this 
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policy; she has observed, at first hand, reactions to the 
opposite procedure. “I remember having the pleasure of 
possession spoiled for me several times with things | 
really wanted, because the merchant placed them next 
to finer pieces costing more than I could possibly pay,” 
she says. She recalls refusing to make a purchase because 
her interest in a particular item was destroyed by this 
unfavorable comparison. At least once she saw the same 
item she originally wanted under more flattering cir- 
cumstances, in another store, and bought and enjoyed it. 
She observed that this was a reaction created in others 
who also resented the practice of showing requested mer- 
chandise along side of other higher priced merchandise 
which provided the merchant more profit. Some people 
will buy the more expensive item, then later regret it and 
fail to derive any pleasure from it because they resent the 
technique that was used to sell it to them. 


STARTS WITH LOWEST PRICE RANGE 


Therefore, Mrs. Hausmann never spoils a sale in a 
vain attempt to boost profits by showing more expensive 
merchandise than the customer wants. Instead, starting 
with the lowest price in which the prospect might be in- 
terested, she shows a selection of pieces increasing in 
value until the customer ind.cates his limit. 

This procedure, plus her friendly personality results 
in the satisfaction of a large number of lower middle 
class customers one might not expect to see patronizing 
an exclusive-looking salon such as “Nanz.” Sometimes 
the more humble visitors bring in beads to be restrung 





The 14K yellow gold earrings 
illustrated are typical of the dis- 
tinctive, rich new designs featured 
in the Church line. These and 


many other smart new earring 


creations now await your particu- 
lar selection. 


de Ma 
United State? 


FOR May, 1949 


or a watch to be repa'red to cover up their real desire 
to look around. Mrs. Hausmann deems it wise to accept 
such work gratiously but not promote it. She maintains 
no repair department for this sideline is not a traffic 
builder for her store as it is for many street floor jewelers. 

Real traffic builders for Nanz Jewelers include the ads 
prepared to radiate the atmosphere of the Salon and a 
reciprocal agreement with the dress shop occupying the 
first floor of the same building. The dress shop sends 
bridal gown customers upstairs for announcements and 
jewelry. Mrs. Hausmann sends wedding band customers 
downstairs for the gown and trousseau. 

Nanz sterling flatware and wedding bands compliment 
the bridal display in the street floor window. The second 
floor display window offers no opportunity to show jewel- 
ry, but Mrs. Hausmann arranges larger sterling silver 
pieces in it. 

Store hours mean nothing in the sale of the more ex- 
pensive jewelry at the Salon. In fact those who buy the 
unusual pieces in which Nanz specializes often prefer to 
select them in the privacy likely to be unbroken only dur- 
ing the unusual hours. Mrs. Hausmann recalls with a 
smile the large number of customers who have phoned 
her home to request a special showing of an expensive 
piece in the evening. Like all her activities in connection 
with the new Salon, the results are well worth the extra 
effort. 





The ring, by reason of its circular form, signifies 
eternity. 
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One of the largest 
importers of 





type 
is 


Complete 
Stocks of 


Tigereye Cameos 
Hematite Cameos 
Scarabs 
and all other 
semi-precious 
CHINESE 
STONES 


Write for full particulars 


CHINESE JADE CORP. 








6 East 39th Street @ N. Y. 16, N. Y. © MUrray Hill 3-2514 
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MADE In SWITZEQLANE 


IN USE BY JEWELERS, 
APPRAISERS, 
CUTTERS, BROKERS 
to ESTIMATE weights of 
mounted diamonds, all 
shapes and sizes; 
pearls; precious stones. 
To measure quickly 
stone and 
metal M.M. sizes; 
interiors of Settings; 
Finger Ring Sizes. 
To estimate in advance, 
stone weight after 
recutting. 























Plastic 34-page 
Copyrighted book of 


Athos D. Leveridge’s 


famous Estimating 
tables and 
stone data 


Spring Action 
Copyright 
1937 


A.D. Leveridge 
World Rights 
Reserved 


GEMOLOGICAL INSTITUTE OF AMERICA 
Sole Agent for U. S. and Canada: 
541 S. Alexandria Ave., Los Angeles, Cal. 
New York Sub Agent: T. LEVERIDGE, 501 Lexington Ave. 
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Gem Laboratories 


(From page 136) 


for it is felt that greater accuracy can be obtained with ° 
this type of scale, in which weights are placed on a coyp. 
ter balancing pan, than with any of the fancier and 
quicker scales, which are, of course, satisfactory for all 
ordinary purposes. 

The laboratory had several close escapes during the 
blitz and later. One of the last rocket bombs that fell 
in London landed only a few blocks away. The blitzed 
area extends right up to Hatton Garden and several] 
buildings along the street were destroyed. 

Testing is done only for the members of the gem sec- 
tion of the Chamber of Commerce. Membership in this 
section is open to all reputable wholesalers and retailers 
upon application. No testing is done for the general 
public, except through a member dealer. Fees are 
charged for the tests, and their total is about enough to 
make the laboratory self-supporting. No valuations or 
locality distinction, such as “Siam ruby” or “Burma 
ruby,” are given; the certificates delivered with the stones 
are simple statements as to the identification of the stone 
or pearls, without any enumeration of the tests given and 
results obtained. 

The London laboratory is singularly fortunate in its 
employees, one can unhesitatingly say that in a great mea- 
sure the success of the laboratory is due to the fine staff 
which make it up. At the same time their ability to re- 
tain their experts against industrial competition and the 
real contributions of those men to the knowledge and 
the integrity of the trade can be attributed to the intelli- 
gent attitude of the governing body, for its recognition 
that such a laboratory must be properly supported, and 
its personnel encouraged to do independent research work 
if it is to continue to occupy such an important position in 
the field. Its reputation is undoubtedly an important factor 
in the volume of business it received. No buyer or seller 
would think of handling an important stone without a 
laboratory authentication. The jewelry trade in London 
appears to handle many more genuine stones than one 
sees in this country. the synthetic which is so common in 
our shop windows, is almost a rarity in London’s dis- 
plays. Perhaps then. we can also give a part of the 
credit for an outstanding laboratory to the British people. 
who seem to want the genuine article rather than a syn- 
thetic or an imitation. and to insist that their jeweler be 
better informed than they. 
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A Tip From Radio Give-Aways 
Barry’s Credit Jewelers, 101 E. Main Street, Rock Hill, 


S. C., attracted a lot of attention to their store recently 
with a clever give-away promotion in which hundreds of 
the townspeople took part. 

Every Saturday for the period of a month, the store 
wound and set a watch and placed it in their window. 
Entry blanks were provided for customers to write in the 
hour, minute and second at which they guessed the watch 
would stop. The one whose guess came closest to the ac- 
tual time of stopping was awarded the watch. 
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JIC Focuses on Graduation Gifts 


A strong bid for a generous share of the graduation 
oft business will be made this year by the Jewelry Indus- 
tr) Council, in a special promotion pointing out the 
importance of the occasion to the graduate, and the 
commensurate importance of gifts from the jeweler’s. 

“Graduation is the first really big day of their lives 
ty most boys and girls,” said Albert kK. Haase, Executive 
Director of the Council, “and this promotion is designed 
to drive that point home to the prospective gift buyer. 
lt then points out that the occasion calls for an important 
sift, and that something from the jeweler’s has an im- 
portance and prestige all its own.” 

Retail jewelry store members of the Jewelry Industry 
Council will be supplied with an “idea book” showing 
them how to arrange their individual graduation gift 
promotions around this theme. The book will contain 
suggestions for newspaper copy and layouts, letters to 
customer lists, radio commercials, window and in-store 
displays and other promotional ideas and materials. 

“Those retailers who make an intelligent, well-planned 
and forceful bid for this graduation gift business will 
enjoy highly gratifying results,” said Mr. Haase. “The 
jeweler has a story to tell, with which most other mer- 
chants cannot compete . . . if it is told to the public 
properly in that jewelry store merchandise insures lasting 
remembrance and has a particular dignity and prestige, 
regardless of the cost of the article. 

The Jewelry Industry Council’s promotion will also 
stress the wide range of appropriate articles and prices 


offered by the jeweler for gifts for all graduates, boys 
and girls alike, and whether they are graduating from 
college, high school or grade school. 

“Graduation is rightfully one of the most important 
gift occasions of the year for the jeweler,” said Mr. Haase, 
“and we believe that this promotion will enable retail 
jewelers who are members of the Council to take the 
maximum advantage of this opportunity. We strongly 
urge all of our retailer-members to participate and make 
full use of the suggestions and sales aids with which we 
will supply them.” 


Cater to the Kids 
(From page 128) 


$6.95. This was not dead stock, but a “special purchase” 
made in Los Angeles. Six dozen were sold in a few days. 
Although his profit margin was small, Buckmaster is sat- 
isfied with the results because he has, through this offer, 
brought in five new steady accounts. 

Buckmaster, an airplane plant engineer during the war, 
became interested in watchmaking and met William Sted- 
man of the California Jewelers’ Association. Stedman en- 
couraged him to study watchmaking at the San Jose State 
College in California and, after graduating in 1945, Buck- 
master got his present managerial position. He still does 
some repairing. 

Only 30 years old himself, Robert Buckmaster is prov- 
ing, at Oliver’s, that young people are the jeweler’s big- 
gest boon. 














OpPOrtUMItY ror nigh-Grade Diamond Ring 


Salesman Representing The Nationally Known 


GRANAT LINE OF WED-LOK* 
Diamond Rings In These Southern States: 


Alabama + Arkansas + Florida +» Georgia + Louisiana 


Mississippi - North Carolina - South Carolina -« Tennessee 


Must be thoroughly acquainted with the territory listed above and 
well-known in the trade. Fine Granat clientele already well established. 
Guaranteed drawing account. Exceptional opportunity for the right man. 
Please apply by letter, giving complete business background, references, 


age, etc. Please enclose recent snapshot. All replies will be held confidential. 


f I A \ A | Maniffctaring Croppeny : 


114. Geary Street - San Francisco 8 - California 


*TRADEMARK REG. U.S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U. S. PATENTS. 
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P giie.* 
Aa j proriens < LB? EREE 


~< catalogue 


OF guat' 





TA» 


4 


MANUFACTURERS AND ORIGINATORS 


2 WEST 47 ST., NEW YORK 19, N.Y. 
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Playing the Right Cards 
(From page 117) 


a personal type of store and your overhead isn’t out of 
line—you probably have the best chance of all to keep 
Boss-Consumer happy in the coming period of intensified 
competition. 

Now, assuming you have decided where you are going. 
let’s consider the second question—‘How can | ee 
there?” 

One proven way is with the help of intelligent and con. 
sistent advertising. But | would advise no merchant to 
start advertising without first preparing himself. Take a 
walk outside of your store. Stand back three or four feet 
from your windows and look at them as though you saw 
them for the first time. Look at them with the cold, ap. 
praising eyes of a customer. Are your windows really 
attractive? Too many times I have seen advertising bring 
customers to a store. Before coming in the customer 
would stop in front of the window—then he would peek 
through the door to see what the inside of the store was 
like—then he would suddenly turn around and walk 
away. Why? 

The store didn’t fit the advertising. The ads were beau- 
tiful, but the windows were full of junk! The trimmings 
were old, faded and dirty. The watches, rings and neck- 
laces had dust all over them. The inside of the store was 
dingy-looking. The counters were loaded with cheap signs. 
The atmosphere was bad. It didn’t inspire confidence—it 
didn’t appeal to the consumer’s sense of beauty and qual- 
ity—so important in selling fine jewelry. 


DO SOMETHING ABOUT IT 


If you don’t want your customers to think your're just 
a glorified drug store, do something about it. And the 
first place to do it is in your windows and interior layout. 
After all, you bought the store because of its location. 
To the traffic passing your window, 90 per cent of your 
store is the window! Your window is a stage and your 
watches, diamonds and silverware are the players that can 
put on an exciting show every day if you will direct them 
properly. Yes, it means rolling up your sleeves to dress 
a window, but if you haven’t got the knack of dressing a 
window yourself hire a good window trimmer, even if it 
means spending less for newspaper or mail advertising. 
Don’t get a cheap window trimmer. You are selling fine 
merchandise. Your windows should reflect quality, beauty 
and charm. Even if your store caters to the working class, 
don’t underestimate the working man’s cultural level and 
appreciation of beauty. The public’s taste in good books, 
fine furniture and classical music prove you only insult 
its intelligence when you think a couple of showcards and 
a few ring or watch boxes are all you have to put in a 
window. Take a lesson from the big department stores— 
some of them spend as much as $500,000 annually for 
windows! 

And don’t start an expensive advertising campaign 
until your sales clerks learn how to treat customers. Sales 
clerks have gotten rusty and careless. Some of them 
remind me of the situation-wanted ad: “College graduate; 
seeks position; no bad habits, willing to learn.” Have 4 
heart-to-heart talk with your sales people. They can make 
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or break your best efforts! They can kill the results of the 
advertising dollars you spend to bring customers in. Even 
the way they say ‘“thello” to a customer makes a difference. 
| have seen customers trek the entire length of a store 
while the sales clerk in the back stood still and stared at 
him coldly! Even when the customer had traveled the last 
long yard and was in front of the clerk, the clerk still said 
nothing—not even a “oood morning.” What kind of 
impression does that make on a person who came in be- 
cause of your ad? Your sales clerks should break the ice 
with a friendly greeting and a warm smile. They should 
show a sincere desire to please the customer even if it 
means the lifting out and putting away of 20 different 
articles. Don’t let your clerks act as though the customer 
was a nuisance. 

Avoid obvious high-pressure tactics. The Boss-Con- 
sumer is wiser than you think. Surveys prove that 
high-pressure tactics have sent thousands of people into 
low-pressure department stores. 

Now, if your merchandise includes the right assort- 
ments, the right prices, your windows look good and your 
sales staff understand that you aren’t the Boss—but that 
the real Boss is the Customer—you are ready to advertise. 





TECHNIQUES WILL CHANGE 


In a buyer's market, advertising techniques, like every- 
thing else, will have to change. Some of the things which 
follow have not been done for years, but they worked then 
and they should work now. 


I believe that if a jeweler will build up a mailing list 
and send out letters, post cards and catalogs regularly, his 
business will grow. The telephone directory people can 
supply you with names of prospects in different neighbor- 
hoods and classes. You can buy lists of firemen or police- 
men, or doctors or nurses, or office workers. Your mailing 
list can be worth its weight in gold! It might prove to be 
your most successful advertising medium. One jeweler | 
know employs a girl full time just to keep his list up to 
date. He manages to get the birthdates of his customers 
and once a year he mails the customer a smart greeting 
card which never fails to bring back a note of thanks. 
This same jeweler follows up engagement announce- 
ments, wedding announcements, and birth announcements 
printed in the daily paper. He even sends congratulatory 
letters to business corporations in advance of their anni- 
versaries, suggesting that they mark the coming anni- 
versary by giving inscribed watches to the president and 
his associates. 

Penny postcards are inexpensive reminders to buy 
jewelry gifts for Easter, Graduation, Back-to-School. Lay- 
aways and Christmas. A wonderful thing about direct 
mail is the chance it gives you to test your ideas at small 
cost. Don’t shoot the works on the entire list. Try your 
idea first on 10 or 20 per cent of the list. If you get a 
good pull, then go all out! Tell the printer to keep the 
forms standing so the final print order will cost less. 

If you do newspaper advertising on a big scale, give 
some thought to your budget. Set it up on the basis of the 
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Next time you need findings...Look in your 
W.R.C. Catalog. You'll see over 1500 items, all 
illustrated in their EXACT SIZE for your conven- 
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amount necessary to do the job. Flat percentage budgets 
ee ae aren’t always sufficient. When it comes to Christmas ad- 
ANOTHER BEAUTIFUL vertising, it is smart to regard November and December 
as though they were both one month—not two—and get 
up an appropriation based on spending more in Novem. 
/, Afy ber and a little less in December. You are really building 
WOT in November for December business because so many 
POWDER CASE people today make up their Christmas gift lists at least 
3 or 4 weeks before they actually buy—especially expen. 
sive watches, rings, etc. 

As for advertising copy—headlines—words—pictures 
—don’t go over the heads of the public. The average 
American is really average. He represents 80 per cent of 
the jewelry store customers. Few can afford $1000 dia. 
monds. The average American can afford to spend $50 
or $100—maybe $200—but he spends it only after the 
most careful deliberation. Sometimes the whole family 
has a meeting to decide whether or not a particular ring, 
watch or set of silverware should be purchased. Your 
advertising copy must not neglect elementary psycho. 
logical appeals to Love, to Romance, and particularly to 
Self-Importance! Emotional copy will outpull straight 
price appeal over a period of time. 














THERE IS NO YARDSTICK 


BS te se TM eP te VF 


Since no two jewelers are alike, there can be no stand- 
ard yardstick for advertising success. The formula differs 
with each store. The length of time the store has been in 
business, the kind of reputation it has, whether the loca- 
THE WADSWORTH WATCH CASE CO.,INC., DAYTON, KY. tion is 50 per cent or 100 per cent—all influence your 
advertising methods. 

If you are located in a small town, your advertising 
becomes very personal. You are seen by the same people 


horn | in the same places. Such jewelers must operate on a high 
¢ G CULTURED level ethically. They are not dealing with transients. 
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Some jewelers go in for dramatic ads and publicity. 
PEARLS There is one who advertises direct purchases of diamonds 
from South Africa and Holland. Lots of jewelers buy 
_ from Africa and Holland, but not all of them go there in 
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Preferred person. This retailer gets wonderful publicity articles in 
esccleneottan his local paper and his ads make fascinating copy! He 


even mails letters to his customers bearing a Holland 

postmark. 

— ad Another jeweler is successful on the level of community 
iii activities. He likes people. He is a joiner—and it’s good 

| for his business. He sponsors charity drives—Community 

Chest appeals and youth groups. He has made himself a 

OUR BEST VALUE / 'communal leader and in so doing has created scores of 





IN ANY friends for himself and his store. His efforts are strictly 
PRICE CATEGORY “long pull.” 
_ Still another jeweler dropped all of his radio advertis- 
| ing and changed his style of newspaper advertising. He 
| decided to spend only a small amount of money in news- 
| papers, plus a lot of money in direct mail. He wanted to 
get more middle-class trade—the working man—into his 
_ store. He ran ads in Polish, Jewish, and Italian language 





haere otra newspapers and built up a big mailing list of workers in 
Approval steel plants and automobile factories. He hired an adver- 


tising agency that knew how to talk the language of the 

working man. It paid off big! 
Fortunately, much of the jeweler’s selling job is being 
542 Fifth Avenue - New York 19, N. Y. | done every day by national manufacturers of brand-name 
| merchandise. These manufacturers are spending millions 
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of dollars to bring people into your store. They are spend- 
ing it in magazines, newspapers, on the radio, in tele- 
vision. They are making everybody jewelry conscious. 
They are creating a powerful desire to own beautiful 
silverware, diamond rings, and fine watches . . . especially 
the newest styles. Advertised brands are easier to sell— 
more profitable to handle, so it’s only good business to 
give nationally-known brands a big play in your windows 
and in your newspaper ads. Furthermore, the prestige of a 
nationally advertised brand establishes confidence in 
everything else your store carries. 

Whether we have good times or bad times, the jeweler 
is here to stay. This is a nation of people with a tremen- 
dous passion for beautiful things. This is a nation which 
is full of sentimentalists. Even the married folks have been 
educated to give each other presents. We owe a vote of 
thanks to the splendid job being done by the Jewelry 
Industry Council—especially for providing our industry 
with an official Anniversary Gift list, making the jeweler 
the proper place to go to for anniversary gifts. 

The jeweler’s best defense against a possible decline in 
sales is an aggressive promotional attack! It’s like a mili- 
tary campaign. Define your goal, set your sights, and 
start firing away—with smart windows, attractive mailing 
pieces, clever newspaper ads. good merchandise and 
honest values. You can’t lose! 





“Younger Girl’s Book” 


An adaptation of the familiar “bride’s book” for pat- 
tern registration service to engaged girls is the “Younger 
Girl’s Book” which has been developed by Bohm-Allen 
Jewelry Co., in Denver, Colo. 

Well aware of the continuous value of bride’s-book 
pattern registration to the store in making after-marriage 
sales, the Denver store has gone the other way by de- 
veloping a system whereby very young girls, down to 
infant ages, in fact, may register or have registered for 
them, choices in sterling flatware, hollowware, etc., for 
future reference. The choice may be made by parents, 
by young girls visiting the store with their mothers or 
relatives, and insures that the girl will be well on her 
way toward a complete setting of sterling silver by the 
time she reaches marriageable age. 


Under the plan, customers are informed of the system 
by personal suggestion, showcards, and over-the-counter 
discussion when older customers are buying sterling. 


“The book is effective from several standpoints,” the 
management stated, “first, when relatives of a new girl 
infant come into the store to buy baby sterling gifts, we 
suggest that the relative start the youngster off toward a 
complete sterling table service by selecting a pattern, and 
adding a gift to it each year at birthdays, school gradua- 
tions, etc. This idea frequently appeals to proud uncles 
and aunts, as well as to the parents themselves, since it 
will solve in a single stroke the gift-buying problem for 
many years to come.” 


Many mothers who have a long list of relatives are well 
pleased with this helpful suggestion, and pass it along 
to the gift-buyers in the family. Thus Bohm-Allen can 
develop a long list of regular customers who buy ster- 
ling flatware, hollowware, and other gifts each year dur- 
ing the little girl’s growing-up period. 
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Planning For Profit 
by FRED MERISH 


| 
| 
| Retail sales for the most part were below expectations 


during the 1948 fall and winter promotions, indicating 
that the day is over when the jeweler can buy and sel] 
without planning for profit. This means budgeting sales, 
cost of sales, margin, overhead and net profit for a hoot 
coming period, the estimated figures checked against 
actual results and all substantial variances investigated, 

A budget is set up in reverse. The jeweler should esti- 
mate his overhead first, then the desired net profit, arriy. 
ing at the sales volume figure last. In budgeting the 
overhead, he should use prior-period figures as the base, 

Say that a review of experience figures for the past 
years shows that the ratios in relation to sales were as 
follows: 


Table #1 
BN tale ole re eae ent eee 100% 
Cost of goods sold ........... 
Margin on sales .............. 48% 
Overhead expense ............ 43 
Net profit on sales............ 2% 


When the ratios have been determined by a review 
of experience figures, the next step is to budget overhead 
expense in dollars. Suppose this figure is set at $21,500 
for rent, heat, salaries, etc. If the overhead ratio to 
sales is customarily 43 per cent as shown in Table No. 1, 
divide 43 into $21,500 to get 1 per cent, or $500, and 
multiply by 100 to get the budgeted sales figure, because 
sales are always considered 100 per cent, in this case, 
$50,000. 

With the sales figure now budgeted, a jeweler can easily 
fill in the remaining figures, to wit: 





Table #2 
re ee $50,000 100% 
Cost of goods sold ... 26,000 52 
Margin on sales .... $24,000 48% 
Overhead expense ... 21,500 43 





.$ 2,500 2% 


This is the basic formula for budgeting future opera- 
tions. If a jeweler is not satisfied with 5 per cent net 
and wishes to increase the percentage, he must deduct 
the differential from the overhead or cost of sales per- 
centage and then arrive at a dollars-and-cents estimate. 

The $50,000 sales figure must be broken down to 
monthly estimates. Sales volume varies during the year 
with consumer demand, seasonal business and promo- 
tional methods. Past experience figures are the best guide 
to these sales fluctuations. 

For example, if January sales for a prior year, or a 
number of prior years, were 3.5 per cent of total sales, 
then the current budget is set up accordingly, and so on, 
for every month in the year. Suppose that prior-period 
figures showed the following monthly ratios on sales: 


Net profit on sales. . 


Table #3 
January .......... $ 1,750 3.5% 
February ......... 1,600 3.2 
2,500 5.0 
April ............ 5,300 10.6 
sn we eo eNO 4,750 9.5 
i ie) td 000 10.0 


5, 
(Please turn to page 176) 
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WANTED 


exclusive representatives for 
our line of 


SOLID BRONZE 
PLAQUES —TABLETS—HONOR ROLLS 


As one of the oldest and foremost producers of solid 
bronze tablets, memorial plaques, honor rolls, signs and 
other ornamental metal work, we are interested in appoint- 
ing exclusive representatives in a number of areas. We 
have a complete line of basic stock designs of unsur- 
passed beauty and workmanship. Liberal discount arrange- 
ment. No investment or stock required. To qualify you 
must enjoy a good reputation and be able to supply credit 
references. Advertising inquiries from local area will be 
supplied. For complete proposition write us on your busi- 
ness stationery. 


TABLET DIVISION 


GENERAL BRONZE CORPORATION 
Garden City, N. Y. 


491 Stewart Avenue 




















Service and 
Safety 
Award Emblems * 





To help manufacturers and other companies improve 
their employee goodwill and cooperation, sell them 
Service Award Emblems for 1, 3, 5, 10 and 25 years of 
service—and Safet:, 1ward Emblems for “no lost time 
through accidents.” Write for illustrated folder. 


METAL ARTS CO., Inc. rcchester SN. Y. 
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EXCEL THE COLORS OF THE RAINBOW 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 
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July __. 3,050 
August . 3,900 
September _. 4,600 
October .. _ §,700 
November : 5,750 
December . .... 6,500 


Totals ...........$50,000 
To get the monthly figure for the cost of sales, margin, 
overhead and net profit, use the ratios shown in Table 
No. 1 For example, the budgeted figures for January 


would be: 





Table #4 
$1,750 100% 
Cost of goods sold. 910 52 





Margin on sales .. $ 840 48% 
Overhead expense .. 752.50 43 


Net profit on sales. .$ 87.50 2% 

The jeweler cannot expect to match estimated with 
actual results each month, or for the year as a whole, 
but a budget will give him some semblance of construc- 
tive control. The fact that there may be a difference 
between estimated and actual results does not negate the 
value of a budget as a check-sheet on operations. All 
budgets require a certain degree of flexibility and the 
figures set at the beginning of a period may be changed 
if conditions warrant. Budgeting may start any month, 
the figures budgeted to the end of the year and after 
that the calculations are made on a calendar-year basis. 


The purpose of a budget is to provide a jump-off place 
from which to get perspective on future operations. Even 





though the going may be rough and unpredictable, a com- | 
pass is essential to a mariner, in fact, it is needed more | 


in turbulence than in calm. 





‘Safe’ Display Fixture 


The problem of what to do with large safes in making | 
the most of every square foot of store space has been | 
solved in a novel manner at Frank Mindlin Co., jewelry | 


store in Albuquerque, N. M. 


Frank Mindlin, head of the store, is a strong believer | 
in the policy of keeping safes up near the front of the | 
store where plenty of light and nearness to the street gives | 
protection against burglary. Therefore, the store’s large | 
vault is located at the front in the left-hand corner of the | 


store, only five feet away from the door. 


Instead of leaving the heavy iron safe openly displayed, | 
however, Mr. Mindlin converted it into a handsome dis- | 
play fixture, with a “shell” of highly-polished hardwood. | 


The shell slips snugly over the safe to form a platform 
five feet long by 34% feet wide by 41% feet high. The top 
is always draped with felt, brocade, satin or other fabrics, 
and used to display such items as china, giftwares, lamps, 
etc. At the rear, the combination locks and doors of the 
safe are uncovered for easy access. ° 

The result of this step is that the safe is convenient to 
all salespeople, well protected against theft, and at the 
same time provides a handsome display point. 


Two more safes of smaller size are located in the dia- | 
mond room which is directly behind the windows at the | 
front of the store. During the night hours, a spotlight is | 
kept on the two safes which may be easily seen through | 


the store window. 
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Lhings 
of the Head 


To you, gifts are merchandise to be sold 
over the counter at a profit. But to your 
customers, they are things of the heart 
purchased with loving care to commemorate 
an important occasion. 


That’s just why the particular gifts dis- 
played in The Cosmopolitan Showcase on 
the facing page offer an extra sales potential 
for your store this month—and next. 


All represent the realization of some loved 
one’s fond wish for an approaching wedding, 
graduation or birthday. And all will be 
advertised to more than 8,000,000 young, 
active, emotionally responsive readers in the 
May and June issues of Cosmopolitan. 


Hundreds of these free-spending Cosmo- 
politan readers live in your trading area, 
near your store. Things of the heart are 
important to them. And they will buy from 
you—if you tie in with the branded quality 
merchandise they read about in Cosmo- 
politan’s action-compelling pages. 


MM watace Rose Point Sterling. A “Third Di- 
mension Beauty”’ pattern. Place setting, $27.40. 
i TOASTMASTER Automatic Pop-up Toaster with 
Superflex timer. America’s favorite toaster. 
TOWLE’s ‘“King Richard”’ Sterling. Lavish serv- 
ing and ‘‘other’’ pieces. Items illustrated, $5-$15. 
bl SESSIONS ‘“T’‘hird Dimension’”’ Electric Kitchen 
ock. Smooth, dust-defying surface. $7.14. 
Gy HOLMES & EOWARDS ‘Spring Garden’’. Loveliest, 
new silverplate pattern. 52-piece service, $68.50. 
GENERAL ELECTRIC Informer (7H174L). Soft bell- 
alarm. Luminous hour and minute hands. $8.34. 
bed COMMUNITY. Four famous patterns— Morning 
tar, Lady Hamilton, Coronation, Milady. 
ADMIRAL AC/DC Table Radio. The ideal 
extra’ set for den or guest room. $14.95 up. 
Ge wittnAuer Festival ‘‘C’’. One of the new 1949 
Wittnauer watches. Gold-filled. $49.75. 
ArRTCARVED Winthrop Set. Engagement ring, 
$350. Wedding ring, $150. Groom’s ring, $24.50. 
MMe Parker “51” gold-filled Aero-matric Pen with 
matching Repeater Pencil. Sets, $29.75. 
My GorHAM Melrose. First new Gorham Sterling 
pattern since 1942. 6-piece place setting, $32. 


Featured Gift Items 


as advertised in 


COSMOPOLITAN 


Prices quoted above are 
manufacturers’ recom- 
mended retail selling 
prices. The Federal ex- 
cise tax is included, 
wherever applicable. 
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Table Setting Contest Achieves 





Silverware Leadership for Firm 


Kruckemeyer & Cohn, Evansville, Ind.. 


vastly inereased their store prestige 


by staging a silver-setting contest. 
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[| in the silver field in its own 
locality—that was the aim of Kruckemeyer & Cohn, 55- 
year-old jewelry firm in Evansville, Ind. How that leader- 
ship was gained is a story of sterling silver promotions 
over a fifteen-month period, culminated by a Silver Show 
and Table-Setting Contest held in the ballroom of a local 
hotel. 

Actually, the Kruckemeyer & Cohn show was patterned 
after a similar exhibit held by Morgan Jewelry Co. in 
Lansing, Mich., last Spring (see JC-K for August, 1948, 
p. 280). And, as was the case with Morgan‘s, the first step 
in planning involved the participation of a number of 
silverware manufacturers. 

As a first step, the various field men for silver manu- 
facturers were informed of the idea and asked whether 
their companies would care to cooperate. The response 
was extremely enthusiastic. Comprehensive silver flatware 
and hollowware exhibits were scheduled for the event, 


178 








teeeee 





Sis; 


bs 


Specimens of newspaper 
publicity received by 
Kruckemeyer & Cohn as 
a result of sponsorship 
of woman's club table- 
setting contest. The 
event was heavily ad- 
vertised through many 
large space insertions. 





together with representatives who would attend and dis- 
cuss their merchandise with the public. 

Another fairly imposing initial problem was the matter 
of assuring a steady flow of traffic in order to justify 
holding the event. Two excellent methods occurred to 
Morris E. Levi, manager of Kruckemeyer & Cohn, and he 
decided to use them both. 

The first method was essentially the same as that used 
by Morgan’s in Lansing last Spring: local women’s clubs 
were invited to compete for prizes for the best-decorated 
table. Letters outlining the plan were sent out to 30 of the 
city’s leading women’s organizations, due attention being 
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Left—Two of the many newspaper 
advertisements used by Kruckemeyer 
& Cohn to announce their table set- 
ting contest. All ads emphasized 
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paid to numbers and quality of membership. It was ex- 
plained, in the letter, that the purpose of the show was to 
acquaint people of the Indiana-Kentucky-Illinois (Tri- 
State) area with the finest in silver. It was further stated 
(virtually promised!) that no sales would be solicited at 
the affair, and that $350 in cash prizes would be awarded 
to the three clubs setting the tables judged best. The first 
prize was announced as $200, second prize $100, and 
third prize was to be $50. 

Further, knowing that home economics classes in the 
schools in the area had previously displayed a lively in- 
terest in silver, Mr. Levi planned to announce, in his 
advertising, that classes from schools in the tri-state area 
were cordially invited to attend. In addition, 50 letters 
were written to high schools within a 60-mile radius of 
Evansville. 

Results of this careful planning paid off, both from the 
standpoint of exhibitors and public attendance. 

Twenty-one women’s clubs submitted complete entry 
blanks for the competition, and an additional three en- 
tered as a result of telephone solicitation. 

Arrangements were made to secure the ballroom of 


Evansville’s Hotel McCurdy for three days: October 24. 
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playing hollowware at Kruckemeyer 
& Cohn's silver show. Many manu- 
facturers had _ exhibits in ball- 
room where the table setting con- 
test for women's clubs was held. 





25 and 26. Two weeks before the show the heads of com- 
mittees from all of the participating clubs, the judges, 
store representatives and Russel Merrifield of the Gorham 
Co. (who had previous experience at the Lansing show) 
met to make final arrangements. The clubwomen were 
told that each table would use four place settings of 
sterling, all to be furnished by Kruckemeyer & Cohn. 
Linens, crystal, china, etc., would be the club’s own re- 
sponsibility. It was emphasized that sterling patterns 
would be furnished in the order of application at the store 
on a first-come-first-served basis. To protect valuables 
used on the tables, it was pointed out that the tables on 
exhibition would be roped off and police protection 
would be provided during the hours of the exhibition. 
Although the exhibit was not to open to the public until 
Tuesday morning, Kruckemeyer & Cohn had secured the 
ballroom for Monday, as well, so that ample time would 
be available for competing clubwomen and silver com- 
pany representatives to set up their displays. 
Merchandise for silver companies’ exhibits was shipped 
directly to the hotel (to avoid transshipping from the 
store) by the Gorham Co.: R. Wallace & Sons; Inter- 


(Please turn to page 204) 


THE JEWELERS’ CIRCULAR-KEYSTONE 





hat makes a Sterling sale? 





As many different reasons as there are customers... 
a woman’s likes and dislikes, her home, her way of life 


REED & BARTON helps you solve the pattern problem 
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advertisement tells them they can see these Reed & Barton 


patterns only at leading jewelry stores and silverware departments. 
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WATCH FOR THIS POWERFUL REED & 
BARTON ADVERTISEMENT IN COLOR IN 
18 BIG NATIONAL MAGAZINES 














REED « BARTON 


STERLING 


REED & BARTON, SILVERSMITHS, TAUNTON, MASSACHUSETTS . SINCE 1824 
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WALLACE’S “THIRD DIMENSION BEAUTY” designs differ from all 






others you have ever seen. The imagination of a great designer, 


Reka Wa ba) 


William S. Warren, translated the masterful technique of full- 


~~ 


formed sculpture into the art of silvercrafting and produced designs 
of timeless appeal. Wallace Sterling, like sculpture, has °*“Third 
Dimension Beauty”... beauty in front, beauty in profile, beauty 


in back. 


== SS & hee Rees 8 


ONLY IN WALLACE STERLING will vou find this “Third Dimension 
Beauty”... this loveliness from every possible perspective. Wal- 
lace’s “Third Dimension Beauty” designs include Grand Colonial, 


Stradivari, Sir Christopher, Grande Baroque and Rose Point. 





WALLINGEORD, CONNECTICUT 
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*Accenting 
the Positive’ 
Points Up 
Store Specialty 


Sinee 1946, when he decided 
to eonecentrate on building 
his sterling volume, this 
jeweler has built up a wide 
reputation as headquarters 


for silver in his loeality. 


by ROGER LONG 


A POLICY of. selling sterling flatware on 
its merit alone, without the usual time payment induce- 
ments, “Silver Clubs,” etc., through a steady program of 
promotion and a large sterling inventory has enabled 
the Porth Jewelry Co., Jefferson City, Mo., to build up 
a reputation for this merchandise that has brought him 
a steady increase in sales volume. 

George M. Porth, head of the store. started out im- 
mediately following the end of the war to specialize in 
sterling flatware, on the theory that the record number 
of marriages toward the close of the conflict would 
continue. Therefore he arranged for a much heavier 
inventory. more patterns, and more intensive flatware 
promotion in 1946, and has been rewarded since, by 
getting “first calls” by scores of prospective brides in 
the Missouri capital city. 

To accommodate a larger number of patterns and 
additional sterling flatware inventory has required more 
space of course. In studying means of building the 
reputation which would make his store a “natural stop 
for silver” Mr. Porth was convinced that it is a mistake 
to concentraie all flatware in a single counter or knee- 
hole case at the rear—where they are usually seen only 
by customers who come in with that specific merchandise 
in mind. Therefore. one of his first steps when enlarg- 
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One of the two wall display units used to show wide pattern stock. 


ing to 50 patterns was to “spread flatware display at 
many points around the store.” 

In addition to the standard kneehole case and chairs 
at the rear of the store, Por:h’s now consistently dis- 
plays 23 or more patterns of flatware in two set-in wall 
display units immediately to the left of the store en- 
trance. As shown, the two wall cases contain four tiers 
of glass shelving, and measure 314 by 5 feet, ample 
space to show 16 display panels of flatware in either. 
Panels are lighted by concealed incandescent light, and 
slanted back slightly so that details of each piece can 
be clearly seen. Under usual practice, the flatware pat- 
tern leaders of one manufacturer only are shown in 
each case, this for the benefit of people who are brand- 
conscious and ask to see a_ particular product when 
shopping for flatware. 

Every store visitor is kept “flatware conscious” from 
the moment of reaching the front until she arrives at 
the rear. The neat rows of sterling flatware, with plenty 
of open space in front, prove a steady “traffic stopper” 
according to Mr. Porth. “Almost everyone who enters 
the store pauses to look at new patterns shown.” he says, 
“whether they came in for watch repairs, to buy a 
bracelet. or just to shop around. For that reason, we 

(Please turn to page 206) 
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POOLE QUALITY 
in an ICE BUCKET 


Never before such a value in Poole 
Quality Hollow ware! This new ice 
bucket was developed after a year 


of experimentation. The new liner 








is guaranteed against breakage, 
will be replaced without charge if 
there is any trouble with it. Will 
keep ice for 10 hours. Silverplated 
on copper with bright finish. Order 


it today, from your Poole wholesaler. 


RebBWA BL 





POOLE HELPS YOU SELL 
THIS NEW ICE BUCKET! 


With a big Fathers’ Day Promotion; an ad 
in Esquire's Fathers’ Day issue; a special 
newspaper mat for you; a brightly 
colored display card. Order these 
sales helps from your Poole whole- 
saler, Today! 


hn Cre’, 
$2¢,, “our NEWSPAPER MAT. 


: in, . 
Use it for more sales 


POOLE SILVER COMPANY 


TAUNTON, MASS. : ~~ Me / * plus Fed. Tax 
NEW YORK SHOWROOM — 366 FIFTH AVE. Sar, tay P 
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(raduation Promotion 
Makes Early Start 





Qn Tomorrows Customers 





Showing suggested gifts, windows of store 
were decorated in school colors and framed 
with photographs of graduating students. 


L AST YEAR about this time Jeweler Paul W. 
Walker of Elkhart, Indiana, was thinking about the youth 
market. “Wouldn’t it be wonderful,” he thought, “if 
we could touch the age group that in the next few years 
will be making diamond purchases and all the incidentals 
that go with a budding romance. First the boy shyly 
making that first purchase—a locket, perhaps, or com- 
pact for his new found love. Then a repeat customer for 
her birthday or Christmas gift. Then the all-important 
diamond sale and, following that, the shower and wed- 
ding gifts. By that time, of course, a customer with whom 
we are well acquainted.” 

The more he thought about it, the more certain Mr. 
Walker became that he should tap the youth market. The 
problem was—how ? 

The old graduation-picture-in-the-window stunt was, he 
admitted to himself, an excellent idea. The trouble was. 
it had been overworked. If he could give it some new 
sort of twist . . . With that, Mr. Walker began thinking 
and slowly, step by step, evolved a plan. 
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ELKHARTS - 


. FRIENDLY... JEWELER 


Phone 647 
S14 Se JMein Sieal 
ELKHART INDIANA 





The time is drawing near shen you will be re- 
ceiving your diploma as a 1948 graduate of 
Elkhart High School. I extend my congratulat- 
fons, and personal wishes for @ very successful 
future. 


I would like to give you, absolutely FREE, a 
graduation gift which you will cherish always. 

I have made arrangements with Mr. Lee Hickle, 
and one of your fellow graduates, Wilbur Losee, 
to make for you a beautiful photograph in your 
Cap and gown, (we will furnish the oap and gown). 
Your picture will be taken in the privacy of our 
new and beautiful diamond room 





Attached is your personal appointment card. If 
the time ia not convenient, please phone 667 and 
I will try to change the time for you. 


Ae a former graduate of Elkhart High School ay- 
self, I realize the coming weeks will be busy 
ones, consequently we have —_ your appoint- 
ment so that it will take but ew minutes of 
your time. Once again I want to assure you that 
thie gift ie absolutely FREE, and you are under 
no obligation whateeever. 


Hoping to meet ~~ persomally in the very near 
future, I remain 


Sincerely yours, 


Sarge 


Paul @. Walker 








Congratulatory letter sent out to the entire 
graduating class offering free photograph of 
students, drew 90 per cent of the graduates, 





Waiting for their photographs to be taken, 
students had the opportunity to get better 
acquainted with the store and merchandise. 


First of all, he wrote a letter to each member of the 
high school graduating class, extending his congratula- 
tions and offering to have the student’s photograph taken, 
in cap and gown, in his store’s diamond room. An appoint- 
ment card was included with the letter, and it was pointed 
out that if the hour was inconvenient, a more suitable 
time could be arranged. 

Response to this letter to the high school seniors was 
well over 90 per cent. As the students came in for their 
sitting it was explained to them that their pictures would 
be placed in Walker’s display windows until noontime on 
the last Saturday in May. At that time it was planned 
to hold a special Man-In-the-Street broadcast over the 
local radio station, the Seniors would be interviewed over 
the air, and claim checks, in addition to being honored for 
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THE EXQUISITE LOTUS motif 
of this ancient Egyptian goblet 
makes it a treasured collection 
piece in The Metropolitan 
Museum of Art, New York, 


modern 


lotus 





masterpiece | 
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See how the priceless 
beauty of this goblet 
from old Egypt is 





caught in Watson’s 
Lotus design. Watson 
Sterling is, inevitably, 
lovelier than ordinary 
silver because each of 
the 12 Watson patterns 
comes from master- 
pieces that have been 
famous for their beauty 
for hundreds of years. 


Watson Sterling is 
modern silver that 
gives you the beauty of 
design—the perfection 
of craftsmanship — 
that have distinguished 
the work of the world’s 


greatest silversmiths. 


Ask your jeweler to show 


you silver by Watson 
— manufacturers 

of sterling only — now. 
The Watson Company, 
1459 Watson Park, 
Attleboro, Mass. 


A complete 6-pc. place-setting 


costs as little as $25, 
federal tax included. 





SPRING 





PROMOTION 


Watson Features Lovely Lotus in the 
May 9th LIFE © April 30th CHRISTIAN 
SCIENCE MONITOR © June issue of 
SEVENTEEN © Summer Issue 

BRIDE’S MAGAZINE... 


this proven-profitable way. 


First — run one or more Watson dealer 
ad mats in your local paper over your own 
name when the national ads appear. Show 
people in your community you carry this 
beautiful Watson Sterling. 


Second — make this tie-in still more 
effective by using reprints of Watson ads 
as counter displays — by showing Watson 
Sterling silver prominently in your windows 
and counters. 


Remember, continuous Watson advertis- 
ing in LIFE, SEVENTEEN, BRIDE’S MAGAZINE 
and the CHRISTIAN SCIENCE MONITOR is reach- 
ing over 38 million potential customers, 
including every bride whose engagement is 
announced in your local papers. Many of 
these people in your area will want to know 
where they can see Watson Sterling. It 
will profit you to tell them! If you’re mis- 
sing any of the 24 free Watson dealer mats, 
write for them today. The Watson Company, 
859 Watson Park, Attleboro, Mass. 


Pride Four sic Watson national ads running at 3 
yourself this time give you a real opportunity for r 
in this increased sterling sales. Tie your store in ¢ 
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MODERN SILVER WITH THE BEAUTY OF OLD MASTERPIECES 


TRACE 


& = STERLING 






Nationally Known As MODERN SILVER WITH 
THE BEAUTY OF OLD MASTERPIECES 
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We Wish To Extend 
Congratulations To The : 
Senior Class Of 1948 WALKER’S special man on the street 
broadcast for SENIORS 

TO THE LUCKY GIRL GRADUATE - - - 4 : / 

14K Solid Gold GRUEN CURVEX ‘ 
ALKER Wrist Watch : on 
ye ie TO THE LUCKY BOY - - - = (| 

14K Solid Gold LORD ELGIN a} O- 

— ABSOLUTELY FREE — ; | go G 

an SATURDAY MAY 29, 1948 115 P.M. , 3 5 
YOU MUST BE PRESENT TO WIN : 





Student's claim check for photo- 
~— was also used for drawing 
or the boy's and girl's watches. 








| 3. Special Prizes And Gifts. mn 
| Senior Pictures Will Be Taken rom 
' Windows And Given FREE To Each Graduate. 
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be awarded as prizes in the drawing 





(Please turn to page 208) 
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Full pages in full color in: 
LIFE 
SATURDAY EVENING POST 
TIME 
ESQUIRE 

N.Y. TIMES MAGAZINE 
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We're telling the whole family about 
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a new kind of gift...your Father’s Day feature 


ONSON: 





Every man who sees it wants it...and 
everybody wants to give it to Father! 


We're telling them all about this sensational 
new Ronson Penciliter in this full-color, full- 


page advertisement appearing in: Get ready for big business on this sure-fire 
a gift feature. This brilliant Ronson Penciliter 

Publication Readers Date comes in 2 styles: 

LIFE 27,572,000 June 13 (onsale June 10) 2) 14K Gold Filled, $15.00 (plus tax). 

SATURDAY ° , : 

EVENING POST 15,702,000 June 4 (onsale June 1) Plated with Rhodium, a precious, 


non-tarnishing metal of the platinum group, 





TIME 3,386,000 June 6 (on sale June 2) 

ESQUIRE 1,822,850 July (onsale June 8) $10.00 (no fed. tax). 

N.Y. TIMES Exciting promotional material is all 

MAGAZINE 2,412,614 June 12 ready for you. Spectacular display and selling 
Total 50,895,464 aids are yours for the asking. Write to Ronson. 


RONSON ART METAL WORKS, INC. « NEWARK 2, N.J. 
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Large Pattern Inventory 
Assures Sterling Customers 


Store's sterling is 
kept separate from 
plated ware. Shown 
here, sterling  sec- 
tion occupies space 
20 by 12 feet in a 
bay at left of the 
entrance to store, 


F. D. Fogg & Co., Albuquerque, N. M., jewelry 


firm, makes a strong bid for sterling trade 


with 75 active patterns in firm’s new store. 


by R. A. LATHAM 


A LARGE STERLING flatware inventory em- 
bracing 75 patterns, plus specially-designed display cases, 
furniture, and a convenient bookkeeping system are all 
part of the heavy merchandising emphasis which F. D. 
Fogg and Company, jewelers of Albuquerque, New 
Mexico, have laid on sterling flatware for 1949. 

“We were never really able to put the proper punch 
into sterling promotion until we moved into a new 
downtown location last year,” F. D. Fogg, partner with 
E. A. Gabriel in the store’s management, said, “chiefly 
because of space limitations, insufficient window area, 
and other drawbacks. In moving into our new store, 
however, we carefully planned its layout to permit one 
of the city’s largest sterling departments.” 

The beautiful new Fogg store is L-shaped, with a 20 
x 12 foot bay on the left immediately upon entering the 
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Store is a heavy user of 
newspaper space an 

averages at least one ad & 
week throughout the yer. 
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store. This area, first to be seen by incoming visitors, 
is a “natural” spot for sterling, according to Mr. Fogg. 
and is devoted exclusively to this merchandise. All plated 
ware is shown elsewhere, in the long side of the building. 
Similarly, nothing but sterling flatware and hollowware 
appears in the five windows flanking the short arm; plated 
ware displays are kept to the right side. This “divorcing” 
of one from the other was Fogg’s first important merchan- 
dising step. 

“We feel that the side by side presence of plate and 
sterling is distracting to the customer,” he pointed out, 
“with the variation in price and pattern too likely to 
confuse the issue.” 

Prior to the move, Fogg and Gabriel spent almost a 
year in accumulating 75 patterns of sterling flatware on 
the theory that this impressive lineup meant that no cus- 
tomer would be lost through the store’s inability to ser- 
vice her. The wide range of choices involved, of course, 
meant that much more display space than is normally 
used had to be incorporated in the flatware department 
fixtures. 

This problem was solved through construction of two 
custom kneehole display cases with low-backed chairs 
set so the tops of the cases are in full view of the shopper. 
The cases are set at right angles in the right rear corner 
of the flatware department. As shown, these include sev- 
eral unusual features. First, each accommodates 24 pat- 
terns on velvet-topped trays smaller than customary. 

‘“‘We made this possible by showing only four pieces of 
each pattern instead of the customary six,” Fogg stated, 
“which in turn meant that each display unit could be 
much smaller. We’ve found no real need for six-piece 
pattern displays, and it is simple to add the extras from 
drawers on either side at the rear.” 

To get maximum visibility into each case, Fogg de- 
veloped a two-level tray. Each unit shows one pattern 
flat at the front, and a second pattern elevated one inch 
at the rear—the second row getting as much attention 
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as the first. Ten feet away from the case, each row js 
distinctly seen. 

Distribution of patterns also came in for some carefy 
planning. Instead of mixing up the patterns, Fogg keeps 
all of the more severe, plain patterns in the right hand 
case, the samples being more ornate as the eye moves 
from right to left, with the most ornate varieties concep. 
trated in the left end of the left case. 

“We ask the customer whether she prefers a graceful, 
simple pattern or a fancier variety,” Fogg says, “and 
when she states her preference, we can quickly narrow 
her inspection down to the right area in either case. This 
eliminates much waste time and motion in finding a pat: 
tern to please the prospective customer, most of whom 
have well defined ideas of what they want.” 

All accessory pieces, literature, booklets, etc., are kept 
in drawer cabinets behind the counter, neatly classified 
in heavy kraft envelopes which are marked with the name 
of the pattern and the pieces therein. Thus when the 
customer shows a liking for a particular pattern, it js 
simple to find the butter knives, soup spoons, etc., to 
match in tarnish-proof paper inside the corresponding 
envelope. After being shown, the accessory pieces are 
carefully rewrapped and replaced in the envelope. 

“No sterling customer likes to wait while the salesman 
searches through drawer after drawer for the pieces she 
wants to see,” the jeweler stated. “It requires only a few 
seconds to make up the entire place setting with this 
system.” 

With this impressive mass display of patterns in place, 
Mr. Fogg’s next move was to set up a complete “file 
book” made up in the store office, which is kept on each 
kneehole case. Neatly typwritten, the file book is a small 
leather looseleaf type, and contains on each page listings 
for each pattern carried, with price. and number of pieces 
on hand. 

“We have found this invaluable in preventing disap- 


(Please turn to page 201) 


Plated ware is shown 
in a separate depart- 
ment on long side of 
store entirely segre- 
gated from sterling. 
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ever yone 


can afford 


a Canterbury Lighter Set for table 
and desk. 
Table lighter, with the famous Evans 
automatic mechanism, a matching 
cigarette urn and two fluted ashtrays, 


all extra heavy silverplate, 


to retail for only $4950" 





H..: what you get in the 
Canterbury Lighter Set. 


@ Graceful Queen Anne styling 


eres Sr 8 © & 


e@ Extra heavy silverplate 


@ Positive, smooth performance 











@ Dependable, fully automatic action 
e Long-life guarantee 
@ Truly luxurious gift packaging 
@ Extra large fuel capacity. One filling 
replaces a carload of matches ! 
anterbury styling... 
Evans dependability ... 
combined to produce the Canter- 
bury Lighter Set— to make every 
home more beautiful; every office 
more distinctive! 
Retail Dealer’s Cost 
No. 200—Four piece Table Lighter Set $12.50* $7.50 
No. 300—Table Lighter, packed individually... 8.95 * 9.39 UFititiswttes 
*Plus 20% Federal Tax Order from your wholesaler to-day, or write SILVERSMITHS Y 





he Canterbury Silversmiths, Inc., 617 — 62nd Street, Brooklyn 20, N. Y. 
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2. Ladies’ Billfold 








5. Men's Expansion Band 


194 





3. Kitchen Clock 


CHECK THESE ITEMS AGAINST YOUR INVENTORY 


[] 1. This model of Tosca Ring Watch has hinged cover which 


opens to reveal dial. For either men or women, watch is 
of 14K yellow gold with 1!7-jewel, 5-ligne movement. Price 
$48, from Ring Watch Co. of America, 220 5th Ave., N. Y. 


2. Ladies’ billfold #486, in six colors of calf-finished 
cowhide, is fitted with Haverstick ball-point pen. About 
$12.50 retail. A. C. Thomas & Co., 29-33 W. 30th St., N. Y. 


3. New model 2HI9 electric kitchen clock from Telechron, 
Inc., Ashland, Mass., has a plastic case of red or white 
with a four and a half inch dial. Will retail for $3.98. 


4. “Lasting Spring,"’ new Heirloom sterling flatware pat- 
tern by Oneida, Ltd., has tip-to-tip design with bowl of 
spoon representing an oval bulb, the handles, the stem, 
ending in the dimensional modelling of the spring buds. 


5. Longer stretch, thinner links and less servicing due 
to a new type of riveted construction are claimed for 
the new "Trent expansion watch attachment for men. In 
1/20 12K gold filled, faced with stainless steel. To re- 
tail at $11. Made by the Hadley Co., Providence, R. I. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








as essential fo a WEDDING 
as the BRIDE... 


GIFTS of HOLLOW WARE 
by POOLE 


A long lasting useful gift is an essential part of every 
wedding. With Poole Hollow ware in your store, you 
can meet the gift requirements for all occasions. 
People will be asking for Poole Hollow ware in 
increasing numbers because it’s nationally adver- 
tised. Our salesmen will gladly show you the 
entire Poole line, or if you want information 
before they get to see you, phone, wire or 

write us. 


Shown above is Poole’s new 


AMERICAN TEA SERVICE No. 6004 
to retail at $90.00 plus tax 


pale 


(Wholesale Je weler 5 


Established 1814 
817 CHESTNUT STREET, PHILADELPHIA 7, PA. 


H. 0. HURLBURT & SONS C 
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4. Child's Silver Set 





5. World Clock 
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1. Ladies’ Automatic 











3. Alarm Timer 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


|. Just introduced by the Eterna Watch Co., 580 5th Ave., 
New York, is the ‘Eterna-matic,” new 17-jewel self-wind- 
ing watch for women. Automatic winding mechanism works 
in a 360° circle, clockwise or counter-clockwise, using a 
microscopic ball bearing mounting to minimize friction. 


2. 14K gold powder box and lipstick are set with either 
rubies or sapphires. Made by Gutenstein Bros., 18 E. 53rd 
St., N. Y., the box retails for $470; the lipstick $260. 


3. "Long Ring Minute Minder," portable timer made by the 
Lux Clock Co., Waterbury, Conn., has a 15-second alarm in 
a die-cast baked white enamel case. Retails for $4.95. 


4. Four-piece children's companion set of matching 1847 
Rogers Bros. silverplate in Remembrance and First Love 
patterns of The International Silver Co., Meriden, Conn. 
Retails for $7.45 including tax on cup and napkin ring. 


5. Angelus ''Multitime" by Mercury Clocks, Inc., 37 West 
57th St., N. Y. 15-jewel alarm with automatic calendar 
and moonphase; separate globe giving time all over world. 
Gold finish in leather case. $195 retail including tax. 
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She reads 

House Beautiful 
because she likes 
beautiful silver 
and she buys more 
silver because 


she reads 


House Beautful 


The magazine that creates 
more Sales Action 















House Beautiful Retains 
Advertising Leadership 


Active Home Market Continues 
to Produce Outstanding Results 


Publication of total advertising fig- 
ures for all magazines during 1948 
revealed that, for the sixth consecu- 
tive year, House Beautiful again led 
all magazines in advertising space 
devoted to home furnishings. The fig- 
ures for the eight leading magazines 
as reported by PIB are: 


House Beautiful 557.3 pages 


House & Garden 440.3 “ 
Better Homes & Gardens 276.2 “ 
Ladies’ Home Journal 232.8 “ 
Life 203.7 “ 
Good Housekeeping 188.9 “ 
American Home 141.2 “ 
Saturday Evening Post 97.0 “ 





This continued leadership en- 
dorses the fact that the active market 
represented by House Beautiful is a 
primary source of sales for manu- 
facturers of home furnishings and 
equipment. The unique editorial 
formula of House Beautiful is aimed 
directly at families who have a desire 
to improve their living conditions. 
The tunction of House Beautiful is 
to fan this urge into action at the 
point-of-sale tor all types of home 
merchandise. Its ability to create this 
Sales Action is also borne out by the 
advertising leadership House Beauti- 
ful enjoys in subclassifications of 
home furnishings. 

Here is the record for 1948: 





Pages Lead Over 
1948 2nd Mag. 
China, Glass & Pottery 65.2 14.1% 
Silverware & Metal- 
ware 62.7 27 2% He reads 
Furniture 184.9 17.9% H. an. 
ouse Bed 
Floor Coverings 72.3 2.6% utiful 
Carpets & Rugs 56.3 17.3% because he sells 
Draperies, Curtains & 
Upholstery Fabrics 70.7. 34.8% beautiful silver 
Beddings & Linens 75.2 16.3% 


and he sells more 
silver because 


he reads 
House Beautiful 
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x % DON’T LET YOUR WIFE READ s % 
= ¢ HOUSE BEAUTIFUL unless you want % g 
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Helping Her Choose the ‘Right’ Ring 


A clever idea which has helped Carl Hirsch, jeweler, 
in Biddeford, Me., to sell many more engagement and 
wedding rings consists of “giving the man in the case 
a helping hand.” 

Most prospective fiances, Mr. Hirsch has found, are 
almost entirely unfamiliar with engagement rings, and 
are a bit fearful over the prospect of bringing the girl 
around to make a choice; reluctant because they are 
afraid that the bride-to-be wall be attracted by a ring too 
expensive for the budget or will choose an odd-style which 
the fiance doesn’t like. 

To make the choice of the ring easy for the purchaser. 
Mr. Hirsch hit upon a clever idea—which is to let the 
prospective fiance come in, make a selection of rings 
which he likes in the proper price range, and then dis- 
play these in the window of the store. The prospective 
bridegroom may choose as many as two dozen rings from 
which he would like his fiancee to make a selection, and 
all of these will be shown in a ring-tray in the window. 
just as part of the regular display. 

Having pre-arranged this display, the man can thus 
bring his fiancee casually past the store, and invite her 
to look over the ring display in the window, and choose 
the type she likes best. Invariably, the girl will find the 
diamond which appeals to her among the selection, and 
either hint or frankly ask for that specific type. 

Inasmuch as all of the rings shown in this “special dis- 
play” are within the prospective husband’s income and 
will fit his choice well, this idea has “gone over with a 
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bang, according to the Maine jeweler. Literally dozens 
of young men contemplating marriage have been “tipped 
off” to the idea by their friends, and show no hesitation 
whatsoever in asking the store to co-operate with them jp 
thus both pleasing the bride-to-be, and keeping the pur. 
chase of the engagement and wedding ring within their 
means. 

Going a little farther with helping prospective husbands. 
Mr. Hirsch likewise gives out booklets on the tradition 
of engagement and wedding rings, which give complete 
information on diamond prices and values, matched sets, 
etc., so that the prospect may learn all he needs to know 
about “the ring problem” quickly. 





New Idea in Staff Control 


(From page 154) 


ment for “our shop.” The expression sounds so much 
better than “the place where I work’—an expression 
which is seldom on the lips of people who are happy in 
their job and enthusiastic about what they do. 


WHAT ONE ENTERPRISING EMPLOYER DID 


Some years ago | was asked to write a retail-selling 
course for an establishment which had several branches, 
[t says much for the keenness of the employees that those 
who took the course—and this was not obligatory—paid 
part of the expenses out of their own pockets, and I was 
amazed at the standard of excellence obtained in the 
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AMERICAN PLATINUM WORKS 


231 NEW JERSEY R.R. AVE... NEWARK 5, N. J. 
NEW ENGLAND REPRESENTATIVE: GEORGE E. SISTRAND, PROVIDENCE. HOpkins 9027 
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answers to the questions which were put during an oral 
and written examination at the completion of the course. 

The owner of the business, on his own part, defrayed 
two-thirds of the cost, and even arranged that the lessons 
be given during working hours. Diplomas were issued to 
those who qualified by obtaining a certain percentage of 
marks, and a silver “star” was presented to the most 
successful student at each branch, to be worn either as a 
brooch or in the coat lapel. As a result of this enterprise. 
there was a marked improvement shown in the efhciency 
of the employees generally, while the establishment bene- 
fited not only in its actual receipts, but also in the matter 
of time- and waste-saving and other economies, besides 
enhancing its reputation for good service. 


EMPLOYEES WITH A GRIEVANCE 


One of the greatest drawbacks to loyalty and enthusi- 
asm is experienced when members of the staff are suffer- 
ing under a sense of grievance, real or imaginary. Noth- 
ing saps the zeal of an employee so much as the feeling 
that he (or she) has been “‘done wrong,” and it is not to 
be humanly expected that such a person will put their 
best efforts forward until the grievance has been put right. 

The inclination is to sulk or, worse, to ventilate the 
grievance to all and sundry, and the feeling may become 
contagious throughout the establishment, and may even 
spread to the other side of the counter. Usually. the 
employer does not hear of the trouble unless and until it 
has reached such proportions as to become inimical to 
his best interests; so it will be all to the good if it be- 
comes generally known and felt that he is a man who can 


be approached without fear, and one who would much 
prefer an assistant to speak his mind than to go about his 
work with his mind unsettled by a sense of injury. And, 
believe me, the employer who, if he is in the wrong, can 
so unbend as to make due restitution, either by act or 
apology, is the sort of fellow who will deserve and gain 
the respect and admiration of those working for him. 


HOW TO KEEP THE STAFF INFORMED 


| have already stressed the importance of salesclerks 
knowing their merchandise, and of their being kept in- 
formed of the selling points of the articles stocked. To 
further this end, they should have ready acéess to all 
trade and technical journals relating to their work. Where 
the staff is not numerically large enough to justify the 
purchase of more than one copy of each trade journal, a 
slip should be attached to the front cover of every copy as 
it comes in, and the magazine can then be passed in rota- 
tion of seniority to every member of the staff, who will, 
in turn, initial the slip to the effect that the publication 
has been seen by them. 

The discerning store owner will apply the same method 
to other journals which, although they may not be di- 
rectly connected with the particular trade in which the 
shop is concerned, may have a general bearing on retail 
selling. Also, the provision of a small library for the use 
of the staff is recommended. This should be made up of 
some of the many excellent books on retail selling, sales- 
manship, shop management and organization. * * * 

Such practical encouragement as has been suggested or 
outlined in this article is on all-fours with the spirit actu- 














Georgian Style - Hand chased 


H.\ACKS &< SONS 


BROOKLINE, MASS. 


56 W. 47th St. 





712 So. Olive St. 
LOS ANGELES 
225 N. Michigan Ave. 
CHICAGO 
Santa Fe Bldg., 2nd Unit 
DALLAS, TEXAS 


NEW YORK 












































TEA and COFFEE SERVICE - NO. 303 


1355 Market St. 
SAN FRANCISCO 


BEAUTY .. . eu 
of the PAST ... and 
Leward te FUTURE 


Faithful reproductions of authentic 
Sheffield patterns . .. distinguished by 
superior design and workmanship... 
backed by a reputation for quality 
maintained for more than half a 


century. Ask for information on the 


SILVER BY SACKS line. 


All items are silver on copper 
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COMPLETELY REVISED EDITION 


The JEWELERS’ 
DICTIONARY 


The JEWELERS’ DICTIONARY is the first complete 
lexicon of terms used in the jewelry trade. Easily 
understood definitions and hundreds of illustrations 
explain clearly thousands of words and terms cov- 
ering Diamonds and Gems—Gold, Platinum and 
Plated Jewelry—Watch, Clock and Jewelry Repair 
Work, etc., etc. 





Compiled by outstanding authorities—each a 
specialist in some particular branch of the industry. 


, Soon 
uw 
PLACE YOUR ORDER FOR 


EARLIEST POSSIBLE DELIVERY 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42ND ST. NEW YORK 17, N. Y. 

















sn Aristo SPECIALTY 
THAT MEANS Business / 











The Calendar Wrist Watch. 
Shows at a glance the month, 
the date, the day of the week 
and the phase of the moon. 
17 jewel movement with sweep 
second hand. Choice of plain 
or luminous full number dial. 
Order via the handy coupon 
below. 


sy —- 
n steel case .. 
Keystone $70.00 


Aristo import Co.. INC. 


630 STH AVE., ROCKEFELLER CENTER, N. Y. 20 











Aristo IMPORT CO., INC. 
630 5th Ave., N. Y. 


Please ship via .................... 


Terms 2% ten days 
net 30 days 


Or en) Ce #600 at $70.00 Keystone 
[] Plain dial [-] Luminous dial 


Please send catalogues of complete Aristo line 























ating discerning merchants of today in the SuperVision 
and training of their staffs. It undoubtedly makes for 
happier working conditions by engendering a higher de. 
gree of loyalty and enthusiasm, and by tending to forge g 
closer link between employer and employed, to the advan. 
tage of all concerned. 





Helping Salespeople Click 


(From page 148) 


aggressiveness and the ability to get things done; (7) re. 
sourcefulness and the will to work constructively; (8) 
tact to get along with others on both sides of the counter: 
(9) average or above-average mental ability without be. 
ing smart-aleck; (10) skill in using correct selling tech. 
niques. 

To be a good leader, a builder-upper of others. these 
are the traits that count most in the jewelry store: 

First, make clerks and salespeople feel important; help 
them realize there are opportunities ahead and room for 
advancement. 

Second, encourage people to improve themselves and 
then help them to accomplish it. 

Third, recognize meritorious work promptly (not after 
long delays) and reward it properly. People can’t stay 
with you for love alone these days: fair pay counts. 

Fourth, know and understand your different employees 
—their problems, their families, their hopes and ambi. 
tions. This helps keep them faithful when they might be 
tempted to seek greener pastures elsewhere. 

Summed up, help your helpers along and thev will give 
you more appreciation than the legendary “red apple for 
teacher’—they' ll add to the good reputation of your 
jewelry store and theyll make music with the cash 


register. 





Student Designers 


(From page 150) 


the training received from him. The designs accompany: 
ing this article, which quite clearly reveal considerable 
talent in jewelry design, are proof enough of why these 
students are able to attain such high posts in the trade. 

The work of the students was exhibited on April 7 at the 
Mechanics Institute, 20 West 44th St., New York, witha 
private showing for members of the trade during the 
afternoon and in the evening, open to the public. 

Graduation exercises were held on Monday evening, 
April 11, at the United Engineering Societies Building, 
29 West 39th St., New York, with an address given the 
graduates by Evald B. Lawson, President of Upsala Col- 
lege, of East Orange, N. J. 

During these exercises prizes were awarded to those 
students who were considered to have shown the most 
advancement during the course and for superiority i 
achievement in the work they submitted. These were as 
follows: 


Victor Neher, first prize; William Kroh, second; Wal 
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Pattern Inventory 


(From page 192) 


pointments and in promising delivery on open a0" 
patterns, he stated. Every piece in each pattern is 
listed. with a number written in a column in front which 
shows how many of that particular item we have in 
stock. Whenever a sale is made, it is the responsibility 
of the salesperson to erase the number indicating those 
left in stock, and write in the new number, subtracting, 
of course. those he has just sold. In this way, we never 
promise eight teaspoons to a customer only to find that 
we have only six left, or ambitiously offer a complete 
service for 12 when there are not enough pieces of any 
item left to make good on the promise.” 

There are as many as 24 listings on a single page. each 
siving full price with tax included per piece and per 
setting. In addition, the listings are marked “BB” where 
the stock is in the basement silver room, or “F”’ for the 
floor. signifying that the extra stock is in the department. 
This aids in swift service where the customer wants to 
take the sterling with her immediately. 

“We also keep a group of chests already made up in 
the most popular patterns,” Mr. Fogg said. “maintained 
in drawers at floor level in the rear. It is not unusual 
for a wealthy customer to decide at once that she wants 
a complete table service of a desired pattern—and if we 
can produce it in a matter of minutes, she is always de- 
lighted. There have been several occasions in which this 
practice has brought us appreciative comment and new 
customers referred by pleased purchasers.” 

The L-shaped kneehole desk layout is backed up by 
seven large wallcases devoted entirely to hollowware. An 
unusual feature is their silver-paint background. 


BACKGROUND COMPLEMENTS SILVER 


“We experimented constantly until we hit on this idea,” 
Mr. Gabriel interposed. “We found that sterling didn’t 
show off to best advantage under ordinary fluorescent 
light until we painted the case interiors with ordinary 
silver or aluminum-finish paint. This is combined with 
blue fluorescent lamps, to give a sharp contrast and better 
eye appeal than any other color or method of lighting 
we have tested.” The rich silver background contrasts 
effectively with the dark wood of the display cases and 
wallcase frames. 

That’s the physical setup which has boosted sterling 
sales impressively for the New Mexico jewelry store. 
Equally well worked out is the promotional program 
which occupies a major spot in Fogg’s merchandising 
efforts. 

“First, we believe strongly in the bride’s book system,” 
Mr. Fogg said. “Like other jewelers, we watch the local 
papers, and when engagements are announced, send the 
girl a bride’s book which answers many of her wedding 
questions. Frequently we use the telephone to invite her 
to visit the store and let us show her the sterling she will 
need. Our marriage picture has been excellent, slightly 
below the 1947 figure. but still ample to create a fine 
sterling flatware market.” 

Mr. Fogg helps this along by occasionally sending out 
an expertly trained saleslady from the store, who visits 
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GREGG SILVERPLATE 


Built and Growing on 


VALUE 





Top Hat Cigarette Urn. Stock #790 Holds 
20 king or regular size. Miniature of old 
fashioned silk hat, cocked at a rakish 
angle. Diam. at top 3%", depth 2!/,". 
Heavy silver plate on copper. Individu- 
ally packed in anti-tarnish gift boxes. 
Suggested retail price $4.00. 





Sugar and Cream, Stock #II!1, 2%” high, 
3'4,'" diameter (exclusive of spout and 
handles), mirror finish outside, brush finish 
inside. Excellent value. Individually 
packed in tarnish-resisting boxes. 


Gregg hollowware combines traditional 
good taste and finest craftsmanship. For 
a line with eye appeal and pocketbook ap- 
peal, you needn't search any further. Here 
are coffee and tea sets, water pitchers, 
flower vases, waiters, trays and 
bowls. Send for prices. 


Susy gioorba fh 


TAUNTON, MASSACHUSETTS 
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You score three ways when you buy old 
gold, silver and platinum. (1) You perform 
a helpful service to the public and to the 
Jewelry Industry — (2) You add to your 
business a year-’round source of profit — 


(3) You bring people into your store under 
conditions favorable to making new sales. 
But, to make sure of getting your*full share 
of profit, do as thousands of Retail Jewelers 
do regularly —send the old’ gold, silver and 
platinum you buy to Handy & Harman. 
Prompt and consistently high returns 
are the reasons. 


TRY THIS "ACE" SERVICE 


with your next lot and see the difference. 


, STROKE , 












PRECIOUS METALS REFINERS AND MANUFACTURERS 
1900 WEST KINZIE ST., CHICAGO 22, JILL. 
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sorority houses at the University of New Mexico, ego. 
nomics classes, etc., with a suitcase full of sterling flat. 
ware samples. For the benefit of the girls, the F ogg rep. 
resentative sets tables, answers questions, and traces the 
history of outstanding patterns. While opportunities of 
this type are limited, the store makes the most of each 
one and has a waiting list of future “lectures” of the kind. 

When the prospective bride picks a pattern, Fogo’. 
asks permission to display it with an engraved card bear. 
ing her name on the special “bride’s table” in the center 
of the sterling department. Few refuse and there’s al. 
ways two or three place sittings on a white-clothed table 
near the door. 

“At night we move this behind the all-glass entrance, 
so that more local residents can see what the engaged gir] 
has chosen, ” Mr. Fogg said. 

Registration of the pattern, followup of guests, and 
keeping a check on number of pieces sold are all carried 
out in the standard system by the Albuquerque jewelry 
store. Cards are kept active for each bride for one year, 
after which they go into a deadfile for permanent record. 
This helps husbands pick out the right anniversary gift, 
relatives to choose Christmas sterling presents, etc., and 
will grow increasingly valuable into the future, according 


to Mr. Fogg. 


NEWSPAPER ADVERTISING IMPORTANT 


Fogg’s is an extremely heavy user of newspaper dis- 
play ads, and averages an ad once a week or oftener 
through the year. One leading pattern from each manv- 
facturer is shown in each ad to give the reader an idea of 
the versatility of the stock, and to apportion appeal of 
the patterns. 

“We're simply playing up the idea that we are a logical 
sterling silver headquarters,” Fogg pointed out. “Once 
in a while we use single-pattern space, but for the most 
part. every ad will indicate that we have all famous 
brands in stock and that we can be depended upon to 
supply anything the customer wants in either flatware or 
hollowware.” 

Incidentally, every newspaper ad has a mail-order box 
included, to take advantage of contacts with wealthy 
ranchers and stockmen through the state. 

“Our newspaper covers most of the state,’ Mr. Fogg 
said, “with the result that we do a good sized mail order 
business.” 

This Albuquerque jewelry store carefully devotes extra 
effort to selling these “remote customers” with personal 
service. Where the customer desires, either Mr. Fogg or 
Mr. Gabriel will drive long distances to show sterling in 
the prospect’s home, making an advance appointment. 
Last fall Mr. Fogg drove 85 miles for one such sales. 
while Mr. Gabriel covered 150 miles for a similar trans- 
action. Each trip resulted in more personal contacts and 
good will leading to later sales. 

“Naturally we don’t concentrate on this kind of selling,” 
Fogg said, “but where large orders are involved, we're 
glad to cooperate.” 

Results of this intensive promotion have been excellent, 
according to Mr. Fogg. Despite a large amount of door- 
to-door silver selling going on in Albuquerque, Fogg’s 
has seen sterling sales rise so rapidly that the department 
now ranks second in the store’s gross volume, and may 
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even surpass that standing in 1949. Where formerly the 
store made only an occasional sterling sale in the old loca- 
tion it now handles a steady traffic of flatware prospects. 
Additional silver department personnel are being cur- 
rently trained for handling the heavy traffic of the de- 
partment. . 

A final touch which has helped to convince prospects 
to buy sterling over plated flatware is steady emphasis 
on the slogan “It Costs No More than ’44” which Fogg's 
plays up in window display cards and advertising. “We 
continually push the idea that sterling value is steady and 
a good buy” the jeweler summed up. “Only a few cus- 
tomers are aware that prices have not risen sharply.” 





Inactive Patterns Bring in Delayed Sales 


Through carefully running special display ads which 
list replacement sterling flatware on inactive sterling pat- 
terns, A. J. Stark & Company, jewelers at 1536 Glenarm 
Place, Denver, Colorado, have managed to make many 
additional sales. 

The 70-year-old Denver store, which has been selling 
sterling flatware from six nationally-advertised manufac- 
turers’ lines during most of its existence, has found a high 
percentage of “unfilled settings’ among purchases made, 
running back as far as 30 or 40 years. 

“Most of these unfilled table settings still represent a 
market, providing the family is still in the area,’ Murray 
E. Stark, one of two brothers who operate the store, 
stated. “By sporadically running newspaper ads which 
inform the public that we have pieces for inactive pat- 
terns on hand, we have frequently sold additional pieces 
for sets which were begun decades ago.” 

A typical display ad, two columns by four inches, was 
headed “Special Announcement.” Below, a subhead reads 
“The Gorham inactive sterling patterns.” In paragraphs 
following are listed two groups. In group one, copy states 
“The following name patterns may be filled in now by 
placing your order before November 30 for delivery be- 
ginning April, 1949. Followed a list of names of inactive 
patterns. 

In the next paragraph, similar patterns are listed, stat- 
ing that the customer must place orders before March 31, 
1949 for delivery before August, 1949 of a dozen other 
patterns. The ad states that deliveries will be made in the 
order received and asks customers to bring in a sample 
of knife blades for matching up. In group three are listed 
for immediate delivery a number of patterns. 

These ads have had an excellent effect on sterling silver 
sales, inasmuch as many customers who come in to pick 
up three or four missing pieces for their original sets, are 
often attracted by sterling hollowware, other patterns of 
flatware, etc., to make additional purchases. Some cus- 
tomers, who have moved away from the city, but continue 
to take Denver newspapers by mail, have written in for 
extra pieces, an example of the far-reaching advantages 
of the ad. 

“Ads such as this have also helped us to maintain con- 
tact with customers whom we have not seen for many 
years,” Mr. Stark summed up. 





Chester Blair, Lubbock, Texas, jeweler, can repair a 


watch while blindfolded. 


ror May, 1949 
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ENLARGED 
TO SHOW 
DETAIL 


ORDER #1536M) 
2-2/3 CTS. 


GENUINE ZIRCON RING 


Typical LB value, set with 
two 1-1/3 ct. fine, first quality 
white zircons in all white or 
all yellow 14k gold mount- 
ing. An excellent buy...a 
creat profit-maker. 





MANUFACTURERS AND ORIGINATORS 


2 WEST 47 ST., NEW YORK 19, N_Y. 
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Table Setting Contest 


(From page 180) 


national Silver Co.; Samuel Kirk & Sons; Rogers Lunt & 
Bowlen; Frank M. Whiting; Frank Smith Silver Co.; 
Heirloom Sterling, Oneida, and English Silver Mfg. Co. 
By 6 p.m. on October 25th the show was ready to open 
and hours were set at 1] a.m. to 5 p.m., and 7 to 9 p.m. 


As it was essential to retain the good will the show was 
expected to develop, impartial and competent judges were 
required for the contest. Kruckemeyer & Cohn was very 
fortunate in securing, through personal contact, three 
leading home economics experts: one from the Southern 
Indiana Electric & Gas Co., one from the International 
Harvester Co., and the head of the home economics de- 
partment at Evansville College. These ladies developed a 
point system, based primarily upon originality, beauty 
and appropriateness of setting. 

Naturally, the members of the women's clubs became 
extremely interested in the event and, as a result, flocked 
to attend. In addition. members of the home economics 
classes of schools within a 60-mile radius also attended. 
It had been announced that store representatives would 
meet classes at the show during hours it was not open to 
the public, and students arriving by chartered buses were 
inspecting the displays from 8:30 a.m. on. 

A total of 6,000 people visited the Silver Show during 
the two days and nights. Attendance grew as word of 
mouth advertising took effect. On the last evening, people 


were lined up across the lobby of the Hotel McCurdy 
waiting to take the elevators to the eighth-floor ballroom, 

The sight of gleaming silver holiowware against the 
walls, and the rows of beautifully-appointed tables set by 
the women’s clubs made a scene of beauty Evansville 
people still talk about. Members of the clubs had, of 
course, used their most cherished linens, china and crystal 
in arranging the tables, and these were heightened by the 
addition of sterling place settings loaned by the Krucke. 
meyer & Cohn firm. 

Prize winners were announced on the second day of the 
Show. The judges had been asked for a sealed verdict, 
which was given, and the envelope was not opened until 
the announcement was made over the hotel’s loudspeaker 
system. 

In order to secure a mailing list of people interested in 
silverware. Kruckemeyer & Cohn offered a set of plated 
flatware as a door prize. In order to compete for this prize 
it was necessary for each visitor to fill out an entry blank 
which asked for name and address, present silver pattern, 
and pattern preference. 

In accordance with the announcement, sales were not 
solicited at the silverware show, but company representa- 
tives did take orders for approximately $1500 in mer- 
chandise. The effect of the show has been felt continuously 
at Kruckemeyer & Cohn’s since that time—December sales 
of silverware increasing 22.5 per cent over the same 
month of 1947. 

Mr. Levi is convinced that the promotion was eminently 
successful—in fact. he reports that merchants in other 
lines of business in Evansville agree on this fact and some 
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No matter how old the watch, we can give 


EXPANSION BAND REPAIR 
You Can't Go Astray... 


220 W. 5TH ST. 
LOS ANGELES, CALIF. 


657 MISSION ST. 
SAN FRANCISCO, CALIF. 


1440 BROADWAY 
OAKLAND, CALIF. 


SEABOARD BLDG. 
SEATTLE, WASH. 


UNIVERSITY BLDG. 
DENVER, COLO. 


29 E. MADISON 
CHICAGO, ILL. 





CW 


it that New Look... with our THREE SERVICES 


DIAL REFINISHING ¢ CRYSTAL FITTING 
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KIRK DIAL CO. 
DALLAS, TEXAS 


ALAKEA & HOTEL ST. 
HONOLULU, T. H. 


VANCOUVER, B. C. 
TORONTO, CANADA 


1103 GRAND AVE. 
KANSAS CITY, MO. 


717 LIBERTY AVE. 
PITTSBURGH, PA. 


15% HOUSTON ST. N. E. 
ATLANTA, GA. 
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of them are attempting to adapt similar events to their 
own lines of merchandise. 

Although this was Kruckemeyer & Cohn’s first table- 
setting competition, it was not, by any means, their first 
silver promotion. They take credit for being the first firm 
in the country to offer the $1 a week sterling place setting 
promotion, back in Nov rember, 1947, right on the heels of 
Grunewald & Adams’ 33¢-per-week silver promotion. 

Kruckemeyer & Cohn was founded in 1895 by Ben L. 
Kruckemeyer and David M. Cohn. The Kruckemeyer 
interest having been acquired in 1937, the store is still 
owned and conducted by one of the original families. 





Unique Window Design 


Both the advantages of an all-glass full-vision front, 
and an elevated display window are combined in the new 
front of the Kortz-Lee Jewelry Company. Englewood, 
Colorado. 

The usual all-glass front, permitting a full view of the 
store interior. has been dropped back from the sidewalk 
by more than ten feet, forming a large protected lobby, 
brightly lighted by overhead incandescent spotlights. A 
30-foot spread of plate glass. extending from floor to ceil- 
ing. backs up this lobby. giving full visibility into the 
store. 

The job of initially attracting attention to the store 
front is left up to a novel “projected” window display 
structure at the right front of the lobby. This is a narrow 
glassed-in window, with “see-through” visibility on both 
sides. The bottom half is of marbelized glass and above 


this are eye-level display windows. It extends out flush 
with the sidewalk for 12 feet, with three angled panes at 
the end facing diagonally toward the walk, straight in, 
and diagonally into the lobby. 

A catwalk extends up the center of the extended win- 
dow, for installing neat displays on three sides. 





Prestige an Asset 


(From page 132) 


trafic passes. Since the ad program began, it has been 
noticeable that many more visitors are entering the store. 
Checking closely, the Stark brothers have found that ad- 
vertising tickled the curiosity of many conservative Den- 
ver families, some of whom, surprisingly, were not here- 
tofore familiar with the location of the store. 

To correspond with the prestige-building ad program, 
the store interior is similarly laid out. There are only 
four major sections, including watches and clocks; ster- 
ling (plate, flatware and hollowware) ; the jewelry depart- 
ment with its diamond cases, and the gift section. At 
the rear are four heavy iron vaults, each lettered in gold 
on a silver surface, with “A. J. Stark & Company.” These 
have never failed to make a good impression on visitors. 
“We have probably more vault space out in the open than 
any jeweler in the region,’ Mr. Stark summed up, “and 
this makes an excellent impression on customers who have 
been brought in as the result of reading our non-selling 
advertising.” 
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SWISS WATCHES 
obtainable through 


RODANA WATCH COMPANY INC. 
745 Fifth Avenue, New York 22, N. Y. 
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CHRISTY ‘x: KNIFE 


For Father's Day ... and 
Every Gift Occasion! 





"Handiest pocket knife ever designed.” 
NATIONALLY ADVERTISED. Three beautiful 
DeLuxe Models in rolled gold plate, 
handsomely gift boxed, to retail at 3.00, 
2.50 and 1.75. Full trade discounts. 
Order NOW for Father's Day Sales... 


If jobber can't supply, order direct. 


The CHRISTY Co. 


Fremont, Ohio 





Smart, distinctive ... 
for finest chain or te 
carry loose in pocket. 
Quality, too . . . and 
Christy is famous for 
highest quality. 
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Accenting the Positive 


(From page 184) 


change the displays constantly, so that there is always 
something new to attract attention.” 

Sterling flatware, several sample trays of each, are 
always spotted in the Porth windows, and always given 
as prominent a position as the season and the general 
nature of the display will permit. The jeweler’s theory 
here is that no matter what attracts the passerby’s attep. 
tion, she is bound to note polished, gleaming sterling 
flatware, and to read small showcards which indicate 
new patterns just received by the store. With knife, 
fork, spoons, Mr. Porth frequently shows butter spread. 
ers, salad forks, soup spoons and other accessory pieces 
to carry out the complete-service suggestion. Each win. 
dow display is likewise changed from week to week, 
so that all 30 patterns are given the benefit of display 
several times per year. 


WALL-CASE FILLED WITH STERLING 


Although most jewelers would feel that these liberal 
displays were enough to make any Jefferson City resi- 
dent think of Porth’s in connection with flatware, Mr. 
Porth went still further. On the right side of the store 
he keeps another wall-case filled with sterling flatware. 
In this case, starter sets and accessory pieces are shown, 
grouped on napkins and simply identified with hand- 
written cards giving the pattern name. Eight to ten 
patterns are usually shown here and the case is in such 
a position that couples buying engagement and wedding 
rings are closest to it. 

“It is a simple matter for the salesperson to point 
out sterling flatware when the diamond or wedding ring 
purchase has been completed,” Mr. Porth stated. “Merely 
asking the couple to turn around from their position 
at the counter provides an ideal pause while the sales- 
person makes out a sales slip, etc. Many young couples 
whose minds are intent only on rings are brought 
around to thinking of silver at the same stop.” 

Lastly, Porth’s completes this “storewide”’ sterling 
flatware display with a five-section kneehole desk at the 
rear, which shows 20 patterns on five sections of trays 
lining the case interior. Three comfortable chairs are 
used to seat the customer while bride’s book and pat- 
tern registration sheets are brought out. A convenience 
which has helped to increase the unit sale per bride are 
two displays on either side of the kneehole case, each 
containing 9 chests, in which all accessory flatware pieces 
are maintained. Salespeople never leave the case in 
order to show the customer everything which goes into 
an 8 or 12 place table setting. The hollowware to ac- 
company it is convenient as well in wall display cases 
on either side. 


BEST MERCHANDISING ASSET 


Mr. Porth considers this steady flatware display his 
number one merchandising asset, and a continuous edu- 
cational job only slightly secondary. While Jefferson 
City residents traditionally give a lot of attention to 
sterling in bridal matters, Mr. Porth believes that this 
part of the young girl’s education is a bit lacking. 
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Therefore, the store’s first step when bridal or engage- 
ment announcements are clipped from local papers is 
to send each a neat package containing three booklets, 
on sterling, china and glassware, which tell the pros- 
pective bride all she needs to know about each. 


FIRM NEVER OVER-SOLICITS 

“We never over-solicit a potential customer,” Mr. 
Porth stated, “since we know that the usual bride-to-be 
is besieged with direct mail of all sorts. Instead, we 
try to be helpful with the easily read, well-illustrated 
books supplied by manufacturers. Spending an hour 
or two with them will teach the young girl more about 
what to look for in sterling, china and glassware than 
any other means. A lot of the engaged girls who come 
in following our mailing to them are really appreciative 
of the service, and glad to tell us so.” 

This simple direct mail program invariably gets re- 
sults, coupled as it is with the store’s heavy showing 
of flatware in all leading patterns. 

“Better agricultural incomes from the farming dis- 
tricts surrounding have brought more farm couples than 
at any time in our history,” Mr. Porth pointed out. 
“For that reason, we’re sending out the handbooks to 
many prospective brides living on farms long distances 
out in the country.” 

The complete selection of patterns and pieces by each 
bride-to-be is checked off on a separate registration 
sheet by the salesman who handles the customer, and 
carefully used to note each sterling purchase by friends 


of the engaged couple. In all bridal sales, the store 











makes it routine to include matching hollowware and 
accessories, finding that often the girl underestimates 
the number of gifts which will be purchased, and that 
sizable hollowware sales can be easily made. 

After the wedding, if there are any checked items 
which haven’t been purchased, Porth’s continues to fol- 
low up the family at anniversaries, encouraging the 
husband to complete the table setting. 





“Courtesy Services” for Good-Will 


Friendly servicing of watch customers is the surest 
road to major sales volume, according to Charles A. 
Buescher, of Blust’s, Inc., South St. Louis jewelry re- 
tailer. 

“Courtesy services have built our watch volume far 
beyond our original expectations,” Mr. Buescher said, 
“simply because we do a lot of ‘unnecessary things’ for 
our customers. We feel that elemental repairs such as re- 
placing links, fixing broken ferrules, etc., is good ad- 
vertising, and is cheapest in the long run.” 

The Blust store, in a residential district, has six watch- 
makers on its staff, as an idea of how large a sales 
volume has been accomplished. Although the store does 
not advertise free services on watches, it has become so 
standard a policy that most people in the neighborhood 
have come to more or less expect them. 

Blust’s is fully aware that it would be possible to apply 
charges of 25¢ up to 75¢ for all such services, but de- 
liberately have avoided any such “commercialization” on 
what Mr. Buescher terms as “good-will services.” 
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Graduation Promotion 


(From page 188) 


street. To quote Mr. Walker: “Brother! Did I heave a 
sigh of relief!” 

Two announcers, Dick Holloway and Hank Davis, took 
turns interviewing the graduates as to their future plans, 
etc., after which each senior was given a certificate good 
for $1 at the Walker store (another buying incentive). 
The drawing for the watches was conducted during the 
broadcast and the presentation was made to the winners 
by Mr. Walker. As soon as the broadcast was ended the 
photographs were removed from the windows, placed on 
the counters, and distributed to their owners. 


According to Mr. Walker, the week following the pro- 
gram watch sales zoomed. Many parents reported that 
their graduates had wanted to wait and see if they would 
win the prize watch—then, when the winners were an- 
nounced, insisted that they wanted a watch anyway. One 
parent, whom Mr. Walker had never seen before. reported 
that her daughter was extremely specific that her watch 
be purchased at Paul Walker’s. This sale. certainly (as 
well as others) can definitely be attributed to the program. 


A week or so after the graduation promotion was held 
Mr. Walker noted that diamond sales had tripled. While 
it was difficult for him to be absolutely certain that the 
program had any bearing on this, he suspected that pub- 
licity gained by the promotion had far-reaching effects. 


Even the two radio announcers. caught by the spirit 
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REDUCES AND ENLARGES 


rings up to 2 full sizes larger or smaller. Will 
handle rings from size 2 to 14. 


WILL NOT MAR ENGRAVING 


or mark ring in any way regardless of how deli- 
cate the engraving, cut work or chasing. 


MAKES EXTRA SALES 


Can be used on all types of wedding bands and 
on some types of stone and signet rings. Thus 
you are able to size a ring immediately, while 
your customer waits, and also many styles of 
bands which ordinarily could not be sized at all. 


REDUCES INVENTORY 


With the aid of this machine Jewelers save 
money because they are in a position to carry 
a smaller stock of sizes in each style of ring 
than generally is required. 
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GUARANTEED 


This machine is preci- 
sion built and carries 
an unconditional guar- 
antee for life—any part 
that wears 
comes defective at any 
be replaced 


out or be- 


time will 
free of charge. 


JOSEPH B. BECHTEL & CO., Inc. 


PHILADELPHIA 6, PA. 


of the program, refused to accept remuneration for they 
services. To quote Mr. Walker: “This, along with the 
Elkhart Truth’s unsolicited cooperation, gives us that 
warm glow inside that indicates, with the help of so many 
good people, a job well done.” j 


Customer Demand 


(From page 152) 


the quality and beauty of the appliances. Velvet folds are 
used for floor covering, usually in bright color, against 
which the metal of the appliances stands out attractively. 

The smartly modern shop gives atmosphere which aids 
in interesting customers in the merchandise offered. The 
shop and fixtures are of blonde cedar finish. Walls are 
eray-blue in color with shadow boxes outlined with white 
and gold frames and backings of black velvet. Mirrors are 
also used for wall decoration. 

Direct fluorescent lighting is used in the store and 
incandescent in windows. Show cases are lighted. The 
store is air-conditioned. 

The store enjoys a large watch repair service, which 
features a five-day service. Three watchmakers work full 
time at the bench. 





A test made among a large number of people to ascer- 
tain how closely they could estimate the passing of a 
minute revealed that their guesses averaged only 35 


seconds. 
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‘Different’ Sales Letters 


 —_ the residents of a mid-western 
city received a very unusual letter sent by one of the 
city’s largest jewelers. It was die-cut into the shape of 
a fish. In snappy and not-too-long copy, the letter ex- 
plained that the store was fishing for orders. 

Prior to this, the same customer mailing list had 
received another unusual letter. This one had a cigarette 
attached to it with scotch tape. The opening paragraph 
invited the reader to sit down, light up the cigarette and 
relax—while he read of an unusual jewelry offer. 


The store that sent out those two letters has also mailed 
many other unusual ones. Each letter it uses is different 
—and brings astounding results. The reason for the com- 
pany’s unusually high volume and fast growth, its man- 
ager believes, lies in just such highly unusual advertising. 
The fact is that sales letters which are different—but not 
corny or merely slap-happy—bring results. Big results. 

How can such mailings be tied to the promotion of 
the jewelry store? How can they be packed with plenty 
of solid sell in addition to unusualness? Let’s look at 
how the different sales letters bring results. 


THREE METHODS POSSIBLE 


There are roughly three ways in which inexpensive 
sales letters can be packed with attention value. They 
can be made to look different. they can be made to read 


differently, and they can sport inclosures that grab at the 
reader's attention like a trout rising to a good lure. 

The cigarette letters mentioned above fall into the 
third classification. While these are more expensive to 
produce than the other two kinds, in both cash outlay 
and trouble, they almost never fail as sales bringer-inners. 
That is unless they have been corned up. The enclosure 
sent with such a letter to attract attention might be any- 
thing. Almost any object suitable for inclosing with a 
sales lester can be tied, by skillful writing, to jewelry 
merchandising. Here are some examples of how every- 
day objects can be made into attention grabbers: 

Enclose an ordinary straight pin. Explain that pin 
money was once literally for spending on pins because 
pins were expensive. But today, pins cost a mere pittance, 
and pin money has come to mean small sums that can 
be comfortably spent without being missed. For example, 
for pin money you can buy a fine jewelled pin. The letter 
would then go on to explain the sales pointers of the 
pin, concluding with another reference to its pin money 
price and an action “hook” to induce the reader to do 
something about your offer. 

Enclose a miniature pencil such as the dime stores sell 
on cards for five cents, and have a small calendar printed 
at the top of the letter. Ask whether there is a birthday 
in the family this month, or any important gift-giving 
occasion. Suggest that the reader ring the date with the 
pencil and shop the store immediately for gift ideas. 


Buy a few decks of playing cards, turn down one 
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We are proud to announce 
that our new WING BACK has 
met with enthusiastic approval. 
All Jewelers agree that our 
new WING BACK is a Honey 


and is just what they have been 
looking for. 
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TILTED—2 %” flame jets 
down into pipe 


UPRIGHT — Perfect flame 


for cigarettes and cigars 


Sure Fire 
Sales for You! 


The only lighter with the 
flame you can point. 


® Consistently advertised in Saturday 
Evening Post, Collier's, Newsweek, 
New Yorker, with increased sched- 
ules for 1949! 


® More and more pipe smokers in- 

sisting on the unique Beattie Jet 

Lighters have sent our sales to an 
all time high! 








Send this 
coupon for 


® Get your share of this business 
and stock up on all models— 
retailing from $5.00 to 
$22.50! 


Also Beattie extra large fiints, 
retailing 25c per package. 


complete price 

list and discount 
list for Beattie Jet 
Lighters and Flints 


Beattie Jet Products Inc., Box 1 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet 
Lighters to: 
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corner of each card, and use the cards you have thus 
“marked” as inclosures. Ask whether the reader js buy. 
ing with the cards marked against him. Explain that 
this happens when his dollar does not buy a dollar's 
worth of satisfaction and value. But there is one pur. 
chase which always brings many times its price in solid 
pleasure that lasts over the years—a good watch. From 
there, straight selling talk should bring the customer jnto 
the store. 

Enclose an inch of cut-off tape measure. Explain that 
this is for measuring the satisfaction today’s inflated 
dollar buys. As with the playing card, tell how one of 
the greatest sources of pleasure through the years is g 
watch—or diamonds, or what have you. 

The list of enclosure possibilities, and the ways in which 
they can be tied to the sale of jewelry, is endless. A 
little ingenuity and the use of ordinary, easy-to-procure 
articles can give your sales letters a selling and attention 
punch many hundred times better than an ordinary letter. 


MAKE THEM LOOK DIFFERENT 


There are other ways in which to do the same job 
which, sometimes, are less expensive and easier to pro- 
duce. One is to make your letters look different. 

Some companies have done this by having the letters 
die-cut—as did the jeweler whose letter explaining that 
he was “fishing for orders” was cut into the shape of a 
fish. While excellent sales builders, letters like these are 
relatively expensive. They call for having special dies 
made and for an additional step in the printing process. 
If an advertising budget of sufficient size is available, 
they can be strung out indefinitely much in the manner 
of letter enclosures. For the smaller jewelry store owner 
whose budget is limited and who must depend therefore 
upon mimeographing or multigraphing for his letter pro- 
duction, there is the cartoon letter. 

This does not lend itself readily to mimeographing. 
Multilithing, however, is only a little more expensive 
than a mimeo job and the addition of art-work does not 
run up the bill. “Stock” cartoons can be purchased. 
There are several houses which specialize in issuing 
these. Using them, the jeweler saves the creative and high- 
ly specialized job of dreaming up cartoon ideas, and he 
likewise saves the expense of having a local artist put his 
cartoon creation on paper. (A partial list of cartoon houses 
from whom finished drawings may be secured at a very 
low cost includes Stivers Studio, 111 New Montgomery 
St., San Francisco; Cobb Shinn, 721 Union St., Indian- 
apolis, Ind.; and Knott Cartoon Service, 29 Main St. 
Evansville, Ind.) 

A third method for making your sales letters different 
is to write the copy in an unusual way. This is also the 
cheapest, since mimeographing can take care of the job. 
One Southern store developed a highly effective scheme 
for doing this. Each of its monthly letters sent regularly 
to a selected list of good prospects, was built around a 
dictionary definition of a long word. 

One, for example, told the reader that the year’s new 
costume jewelry was designed to make her “as shining 
as the photosphere.” An asterisk notation carried to the 
bottom of the page explained that the photosphere, ac- 
cording to Webster, is the luminous envelope surrounding 
the sun. The remainder of the letter was straight selling 
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copy designed to make the customer visit the store for 
costume jewelry. 
The dictionary is full of long words that few of your 


readers will have ever seen or heard. Each of these can 
he tied around a jewelry store promotion. By tying them 
in, or by using one or another of the effective means for 
making your sales letters different, the results from a 
powerful advertising can be made even better. Different 


letters draw more sales. 





Sterling Miniatures Are Traffic Builders 


A compact display of miniature sterling hollowware, 
both for collectors and for unusual gifts, is a constant 
trafic builder at the front of the sterling flatware depart- 
ment of Bohm-Allen Jewelry Co., in Denver, Colo. 

A small glass countertop case, three feet high by two 
feet wide is utilized for the display of the miniatures 
which include such novel features as tiny stirrup cups, 
brandy warmers, tea sets, salad bowls, etc. A dozen pieces 
appear on each shelf, well spaced so that the case provides 
a museum-like quality which never fails to attract atten- 
tion and comments from store shoppers. 

To give the display extra interest, Bohm-Allen has gone 
considerably farther than the usual jewelry store which 
includes the miniatures in the sterling department. At 
the base of each piece shown through the case are hand- 
penned descriptive cards, which give something of the 
history of the design of each piece, along with the price, 
stock number, and general information. A typical card 
is lettered “Miniature reproduction—George III brandy 


warmer, London, 1803, $18.” Similarly, tea sets, urns, 
salad bowls, fruit bowls, meat trays, etc., are described 
with the origin of the pattern, and the period which it 
authentically reproduces. 





Kneehole Case for Diamonds 


F. D. Fogg & Co., jewelers of Albuquerque, N. M., have 
concentrated their diamond “department” in a knee-hole 
case, six feet long by two and a half feet wide, with the 
idea that this concentrated display eliminates the need for 
taking the customer into a separate room and bringing 
in for his inspection separate trays of diamonds. 

With this new arrangement, set in a quiet area of the 
store, it is felt that salesman and customer are brought 
close enough together that details of the purchase may be 
discussed in almost complete privacy. Stones are on hand 
at all times and can easily be removed from the case for 
closer inspection. 

The case is equipped with two low-backed chairs whose 
backs extend only six inches above the seat level which 
makes it possible for visitors to the store to see the entire 
contents of the glass-topped case at all times. Diamonds 
are displayed in the case on a white satin background. A 
portable blue diamond light is set at one side and can be 
moved from point to point over the glass surface of the 
table. 





Beads were the first form of ornamental jewelry worn 
by man. Archeologists determine the degree of a nation’s 
past civilization by studying its bead and jewelry culture. 








JEWELERS!! 


old silver. 


either new or used. 


MEMPHIS 1 
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Many of your customers are interested in changing their incom- 
plete or obsolete patterns of flatware that are not available today, 
for new patterns, providing they can receive a fair price for their 


We are prospective customers for this silver and will be pleased 
to make a tentative offer on receipt of information as to quantity, 
condition, etc.; or, a definite offer on receipt of the silver. 


This will enable you to obtain a much higher price for the old 
silver than is paid through other sources. 


We are also interested in purchasing any sterling silver your 
customers wish to dispose of or any sterling flat or hollowware stock, 


Correspondence Solicited 


JULIUS GOODMAN & SONS 


77 MADISON AVENUE 


TENNESSEE 
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106 Ann St., 





KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
including 
Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 
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Right in your 
own sfore 









WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
and a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 


Write for Catalog and Ideas 
on Monogrammed Promotions 


kings!eg 





EASY TO OPERATE 
STAMPING MACHINE CO. 
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(GIVE YOUR COUNTER A LIFT. .» 
WITH THE NEW AND DIFFERENT 


Tosca RING WATCHES 


Enjoy new sales ... extra profits by 
featuring the new, striking TOSCA RING 
WATCHES. Dainty in appearance, they 
are durably constructed. Unexcelled 
craftsmanship and irresistible beauty 
make them appealing to the discrimi- 
nating. Priced to sell profitably, too! 








Write for Complete Details 
RING WATCH COMPANY 
of AMERICA, Inc. 
on Fifth Ave., New York |, N. Y. 





Model A-300. |4K Yellow 
Gold with six genuine 
rubies. Three-way or dome 


crystal. One of the many 
lovely Tosca Ring Watches. J) 
























Here’s an Elks Ring 
with real meaning, 
rich symbolism, 
elaborate detail, 
fine craftsmanship! 
Choice of 10 or 14- 
karat gold. Prices 
upon request. 





AN ELKS RING 


. . - With meaning! 












Crafts for free mats 
advertisements. 


Write Arts ©& 


of tested newspaper 


Patents Pending FINE MEN’S RINGS 


Hartford, Conn. 
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PERSONNEL 


Frank W. Ollayos, Sales Manager of Amston Silye; 
Co., Amston. Conn., recently announced the association 
of Otto Kaffka with Amston to cover a territory includino 
metropolitan New York, Brooklyn and Newark. This 
territory is the same as that which Kaffka has covered 
for many years. 





OTTO KAFFKA 
Amston Silver Co. 


S. ©. PERRY 
Cort Watch Co. 


L. |. SKLAR 
Cort Watch Co. 


Cort Watch Co., New York, announces the appoint- 
ment of Leonard I. Sklar as sales representative for New 
York, New Jersey, Delaware, Maryland, West Virginia 
and Pennsylvania. Cort also announced the appointment 
of Samuel O. Perry of Columbus, O., as sales represen- 
tative in Ohio, West Virginia. Michigan and Western 
Pennsylvania. 

Enger-Kress, manufacturers of personal leather goods. 
West Bend, Wis., announce the appointment of Fred J. 
Riser as a representative for Chicago and the State of 


Ohio. 





R. DOMITO 
New Hermes, Inc. 


O. A. HOWARD 


F. J. RISER 
L. Luria & Sons, Inc. 


Enger-Kress 


Joseph J. Luria, President of L. Luria & Son, Inc., 
announced appointment of O. A. Howard to its Miami 
branch. In his new capacity, he will serve as Depart- 
ment Manager. 

Robert Domito, formerly with the Midwest and Rocky 
Mountain sales staff of New Hermes, Inc., world’s largest 
manufacturer of portable engravers, has been appointed 
Pacific Coast representative for that New York firm, 1 
was recently announced by Norbert Schimmel, President. 

Church & Co., manufacturing jewelers of Newark, N. J. 
announces the appointment of George V. Kane, Jr., 4s 
traveling representative through the Southern states 
territory. 


The California Ring Products, 643 S. Olive St., Los 
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Angeles, has appointed two new sales representatives, 
according to B. T. Smith, President. Fred Whitney, 
formerly Vice-President for The Hadley Co., will travel 
the Middle West and make his headquarters at 31 N. 
State St.. Chicago. Leo Coleman will cover the West 
Coast and Texas. and will operate out of the plant’s 
home oflice. 

Perry L. Brock has been appointed West Coast rep- 
resentative of the Gemex Co., Union, N. J. Brock will 
supervise Gemex sales activities in 11 Western states. 
from offices at 657 Mission St., San Francisco, Calif. 

Edward A. Stern, formerly with Granat Mfg. Co., has 
been added to the sales force of the Longines- Wittnauer 
Watch Co., and will represent them in New York City. 
Harlan T. MacKendrick has been appointed Superinten- 
dent of the Leather Division of Swank, Inc... manufactur- 
ers of men’s jewelry, leather, and other accessories, it 


was recently announced by J. Carlton Bagnell, Exec- | 


utive Vice-President. 





E. A. STERN 


Longines-Wittnauer 


H. T. MacKENDRICK 
Swank (Leather Div.) 


P. L. BROCK 
Gemex Co. 
Murray Strasburg has been appointed as manager of 
the Los Angeles Sales Branch of Swank. Inc., manufac- 
turers of men’s jewelry, leather and accessories, it was 
announced here recently by Maurice L. Heller. Vice-Pres- 
ident in Charge of Sales. 
J. L. Miller, 29 East Madison St.. Chicago, IIL, vet- 
eran jewelry salesman, has been appointed by Glen 
Jewelry Co., Inc.. to cover the Midwest. | 





ARTHUR BRAUDE 
Speidel Corp. 


A. W. DeZUR 
A. C. Becken Co. 


PHIL WOLF 
Speidel Corp. 

Phil Wolf will service Southeastern dealers from the 
new regional sales office set up in Atlanta, Ga., by the 
Speidel Corp. Arthur Braude will service Southwestern 
dealers from Speidel’s new regional office in Dallas, Tex. 

Arthur W. DeZur, former Chicago District Manager of 


the Waterman Pen Co.. has joined the sales force of 
A, C. Becken Co., general wholesaler, and will look after 
Chicago accounts from Madison St. to the north city 
limits. Bill Bauer, who covered some of these accounts 
will now confine his activities from Madison St., south. 
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How To 
MAKE BIGGER PROFITS 
ON WATCH REPAIRS 


Just send your watch repair work to NATIONAL— 
and save yourself all the trouble and expense of 
stocking spare parts and maintaining expensive 
equipment. NATIONAL has specialized in watch 
repairs to the trade for over 26 years and offers 
you this unbeatable service. 


1. QUICK, DEPENDABLE SERVICE 


All watches sent to NATIONAL are repaired and 
returned in 10 days to 2 weeks. 


2. GUARANTEED WORK 


All NATIONAL repairs are unconditionally guar- 
anteed. Before any watch is returned it is electron- 
ically tested to 1/10,000th of a second on the 
Western Electric WatchMaster. 


3. REASONABLE PRICES 


You get better work at the same price through 
NATIONAL—more profit for you! 


NATIONAL 


Watch Repair Service 
Bonded Watch Repairs 
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Emphasis on Quality Brands 


Gives Luggage ‘Jewelry Glamor 





be] 


Allain Jewelry Co.. Sanford, Me., stresses better-priced, 


nationally-advertised luggage, with the result that loeal 


people and tourists have made store ‘luggage headquarters.’ 


Resumen on better priced, nationally- 
advertised luggage always sold on a pattern-replacement 
open stock basis, and investing the department with the 
same glamor as fine gifts, diamonds, etc., has made the 
luggage department exceptionally profitable at Allain 
Jewelry Co. in Sanford, Maine. 

Like many jewelers, until two years ago, Eric Allain, 
head of the store, felt that luggage was too bulky and 
required too much space and specialized knowledge to 
incorporate in the store. At that time, however, he real- 
ized that the gift potentialities of this merchandise fitted 
it ideally into his stock, and that the store was actually 
losing business because customers had to go to Portland, 
35 miles away, or other larger cities in order to buy fine 
luggage for any purpose. “We asked a few of our better 
customers if they would prefer us to carry luggage along 
with our other leather goods,” he explained, “and were 
surprised to find that most customers thoroughly approved 
of the idea.” 

Instead of ripping out a section of wall cases, etc., to 
add a luggage department immediately, however, Mr. 
Allain experimented with the various lines which were 
available on the limited quota then possible. One of the 
first things he learned was that low-priced luggage has 
little place in the jewelry store. “We had to take on some 
of this to begin with,” he explained, “and found that the 
customer expects the same high quality in luggage as in 
any other merchandise bought in the jewelry store. Also, 
we learned that the demand was much heavier than we 
had expected, and that we would have to carry a full line 
of luggage choices in order to please the buyer.” 

The result was that after three months of experiment- 
ing, a full size luggage department was installed, made 
up of three nationally-advertised lines, with from 6 to 
10 numbers in each to cover any luggage need. Through 
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by ROBERT LATIMER 


pointing out the fact that Sanford is the center of a wide 
trading area in Southern Maine, with much necessity for 
travel, Mr. Allain was able to obtain really worthwhile 
luggage lines, advertising assistance, colorful display 
material, etc. His original inventory of $500 has been 
increased several times, to the point that Allain’s offers 
a wide range of selection, from an overnight bag to a 
complete five-piece ensemble. 

Secret of success in jewelry-store merchandising of 
luggage is to “sell it in exactly the same manner as 
jewelry,” the Maine retailer said. “We present every 
piece with the thought that we can back it up with match- 
ing luggage for other purposes, and that the customer 
may buy a single piece, add to it next year, or the year 
after that. Every item can be bought over a period of 
time if the customer wishes, until the entire ensemble 
has been purchased. This creates an opportunity which 
automatically solves the problem of gift selection by cus- 
tomers. Matching luggage can be presented to husband, 
wife, relative, etc., year after year. We also show each 
pieces as the finest available in its class, handle it with 
extreme respect, and thus keep up the jewelry store 
atmosphere. ” 

Like many others entering this field, Allain’s expe- 
rienced considerable difficulty with space. The problem 
was eventually solved by devoting the top ledge of wall 
cases on both sides of the store to luggage, with two 
“platform” displays on the floor, each showing a new 
ensemble which is changed every week. Everything from 
21-inch cases to heavy wardrobe cases gets a regular 
showing on the floor where customers may touch the 
leather, examine interiors, etc. In addition, luggage 1s 

(Please turn to page 220) 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Drop this amazing 
new watch on the 
floor without harm 
... sell it on sight ! 












A New Shockproof Watch — 
| with Unbreakable Balance Staff 








RETAILS 95 


The Perfect Graduation Gift 


e Imported Swiss Movement e Handsome Chrome Case 





$ 













93 TAX e Shock Resistant e Removable Lugs 
e Luminous Dial e Genuine Leather Strap 
ger? e Unbreakable Crystal e Attractively Boxed 


Be y With every watch. Men and boys cannot resist the ‘sporty”’ look of the new ACCURA 
! No returns or ‘“Roughneck.” Drop it on the floor and let your customer pick it up 
| repairs for you. and prove to himself that his watch repair bill worries are over and 
you've made a sale. Rush your order now! 


Your Cost 12 or More 


| G EACH 


hr THAN 12 
4.77 EACH 





DEALER 
DISCOUNT 


/ AN Your Profit °37 ver wares 
f 

HERE S THE SECRET FREE ADVERTISING MATS 

The amazing new fe ature which resists shock, makes SOLE DISTRIBUTOR 

possible the dramatic ‘“‘drop-test’’—is a newly 

this new watch its tremendous resistance to shocks of oo j x L ¢ oe L = VW t he & 

all kinds — its tremendous sales appeal! Never these 


created “unbreakable balance staff’’ — heart of 
features before in a low priced watch! 5 N. WABASH AVE., CHICAGO. ILL 
. °7 7 ° 








every watch, cause of most watch repairs. The 
unique design of the ACCURA balance staff gives 
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2. Table Lighter Trio 
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3. Etched Glassware 





4. “Rerigeen” Putters CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. "Rosebud Chintz'' design in Spode dinnerware, taken from 
18th Century textile design, printed in pink and handpainted 
underglaze in green and yellow; on swirl-fluted ‘Charlotte’ 
shape. From Copeland & Thompson, Inc., 206 5th Ave., N.Y.C. 


[] 2. Trio of designs in Rollalite cigarette lighters made in 
smaller ladies' size or regular men's size; with rhodium 
finish, lighter retails for $10 (no tax), and in gold plate $15 
plus tax. From Alfred Dunhill, 660 Fifth Ave., New York City. 


[] 3. A new etching on a new shape—this group includes a 12-in. 
flared bowl, a handled muffin tray, and a compote all in the 
simply modeled "Century" shape, decorated with the "Bouquet" 
etching. Made by the Fostoria Glass Co., Moundsville, W. Va. 


4. Newest pattern in Franciscan China—''Mariposa,'' showing 
spray of wildflowers, grasses and wheat in shadings of pink 
blue, green, yellow, finished with narrow gold border. From 
Gladding-McBean & Co., 2901 Los Feliz Blvd., Los Angeles, Cal. 


_] 





. — [] 5. "Giite"—popular girl's name in Denmark, has been given 

5. Danish Figurine to this appealing child figurine’ in Dahl-Jensen Copenhagen 
porcelain. It is 734" in height and may be retailed at $30. 

Distributed by Robert L. Landis Co., Inc., 855 6th Ave., N. Y. 
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TIFFINS PEARL EDGE” 


This new, exciting pattern from one of the country’s oldest 
glass houses has been most favorably received. 

A variety of graceful shapes, all hand made, all edged in 
sparkling pearl formation—also in “TIFFIN” deep-etched— 
provide a design that offers many possibilities at this season 
when people are looking for gifts that stand out. 





TIFFIN is advertised in the 
May issue of HOUSE & GARDEN 


Write for more information or if you wish 
our representative to call 


UNITED STATES GLASS COMPANY 
TIFFIN, OHIO 
Makers of TIFFIN and GLASSPORT Fine Glassware 
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2. Two-Tier Lazy Susan 


3. Lenox China 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 





a 


- Tole ice Bucket [] 1. "Cornelia" is the name of this recently-introduced pat- 


tern in Monticello dinnerware—a dogwood design with flowers 
in soft gray and white and the foliage done in grayed-green 
tones. From Herman C. Kupper, Inc., 39 West 23rd St., N. Y. 


[] 2. Two-tier revolving Lazy Susan relish and hors d'oeuvre 
service with 18"' base and I5" upper tier, rimmed with chro- 
mium and having 6 removable compartments. Retails at $37.50. 


From National Silver Deposit Ware Co., 44 W. [8th St., N. Y. 


[] 3. New "Peachtree" pattern in Lenox china dinnerware—spray 
of delicate peach blossoms reproduced in soft natural color 
on the popular coupe shape—especially appealing for spring 
selling. It is manufactured by Lenox, Inc., of Trenton, N. J. 


[] 4. Tole hand-decorated vacuum ice bucket with lift-and-tilt 
top; black or ivory with gold-finished base and handle, and 
painted flowers; holds about 2 quarts and retails at $29.50. 
From Maxwell-Phillip Co., Inc., 551 Fifth Avenue, New York. 





[] 5. Cherub porcelain clock with Telechron movement—7" x 9" 
in size, pearl lustre finish and hand-made flowers and rib- 
bons; $25 Keystone. Matching 7" sweetheart vases, $7.50. 

From Paul A. Schmidt Co., 712 S. Olive St., Los Angeles, Cal. 


5. Porcelain Clock and Vases 
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FOSTORIA GLASS COMPANY 





It takes one to be in love, two to get married, and 
three to make a wedding. Gifts are that third 
ingredient. And gifts suggest Fostoria, because 
crystal is always on the must list. 

This long-life bridal display, beautifully printed 
in seven colors, has been prepared to help you 
display your Fostoria to best advantage. 

It has eye-appeal and buy-appeal. It’s colorful 
and dramatic. Big enough for any large Fostoria 
assortment, small enough for any jeweler’s counter 


at 


0) (0) 8! 
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. . . designed to attract all your brides; today, 
yesterday, and everyday. You'll want this new 
Fostoria Display for counter or window use; all 
four units—the attractive centerpiece, two side 
cards, and the rich maroon velvet scarf. 

To make sure you receive your new display in 
time for your bridal promotions now pending, 
or for Fall Weddings, contact your Fostoria rep- 
resentative. Or for further particulars, write to 
our advertising department...... 


* 





MOUNDSVILLE - WEST VIRGINIA 
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2. Manicure Set 


4. Ceramic Accessories 
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5. Solid Color Pottery 








1. “Woodrose" Service Plate 





3. Game Fish Tumblers 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. New service plate design in china—''Woodrose'—center 
floral framed in full-color shoulders in such tones as teal 
green, coral, yellow, blue, rose or gray with lines of gold. 
Flintridge China Co., 380 S. Raymond Ave., Pasadena, Cal. 


2. This set, covered with gold fibre and retailing at $25, 
is part of a handsomely-designed new line of manicure, cut- 
lery and scissor sets priced from $2.50 to $35, just intro- 
duced by Griffon Cutlery Works, Inc., 151 W. 19th St., N. Y. 


3. Boxed in sets of 8 with a different game fish in full 
color on each, these 12-0z. frosted glasses have a clear 
edge and retail at about $4.95. Old-fashioneds are avail- 
able, too. From Mooney of Hollywood, 2671 E. 26th St., L.A. 


4. Done in six brilliant colors — chartreuse, gray, black, 
dubonnet, ivory, blue—small cigarette sets are priced at 
$18 a dozen sets; oblong set, $21 a dozen; candy box, $18 a 
dozen. From Johannes Brahm Ceramics, of Reseda, Calif. 


5. This interesting new treatment of solid color in pottery 
appears in the "Poppytrail Modern" dinnerware line, done in 
four tones including forest green, teal blue, sunset plum, 
and ocean gray. Metlox Mfg. Co., Manhattan Beach, Cal. 
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Stately, Elegant 


ty 


IMPERIAL’S HAND-CUT 
PATTERN ON HAND-CRAFTED 
CRYSTAL FOR THE 


BRIDAL MARKET 


RR 



































Beto 


Stemware 
: retails 
ae 
an approximately 
$30.00 





dozen 






Immediately available 
in Stemware, Salad and et NN a fe 
Dessert Plates ea) fo 


Beautiful, isn’t it? ‘his is the pattern to catch and hold the 
eve of the gift seeker, and appeal to the bride-to-be, with her 
hopes and dreams of having a table set with sparkling, hand- 
cut crystal. A pattern with distinction, gracefulness, perfect 
proportion in design. If you want the sales franchise for this 
pattern, write Imperial’s Sales Department, C J, and our near- 
est representative will contact you immediately. 





IMPERIAL GLASS CORPORATION, * tue 


Makers of patent-protected Candlewick, Cape Cod, Etiquette, Twist, 
hand-decorated and hand-cut patterns on hand-crafted crystal. 
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1. Bone China Pattern 





3. Matched Stemware Pattern 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


4. Italian Pottery 


|_| 1. "Kingcup," new bone china tea set has yellow flowers, 
green leaves, gold edge; 24-pc. set with 7" plates, tea- 
pot, cups and saucers, sugar and cream, cake plate, re- 


tails at $69. Josiah Wedgwood & Sons, Inc., N. Y. 


| |] 2. Recently introduced in this "Taunton" line of hollow- 
ware silverplated on copper with hand-applied floral bor- 
der. The line includes a wide variety of serving pieces 


and is from National Silver Co., 295 5th Ave., N. Y. 


|] 3. Cut and polished by hand, this stemware pattern is the 
"Westwood," designed to go with the Franciscan china 
decoration of that name. May be retailed for $22.50 
a dozen. Hunt Glass Works, Inc., 225 Fifth Ave., N. Y. 


[| 4. Italian pottery handpainted in "Luscious Fruits'’ design 
done in rich natural colors; 13!'/2" tray, retail $6; 10!" 
bowl $5, and 8!/."" plate, $2. Stocked for immediate de- 
livery by Koscherak Bros., Inc., 129 5th Ave., N. Y. 


[ ] 5. This glass epergne set is in the "Diamond Lace" design 
and is made in two blends of pastel colors—blue opales- 
cent with crystal edge and French opalescent with pale 

5. Glass Epergne blue edge. Fenton Art Glass Co., Williamstown, W. Va. 
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People are putting words in our ads! For these 
words of praise come out of voluntary letters 
written to us by hundreds and hundreds of Zippo 
owners. Yes, sell a Zippo, and make a friend! 
Your good word for Zippo is ‘‘Goodwill !”’ 


























HERE'S THE GOOD 
WORD FOR MAY- 
JUNE SELLING! 


Watch your Zippo sales zip 
ahead when this full-page, 
full-color advertisement 
reaches millions and millions 
o} Maalele (oP alal-Ma-tole le See ital ts 
right for your second major 
gift-selling season of the year. 
Watch for it in Saturday Eve- 
. ~ fie ning Post (May 14th issue)... 
clined engraving Sa Life (May 16th issue)... The 


/ New Yorker (May 14th issue). 
Mh alaieyd Ute — Give Dad a famous Zippo lighter 
Bn love—in your 













d with a message of 
ae handwriting! You make it his and his 
alone—and how he'll cherish it. Best of all, 


it’s the gift he'll always carry because Zippo 
is oe lighter that weg works. SO 


enny 
+ wl ne zippo. Is fr keep SELL THE ZIPPO 
soe ot GUARANTEE! 


Personalize Your Gift Zippo. You &m 








al it's bay Pe = S 

od's , handwritten mesic menage—ever 
ter Dole Selig igh or sketch oebyo as °’ drown. it takes only © y ata py end Zippo . 
weer | pee ducer wl Neda detaile for Yor priced from $3 10 $175". What a selling story for you! Every 

lized engraving. % : a beautifel styles, ith prices. aay . 7 e,? 
— eats oct wo snarovne =r erica. Ask your dec f0r © COPY single Zippo is unconditionally 

write: Zippo mfg. Co., Brod 3. : s 
opto ton tring oreo go come or guaranteed for life ... will never 


Zippo's newest! “Town 

ond Country” Coses. 
Sea -plated with 
— —_ yr eee “4 = 


+6 
colons! "$7.50. 50. Add ‘31 Pa 


LIGHTER . 
cost anyone a penny to repair. 


Jpite- You're selling guaranteed satisfac- 
tion when you sell a Zippo. 





inPROO” 








ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 
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by MADELINE LOVE 


Tac summer Show picture begins to take 
shape with announcement of dates for many of the events. 
Exhibits to be staged by George F. Little begin with the 
New York Lamp Show set for June 27 to July 1 at the 
New Yorker, and following are the National China, Glass 
and Pottery Show at the same hotel from July 10 to 15; 
the Chicago Gift Show at the Palmer House, August 1 to 
12; the New York Gift Show scheduled for August 22 to 
26 at the New Yorker and Statler Hotels; the Boston Gift 
Show, September 12 to 16 at the Statler; and from 
September 26 to 30, the Philadelphia Gift Show at the 
Benjamin Franklin Hotel. 

At the same time as the Palmer House Show in Chicago, 
the Merchandise Mart Gift, Glass and Pottery Market is 
to be held, and the Parker House Gift Show will be 
staged in Boston during the same period as the Statler 
Show. Two shows are set for Dallas, Tex., during the 
week of September 4 to 9, one at the Hotel Baker, and 
the other at the Adolphus—the latter including jewelry 
among its exhibits. The Denver Gift and Jewelry Show 
is scheduled for September 18 to 21 at the Hotel Albany. 








12.0z. Tumblers 
No. 51 Retail 36.00 doz. 


Cracker 2 pc. 
No. 2496 
Retail 13.50 


10%‘‘ 2 Compartment Relish No. 115 Retail 10.00 
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12‘‘ Cheese and 


July 24 to 29 has been set as the time for the Calj. 
fornia Gift Show in Los Angeles, with displays of “pre. 
view lines of gifts, dinnerware, glass, and lamps to be 
shown. according to C. 5. Thomas, new president of the 
Los Angeles Trade Fair. And two gift shows are set for 
the week of August 14 to 18—one at the William Penp 
Hotel in Pittsburgh and the other at the Statler Hote] 
in Detroit. 

* * % 

Louis KE. Hellmann, the president of Castleton China, 
Inc., has announced that Robert P. Johns has joined the 
firm in the capacity of executive vice president; and 
John J. Starr has joined as assistant to the sales manager, 
Miss Louise Stechel. 

Mr. Johns has been associated with both the retail and 
wholesale field since 1931, having been divisional mer. 
chandise manager of R. H. Stearns Co., of Boston, and 
later vice president of Paine’s, in that city. Most re. 
cently he was executive vice president and general man- 
ager for Elizabeth Arden. Mr. Starr has also had extensive 
experience in wholesale and retail fields, and lately has 
been wholesale division manager for Georg Jensen, Inc. 
and Frederik Lunning, Inc., New York. 

% *% *% 

The Imperial Glass Corp. is staging a sales contest 
among members of the selling force in the retail stores 
which carry the company’s distinctive new “Cathay 
Crystal” line of gift items. Only one store in a city has 
been allotted the new glassware—among them several 
jewelry stores—and to each salesperson in that store, 
Imperial has sent a complete story about the design, as a 


dso foe [Uma ¢ larteg 


IN STERLING SILVER-ON-CRYSTAL 
i, 


These pieces are perfect accessories for 
summer out-of-doors living . . . ideal 
on the patio or terrace. Silver City’s 
permanent non-tarnishing Rhodium 
finished Sterling - on - Crystal patterns 
carry with them all the magic of the 
summer season . .. really practical 
luxuries moderately priced. Illustrated 
are but a few of the many pieces 
available in Blossom Time or Vintage 

.. all as timely and appealing 4s 
summer itself, Mention Catalog number 
and pattern when ordering. Send for 
your Silver City Catalog today! 


Silwer City 


GLASS COMP 











MERIDEN e CONNECTICUT 
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sales tool. “Cathay” was designed by Virginia B. Evans ae Ssapbook ofya. Maken a Gifts— 


and it includes bowls, book-ends, candlesticks, jars, smok- 


“no accessories. Vases, figures, and trays, each of war eculi + Decoralec 
xe ?B, ond ed 


built around an authentic motif from old China. An 


opaque velvety finish has _ created for this glass, and } 
ery piece is design-patented. NOL 
every P D sae Kol Woo 


George O. Anderson, of Midhurst Importing Corp., 
New York, and the line of Royal York Bavarian china 
dinnerware which Midhurst recently took on, starred | 8 le on ae 
together in a television show staged March 31 over 4 fas a ; S | a . oe On 


Dumont Station WABD, New York. The show was 














On Ashtrays ama 
Ciganelle Boxer 





Irene Murphy’s “The Women’s Club,” which reaches a 
rapidly growing daytime audience. Miss Murphy inter- 
viewed Mr. Anderson on the history of fine china and its 
manufacture, and obtained suggestions on “what to look 


for and how to buy” fine dinnerware. 
% * % 


S. E. Thompson, president of Copeland & Thompson, 
Inc., and his son, George E. Thompson, vice president 
of Williams & Thompson, Inc., sailed April 2 on the 


Queen Mary for a visit to the Spode pottery and the 
Brierley glassware plant, in England. On Bamboo Fewer Vooe 


— | ana Cache Dst— 








Eugene L. Fondeville, president of Fondeville & Co., 
Inc., of New York, is in England visiting the factories 
represented here by his firm. He is expected to return | 
home late in May. | 

* # & | 

Enright-LeCarboulec, Inc., New York importers of 
Swedish glassware, has just issued a new illustrated cata- 
logue of the firm’s latest imports, including new shapes 
in open stock stemware, vases, bowls, accessories and 


perfume bottles. These ane just a eur of; the mamy ner 
ee ome from the auperb collechon of 

Ralph P. Higgins, who represents several gifts, china Bethwood Royal Chinw Giftaanre. 
and glass manufacturers in Chicago with showrooms in “8 
the Merchandise Mart, is the new president of the Glass Bet Weissman Inc.49 Wost23nd S treat New Your 


and Pottery Association there. Warren Hill, of Martin 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


COPE!.AND 
(Tez) 
[SPODE) 
(leew) | 
ENGLAND 


Fine English Earthenware 
eC 2AtLAncs CHINA English Bone China 


Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


& 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 





























LUXURY LEATHER DOUBLE-FOLD BILL HOLDER 
(A Money-clip in Each Fold) 


Wafer thin, lightweight, holds money neatly in 
place, easily inserted or withdrawn, instantly 
visible...Closes compactly and fits conveniently 
in pocket or purse without the slightest bulge 
_.. Gold-filled retails (approx.) from $10. each; 
14 Karat Gold retails (approx.) from $30. 


MILLER & COMPAN Y 


Binders of Rare Books 
Makers of Fine Leather Goods & Men’s Gold Jewelry 


207 East 49th Street New York 17 








































QUICK-FOLD UMBRELLA 


The Perfect Mother’s Day Gift 


New pocket umbrella in gay acetate plaids 
of various color combinations or in solid colors 
—light in weight but sturdily built on channel 
rib steel frame. It opens to full size, yet folds 
small enough to fit into lady's handbag. 


$5.00 Wholesale 


GUARANTEED CONSTRUCTION SPOT DELIVERY 
Also Featuring Complete Line of Ladies' and Men's Umbrellas 


EDELSTEIN UMBRELLA CO. 


MANUFACTURERS 


1199 Broadway 


New York 1, N. Y. 








A MASONIC RING 


. . . With meaning! 





Here's a Masonic 
Ring with real 
meaning, rich sym- 
bolism, elaborate 
detail, fine cratts- 
manship! Choice of 
10 or 14-karat gold. 
Prices upon request. 












Write Arts & Crafts for free mats 
oj} tested newspaper advertisements. 


"ARTS « CRAFTS co 


FINE MEN‘S RINGS 






Potents Pending 
106 Ann St., Hartford, Conn. 








Sizes from 1-64 
‘always in stock. In 
half sizes from 1-10. 
None genuine unless 
stamped JE VIN on 
face. Stocked by lead- 


ing material dealers. 
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M. Simpson & Co., is vice president; William Stein- 
kemper, of the United States Glass Co., is treasurer, and 
Earl W. Newton, Jr., is secretary. 

* *% * 

Following a private showing on April 26, an exhibit of 
Lobmeyr glassware of modern design is now on view at 
the Museum of Modern Art, New York, and will continue 
through June 26. The majority of pieces have been lent 
by A. J. Van Dugteren & Sons, of New York, American 
representatives of the glass, but there are also many items 


brought over from Czechoslovakia for the display. 
* * % 


Arthur A. Marins, who has been with Bibi & Co., New 
York creators of crystal chandeliers and candelabra, since 
the company was formed 13 years ago, has been appointed 
general sales manager. He will continue to have his head- 
quarters in Philadelphia, dividing his time between New 
York and that city. 


% * * 
Lenart Import, Ltd., New York giftware house, has 


moved its showrooms from 550 Fifth Avenue to the 12th 
floor of 225 Fifth Avenue. 





Emphasis on Quality 
(From page 214) 


shown in the display window on a regular once a week 
schedule. Complete displays are built up on Saturdays 
when the greatest number of country people from the 
surrounding area shop in Sanford. Cards invite such 
shoppers to take advantage of the store’s complete stock 
for gifts, travelling, etc., and to use layaway or credit 
buying plans to insure gift delivery for a later gift-giving 
occasion. In all window displays, platform displays, etc.. 
Mr. Allain is careful to include a card which explains 
his “open stock” theory. 

“This has a strong effect on customers who can afford 
only one item at a time, but wish to wind up with a 
complete ensemble,” he indicated. “Surprisingly there are 
still many people who do not know that designs and pat- 
terns are continued in this fashion.” 

While it was originally expected that gift buying would 
account for the majority of luggage purchases at Allain’s. 
the percentage has actually gone the other way—with 
more customers buying for themselves rather than for 
gifts. “Of course, we have enjoyed a lot of gift volume 
at graduation, summer vacation periods and Christmas,” 
Mr. Allain said. “But most sales have been made to cus- 
tomers whose desire for a particular pattern for their 
own use has been inspired by our advertising and dis- 
play. The open stock feature counts heavily in this type 
of selling, for both men and women like to know they 
can match a piece next season or next year. Incidentally, 
we have found that we must be extremely careful to 
make good on every such promise, and therefore buy 
nothing on which the manufacturer cannot guarantee 
continued pattern production.” 

Allain’s does not consider luggage as a secondary line, 
devoting newspaper, movie, radio and window promo- 
tion to it so thoroughly that few residents of the sur- 
rounding counties are “missed.” 

Radio advertising consists of four “spots” per day on 
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Box 190 


SENSATIONAL! 


JUNE BRIDAL 
PROMOTION 


Barberton, Ohio 











No. 7003B 


AN IDEAL BRIDAL GIFT 


Fine COVENTRY PORCELAIN Clock, 7!/2" high, 
electric, individually boxed. Faithful reproduction of 
fine old French porcelain clock; white background 
trimmed in gold with hand made appliqued pink 
roses. 


SPECIAL PROMOTIONAL PRICES: 


| to 12—$6.25 ea. 13 to 25—$6.15 ea. 
26 to 50—$6.00 ea. 51 to 100—$5.95 ea. 
Over 100—$5.90 ea. 


Two column newspaper mat on request 
New York—225 5th Avenue 
Chicago—1512 Merchandise Mart 
Los Angeles—712 So. Olive St. 
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a local station, seven days per week. Luggage features 
of the week are mentioned on each, particularly during 
the travel season, and in the summer months when many 
tourists are visiting Maine. All of the spots are of a 
friendly, conversational nature, conducted by two voices, 
discussing a particular type of taxi trunk, wardrobe, or 
other piece of luggage and its many uses. 


Luggage also gets plenty of mention in a short color 
film trailer which appears once during each feature 
movie performance at two local theatres. During 1948, 
Allain’s has found these movie shorts, lasting from three 
to five minutes, get better results than any other form 
of advertising, inasmuch as the customer-to-be sees the 
pieces under promotion actually opened, packed and 
carried. This also demonstrates the wide variety of styles 
and designs the store has to offer. 

Newspaper advertising in the form of 6- to 12-inch 
display ads, showing one or two outstanding patterns 
at a time, play up brands heavily, feature prestige rather 
than price. “Lots of white space in luggage advertising 
always invests the merchandise with more glamor,” Mr. 
Allain said. “We want the customer to think of us as 
a source of fine luggage, rather than a store where 
he might buy something to get by with at a price.” 

By giving luggage all of the promotional helps usually 
associated with diamonds, watches, etc., and sticking 
tightly to the best known lines, Allain’s has added a 
steady stream of big-ticket luggage sales to its volume, 
and drawn numerous new customers who might otherwise 
have “gone to the city” for their shopping. 





Slogan Contest Builds Customer List 


Arlo Jensen and Mike Pantelakis, owners of the A.A.A 
Jewelry and Watch Repair Shop in Salt Lake City, proyeq 
once again that there are no tricks like the old tricks, 

Located on a side street in the business district, the two 
jewelers realized that something must be done to bring 
the customers in their establishment. Being a small store, 
they couldn’t afford a heavy advertising budget but they 
were sure that once the customer was in the store, they 
could keep him coming back. 

The problem was how to get them in the store in the 
first place? The final answer was the old standby, a 
slogan contest. 

It was decided to award three prizes, a wrist watch, a 
waffle iron and a kitchen clock, to the three persons sub. 
mitting the best three-word slogan for the firm, all three 
words beginning with the letter “A.” 

Several thousand handbills advertising the contest 
were distributed around the business section, and the 
prizes were placed on display in the firm’s windows. 

The handbills were the official entry blanks. There was 
no need for the person entering the contest to make a pur. 
chase, just drop the entry at the store. There was space 
on the blank for the contestant’s name, address and tele. 
phone number. 

This way the jewelry firm built up an active, fresh 
mailing list of several hundred names as the result of 
the contest. 

The two partners reported that they rang up enough 
actual direct business resulting from the contest to more 
than pay the cost of the promotion. 





—— 





TROPHY-CRA FT, 
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MEDALS:GIF 








TROPHY AWARDS 
for All Major Sports! 


TROPHY-CRAFT 


Awards for Champions 


42 pages of photographs, price lists, and descriptions in 
4-color reproduction. Absolutely free to dealers. Many new 
items! Largest variety of spun cups and sport figures yet 
offered to the trade, with wide selection of bakelite, metal, 
and wood bases. 

Once again, Trophy-Craft offers its famous pre-war medal 


and ball charm line. Fully illustrated in the new catalogue. 
Also pictured: the complete Trophy-Craft line of award 


plaques, 
awards, and radio and clock novelties. 


WRITE TODAY FOR YOUR FREE COPY 


Trophy-Craft Co. 


249 N. Reno Street, Los Angeles 26, e-litielailic. 





OUR NEW SPRING CATALOGUE 
IS NOW OFF-THE-PRESS! 


L4idiVYD"-AHAGOUL 


individual panel plaques, statuettes, utility 


ADDRESS: DEPARTMENT K 
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Sydney Ball, JC-K's 
Diamond Consultant, Dies 





Sydney H. Ball, an authority on preci- 
ous stones and a mining geologist, died of 
a heart attack at his home in New York 
on April 8. His age was 71. 

Mr. Ball was diamond consultant for the 
JEWELER’s CirRcULAR-KEYsTONE. He was 
the author of an annual review on the dia- 
mond industry which he prepared specially 
for JC-K. From 1927 through 1948 these 
comprehensive reports on the status of the 
industry earned Mr. Ball the reputation of 
being the world authority on the subject. 
At the time of his death he was preparing 
a report on the diamond industry for 1948. 

From 1917 until his death Mr. Ball had 
been a member of the firm of Rogers, 
Mayer & Ball, consulting engineers. In 
addition to his annual diamond industry 
reviews, he published many papers on 
economic geology in regions where he 
worked, contributed to the annual year- 
book of the United States Bureau of Mines 
and also wrote of the lore of mining preci- 
ous stones, 

He was a member and former president 
of the Society of Economic Geologists, 
former president of the Mining and Metal- 
lurgical Society of America, a director of 
the American Institute of Mining and 
Metallurgical Engineers, a governor of the 
Explorers’ Club and a consultant to the 
Bureau of Mines. 

Mr. Ball studied at the University of 
Wisconsin, specializing in geology and 
engineering. After four years with the 
United States Geological Survey, Mr. Ball 
was asked, in 1907, to be technical head 
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Congress to Probe PX and Ship's Stores; 
Investigation Will Start Late This Spring 


Washington (April 14—Special from 
JEWELERS’ CrIRCULAR-KEYSTONE News Bu- 
reau)—The multi-million dollar Army, 
Navy and Air Force post exchange and 
ships’ store business is headed for the 
spotlight of congressional inquiry. 

Many congressmen have felt for some 
time that the retailing activities of the 
armed forces have encroached upon the 
rights of private, independent retailers 
far beyond the “items of convenience and 
necessity” originally intended by the na- 
tion’s lawmakers. 

The new congressional investigation, 
which will get under way late this spring 
and continue through the summer, will be 
headed by Representative Philbin (Demo- 
crat of Massachusetts). 





of an expedition to survey the Forminiere 
mineral concessions in the Belgian Congo. 

An outgrowth of this expedition was the 
Belgian Congo-Angola diamond field, said 
to be one of the largest in the world. For 
his services in opening up the mineral re- 
sources of the Belgian Congo he was 
officially recognized later by King Albert, 
who named him a Chevalier of the Royal 
Order of the Lion. In January, 1948, he 
was made a Commandeur de |’Ordre de 
Leopold II by the Belgian government. 
This is the highest honor which the Bel- 
gian government can bestow upon a non- 
Belgian. 

Early in his career he had made a study 
of Tertiary dikes and Pleistocene glacial 
deposits. Shortly thereafter he was as- 
signed to map geologically a large area in 
Southwestern Nevada and Southeastern 
California. The product of his research 
was the first accurate topographic and 
geological mapping ever made of Death 
Valley. 

Mr. Ball was a founder of the House of 
Jewels at the New York World’s Fair and 
a member of the Jewelers Publicity Com- 
mittee. He was the author of many re- 
ports on the mineral resources of Arizona, 
Wyoming and other Western states. In 
recent years his writings were largely de- 
voted to precious stones. 

For many years he served in a consulta- 
tive capacity for the Gemological Institute 
of America, Societe Internationale Fore- 
stiere et Miniere du Congo and the Com- 
panhia de Diamantes de Angola. 

A daughter, Miss Mary Virginia Ball, 
survives. 


.— 
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tative Vinson (Democrat of 


chairman of the 


unfairly with independent 
we want to know about it.” 


investigating subcommittee. 





of California). 


CHECK DATA ON OPERATIONS 


propriations Committee. 





| eral Russell 
_ Army’s Special Services, 


1950 from post exchange profits. 


vice,” General Reynolds stated. 


ASK OPINIONS OF RETAILERS 


Chairman Vinson to write the 





Building, Washington 25, D. C. 
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“We want to get the facts,” Represen- 
Georgia), 
House Armed Services 
Committee, declared in naming Mr. Phil- 
bin to head the investigation. “If post 
exchanges and ships’ stores are competing 
businessmen, 


In addition to Mr. Philbin, Chairman 
Vinson named eight other members of the 
House of Representatives to serve on the 
They are: 
Representatives Heffernan (Democrat of 
New York), Hebert (Democrat of Louisi- 
ana), Winstead (Democrat of Mississippi), 
Havenner (Democrat of California), Cole 
(Republican of New York), Elston (Re- 
| publican of Ohio), Anderson (Republican 
| of California), and Johnson (Republican 


Members of the subcommittee are pay- 
ing particular attention to some of the 
disclosures as to past exchange and ships’ 
stores operations made to the House Ap- 


For example, Rear Admiral E. D. Fos- 
ter, chief of the Navy’s Bureau of Sup- 
plies and Accounts, testified that the sale 
of material from ships’ stores, ships’ ser- 
vice stores, and commissary stores totals 
| $181,500,000 annually. And Major Gen- 
B. Reynolds, chief of the 
told the Appro- 
priations Committee that the Army will 
receive $11,370,000 in dividends in fiscal 


“The exchange service is operated ex- 
clusively with nonappropriated funds, with 
the exception of military personnel re- 
quired to effectively administer this ser- 


Meanwhile, the House Armed Services 
Committee is seeking the opinions of in- 
dividual retailers on the operations of the 
post exchanges and ships’ stores. Busi- 
nessmen interested in commenting on the 
situation, particularly with regard to the 
forthcoming investigation, are invited by 
House 
Armed Services Committee, House Office 








Diamond Jubilee’ Featured Coast-to-Coast 


Jewelers Use Virtually 
Every Promotion Means 
In JIC-Sponsored Event 


Mr. and Mrs. America could hardly help 
but be “diamond-conscious” during the 
period March 27th through April 9th. 

Retail jewelers throughout the country, 
participating in the Jewelry Industry 
Council’s “Diamond Jubilee” 
used virtually every medium at their dis- 
posal to put before the public the mes- 
sage: “No Gift Says Quite So Much as 
a Diamond.” Newspaper advertisements 
and publicity articles, radio announce- 
ments and commentary, window displays 
—all were designed to impress people 
with the fact that diamonds, the gift of 


promotion, . 
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Large pictures of diamonds from the rough to the finished stage dominated the window of 


Scheer's Jewelers of Rochester, N. Y., during the 1949 Diamond Jubilee." 


In addition to 


the large selection of diamonds which the store features, a diamond scale and a GIA 


Diamondscope were also given 


prominence in this window display. 


COOPERATIVE ADS FEATURE ‘DIAMOND JUBILEE’ 


(Below) Jewelers in Mason City, 
lowa, sponsored this ad stress- 


in sponsoring a half-page ad. | | 
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The cooperative ad shown 
above was sponsored by the 
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of the Cincinnati Enquirer. 


sentiment, are suitable for a variety of 
occasions. 

Many of the nation’s jewelers took 
advantage of the Council’s ad suggestions, 
contained in the “Diamond Jubilee idea 
book,” and used them virtually intact. 
(See pages 112-113.) 

Other retailers used special material 
prepared for the “Diamond Jubilee” by 
the leading mat services. 

A substantial number employed lay- 
outs and cuts furnished by leading ring 
manufacturers. 

And many jewelers, of course, pre- 
pared their own copy and _ illustrations, 
to tie in with the promotion. 

In a number of instances, local jewelers 
banded together to publicize the “Dia- 
mond Jubilee” through full-page or two- 
page cooperative spreads. Advertisements 
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of this type were published by jewelers 
in Aberdeen, S. D.; Mason City, lowa; 
Hight Point, N. C., and Cincinnati, Ohio. 

Jewelers’ use of the Council’s “idea 
book” was not, by any means, restricted 
to newspaper advertising. Suggested ar- 
ticles on diamond lore, facts about the 
diamond, etc., taken from the publication, 
appeared in newspapers throughout the 
country. 

Other methods of securing publicity for 
diamonds were also used. A Tuscon, 
Ariz., jeweler, for instance, selected a 
ten-year-old girl and crowned her with a 
$150,000 tiara. The result? Excellent 
newspaper publicity. Jewelers in Houston, 
Tex., and St. Petersburg, Fla., secured 
excellent reading space in their news- 
papers as the result of their displaying 
replicas of the famous diamonds of the 


world. One jeweler offered a prize for the 
person who could make the most accu- 
rate guess as to the number of diamonds 
displayed in his show window. 

Since this issue of THE JEWELERS’ CIRCU- 
LAR-KEYSTONE went to press only a short 
time after the conclusion of the “Diamond 
Jubilee,” a full report on jewelers’ pat- 
ticipation cannot be rendered at this time. 

However, as was the case with previous 
merchandise promotions conducted by the 
Jewelry Industry Council, a survey is 10 
be made of the “Diamond Jubilee’s” ef 
fectiveness. Questionnaires will be sent 
to retailers who will report on the means 
they used in participating and the results 
they experienced. The results of this sur- 
vey will be published in an early issue of 
THE JEWELERS’ CIRCULAR-KEYSTONE. 
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Winston’sPurchaseofFabulousHopeDiamond 
Puts Gems ‘In the News’ From Coast-to-Coast 





Two secretaries in Harry Winston's New York office engulfed by the mass of newspapers and 
clippings resulting from announcement of purchase of famous diamonds belonging to the 
late Evalyn Walsh McLean. 


Favorable publicity on a scale that fo- 
cused nationwide attention on jewelry in 
general and diamonds in particular was 
achieved April 6th and thereafter as the 
result of an announcement that Harry 
Winston, New York gem dealer, had pur- 
chased the Hope diamond, the Star of the 
East, and other jewelry comprising the 
estate of the late Evalyn Walsh McLean. 

Although Mrs. McLean’s will had re- 
quested that, if possible, the jewels be 
held for a period of approximately 20 
years after her death, the Probate Court 
for the District of Columbia determined 
that it was necessary and in the best in- 
terests of the estate, that the jewels be 
sold. For nearly a week rumors were rife 
that one gem merchant or another had 
submitted bids on the stones. 

At midnight, on April 5th, announce- 
ment was made that the McLean collection, 
valued in excess of $1,000,000, had been 
purchased by Harry Winston. Almost im- 
mediately the news was put on the air by 
all-night dise-jockeys and early-bird news 
commentators. 

The first mail delivery on April 6th 
brought to press representatives in New 
York an invitation to attend a special 
showing of the fabulous gems at 10:00 
a.m. that day. In less than half an hour 
the Winston offices were jammed with re- 
porters, photographers and newsreel cam- 
eramen. At 10:00 o’clock .a special mail 
carrier, bearing the jewelry (which had 
been mailed in Washington the previous 
evening) arrived from the General Post 
Office in an armored truck. 

For the remainder of the morning flash- 
bulbs popped and newsreel cameras ground 
away as models posed wearing the 44% 
carat blue Hope stone and the 100 carat 
Star of the East. For the benefit of Jate- 
aiTiving newsreel and television camera- 
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men, delivery of the million-dollar pack- 
age was re-enacted several times. 

Throughout the morning of April 6th 
news broadcasters on virtually all network 
and local stations breathlessly mentioned 
Winston’s purchase of the Hope stone. 
Most of them cited the Hope diamond’s 
legendary association with tragedy, and 
practically all were overwhelmed by the 
fact that the gem collection had been sent 
from Washington by ordinary registered 
mail. 

Early in the afternoon of April 6th it 
became apparent that the purchase of the 
Hope diamond was the sort of thing guar- 
anteed to capture headlines from coast- 
to-coast. Although New York newspapers 
are notoriously blasé when it comes to 
gems, they seized upon the story of the 
Hope stone. Virtually every afternoon 
paper featured the story, complete with 
large photographs of the models wearing 
the stones, right up on the front page. 
Those papers which relegated the story to 
the inside of the paper gave it an even 
bigger play there. It would have been 
dificult to find a New York newspaper 
reader who was unaware of the fact that 
the Hope diamond had changed hands. 

Practically every top-notch radio news 
commentator mentioned the story of the 
Hope diamond on their program April 6th 
—Kate Smith, Don Hollenbeck and Lowell 
Thomas to mention only a few. 

And the McLean gems were a natural 
for television, of course. Newsreel shots 
of the morning’s showing were put on the 
air by CBS, NBC, Dumont and WPIX. To 
cap the climax, a day or so later, shots 
were incorporated into the “Tex and Jinx” 
telecast over WCBS-TV. 

Just as newspaper and television pub- 
licity concerning the Hope diamond began 
to wane, interest was revived in another 

















quarter, viz.: newsreels. Shots of the fa- 
mous diamonds were incorporated into 
the newsreels released by Paramount, Fox, 
MGM and Telenews, and as long as a week 
after the original announcement of Win- 
ston’s purchase, a newsreel theatre on 
New York’s 42nd Street featured the film, 
heralding the fact in a poster only slightly 
smaller than that devoted to the Illinois 
hospital fire. 

Over a week after the original news- 
paper stories appeared detailing Winston’s 
acquisition, the national news weeklies pre- 
sented the story to their readers. (The 
original story broke just too late for their 
deadlines.) Time magazine and Newsweek 
each carried stories about both the stones 
and their purchaser. 

Newspaper syndicates prepared articles 
on the McLean collection and these, it was 
estimated, would be published at least two 
weeks after the original announcement had 
been made. Such widely circulated syndi- 
cates as NEA, AP Features, King Features 
and INS features all had articles “in the 
works” as this issue of JC-K was going 
to press. 

A number of popular magazines, notably 
Collier’s,; were planning articles on Win- 
ston, the McLean collection, etc., as this 
was written. Such articles, of course, would 
not reach the reading public until mid- 
May or later. 

Newspaper clips from coast-to-coast were 
pouring in on the Winston offices when 
the accompanying photograph was taken. 
At this early date no estimate could be 
made of the extent of the mentions re- 
ceived, but a spokesman was certain that 
the McLean diamonds had received “a 
good press.” Bales of newspapers in Win- 
ston’s offices attested to this fact. 

Purchase of the million dollar diamonds 
by Winston has, of course, given the dia- 
mond and jewelry industry publicity worth 
many times this amount. And it should 
continue, because the purchaser of the 
Hope and Star of the East diamonds plans 
to exhibit them throughout the country. 
“Everybody has heard of the Hope dia- 
mond,” Winston says, “and yet few people 
ever dreamed they would have an oppor- 
tunity to see it. I think the public is en- 
titled to look at ‘the most famous diamond 
in the world.’ ” 

Certain it is that wherever and when- 
ever the famous diamonds are shown to 
the public, an. enormous* amount. of local 
publicity will ensue. When this is done, 
diamonds and the jewelry industry as a 
whole will benefit as a result. 





Survey of California Jewelers 
Reveals Upswing in Business 


As a result of a personal business sur- 
vey of the retail jewelry business in Calli- 
fornia, S. C. Gershey, vice president of 
the Gruen Watch Co., stated, “I am very 
much encouraged over the upswing in 
business here in California which started 
in force a few weeks before Easter.” 

“This decided betterment in retail sales 
is evidenced all throughout the state and 
has the earmarks of a permanent trend, 
not just a seasonal spurt.” 


231 








Forecast Big Turnout for UHAA Convention; 
Latest Horological Techniques Will be Shown 


The 16th annual convention of the 
United Horological Association of America, 
to be held in Chicago’s Hotel Sherman, 
May 19-22, will feature the most complete 
and representative program and panel ses- 
sions in the history of the organization. 
According to an announcement made by 
Frederick A. Morey of Cleveland, UHAA 
president, a number of outstanding speak- 
ers have been scheduled. 

Similar encouraging reports are re- 
ceived from Tod New, president of the 
National Association of Horological 
Schools, and James Hamilton, secretary- 
treasurer of the National Association of 





Timing Instructors. Both associations are 
holding their national annual meetings in 
conjunction with the UHAA convention. 

Never before in the 15-year history of 
the association has the response of watch- 
makers and allied industries been so wide- 
spread as this year. Advance reservations 
for booths indicate that the latest watch- 
making tools and equipment and horologi- 
cal techniques will be shown and demon- 
strated in the 60 exhibit booths at the 
Hotel Sherman’s exhibition hall. A record 
attendance of members and delegates from 
UHAA’s affiliated guilds and associations 
is forecast to surpass all previous con- 














CULTURED 
PEARLS ARE HERE AGAIN 








Once again trade with the Far East is slow- 
ly opening and cultured pearls, favored 
by fashion, are now beginning to trickle 


into this market. 


Because of our direct connections, es- 
tablished since 1901, we are fortunate in 
securing much more than our share of 
these pearls; we can now offer in limited 
quantity matched and graduated cultured 
pearl necklaces of excellent quality and 
loose cultured pearls for the manufactur- 


ing jeweler. 


Always Consult Stone Headquarters 





550 FIFTH AVENUE ° 
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ventions in national representation and 
activity. 

John J. Nooyen, chairman of the execu. 
tive board of UHAA, will be chairman 
and discussion leader of the watch repair 
clinic. 

Julien E. Keilus, sales manager of the 
Jacques Kreisler Mfg. Corp., will present 
1949’s_ “National Watch Repair Week” 
program which is slated to be one of the 
strongest merchandising promotions ever 
planned for watchmakers. Mr. Keilus has 
a rich background in sales and merchap. 
dising and is, therefore, well equipped to 
make his talk interesting and informative, 
This national event has been long adyo. 
cated by the association and its full Sup: 
port and cooperation is being given to 
its successful operation. 

In conjunction with the proposed “Na. 
tional Watch Repair Week,” Mr. Keilys 
will talk on the potential importance of 
the watch repair department as a jewelry 
store trafic magnet ... a means for jp. 
creasing store trafic during the summer 
months, when the retail jeweler needs jt 
most. He will emphasize the value of a 
watch check-up event as a means of 
drawing attention to that unique service 
which a jewelry store, and a jewelry store 
alone, can offer . . . preventative inspec- 
tion, expert watch repair and other jewel- 
ry repairs. 

Current matters of vital importance to 
every watchmaker and to the horological 
profession will be discussed during the 
three-day meeting by speakers well known 
for their leadership in industry affairs, 
Included in the speaking program are 
Fred Gluck, acting president of the Watch 
Material Distributors Association of Amer- 
ica; James G. Shennan, president of the 
American Watch Institute; Paul Tschudin, 
director of the Swiss Watch Repair Parts 
Information Bureau; Benjamin S. Katz, 
president of the American Watch As. 
semblers Association; Bernard Goldstein 
of New York, and other prominent in- 
dustry leaders. 

The educational horological exhibit of 
rare and unusual clocks and watches has 
been enlarged for this year’s meeting. 
Selected specimens of watchmaking ex- 
cellence and craftsmanship entered from 
some of the nation’s most famous collec- 
tions will be shown. 

The annual banquet and dance of the 
UHAA and NAHS will be held in the 
Bal Taberin of the Hotel Sherman on 
Saturday evening, May 21. The closing 
business session and the election and 
installation of new officers will conclude 
the convention at a special meeting on 
the following Sunday morning. 


Booklet on Salesmanship 
Is Timely and Interesting 


An inspirational little booklet on modern 
salesmanship packed with timely and 
interesting material has been prepared by 
E. W. Elmore of Santa Ana, Calif. 

The pamphlet, entitled “Wake Up 
srother,” is essentially a brief refresher 
course in salesmanship. It offers sales 
people concrete suggestions and rules to 
follow in order to do a successful selling 
job in this era of renewed competition. 
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IVC Tax Committee 
Alerts ‘Minute Men 


According to procedure, the many bills 
which have been introduced in the 81st 
Congress relative to taxes, including the 
excise tax on jewelry, have been referred 
to the House Ways and Means Committee 
for consideration. This Committee is now 
engaged in hearings on social security 
legislation and, from present indications, 
it may be some weeks before such hear- 
ings will be completed. 

From week to week opinions shift, hope- 
ful at one time that taxes will be con- 
sidered and then questionable as _ to 
whether Congress will touch on the ques- 
tion of taxes at this session. 

The activities of the Jewelry Industry 
Tax Committee continue, and the situa- 
tion confronting the jewelry industry is 
being kept before members of Congress 
ip the hope that relief may be obtained 
at this session. 

“Minute Men” of the Jewelry Industry 
Tax Committee were advised to make con- 
tacts with every jeweler in their state 
during the Easter recess of Congress. 
Since this offers an excellent opportunity 
for jewelers to make personal contacts 
with their national legislators, the Minute 
Men were asked to reach every jeweler 
and urge him to personally contact his 
own representative and senator. The Tax 
Committee asked jewelers to stress the 
need for immediate relief from the excise 
tax and the hope that action will be taken 
at this session of Congress. 

The fight to secure relief requires much 
effort and full cooperation—every jeweler 
should see his senator and congressman 
whenever they are at home. 


Norfolk and Portsmouth RJA 
Re-elects All Officers 
All officers of the Norfolk and Ports- 


mouth Retail Jewelers Association were 
re-elected at the final spring meeting of 
that group held on April 11. Sam D. 
Hardy continues as president and Joseph 
L. Hecht as vice-president. Carl P. Har- 
mon, re-elected secretary-treasurer, has 
held that office since the inception of the 
organization nine years ago. 

H. A. Goldberg, president of the Na- 
tional Association of Credit Jewelers, was 
guest speaker at the meeting and deliv- 
ered an interesting talk on what has been 
done to date on the excise tax problem. He 
also reviewed steps that have been taken 
to bring about relief from the unfair com- 
petition of PX and ship’s stores. 

Mr. Goldberg urged members to attend 
the Chicago convention of NACJ in July. 

The association is currently preparing 
a new city ordinance for both cities to 
strengthen legislation governing auctions. 
_ Elected to serve on the Membership 
Committee were Joseph Brenner of Spert- 
ner’s, Sam Rosenblatt of Bell Jewelers, 
and Carl P. Harmon. 

Members chosen to serve on the Griev- 
ance Committee were L. B. Rock of L. B. 
Rock Jewelers: H. A. Goldberg of 


Cooper’s, and Joseph L. Hecht of Hecht’s 
Jewelers. 
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$5.07 saved a contract 
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Special switches were needed to complete an electrical instrument contract. 
Late delivery of finished items would kill chances of future orders and lay off men. 
Switches were 1100 miles away, but Air Express delivered the 15-lb. package 
at 3 a.m. — 8 hours after pick-up. Cost, only $5.07. Air Express now used 
regularly. Keeps down inventory, improves customer service by early delivery. 


World's finest Scheduled Airline fleet 





Low as $5.07 was, remember Air Ex- 
press rate included door-to-door service, 
receipt for shipment and more protec- 
tion. It’s the world’s fastest shipping ser- 
vice that every business uses with profit. 


carries Air Express. 24-hour service — 
speeds up to 5 miles a minute. Direct to 
over 1000 airport cities; air-rail for 
22,000 off-airline offices. 


FACTS on low Air Express rates: 


17-lb. carton of hearing aids goes 900 miles for $4.70. 

12 lbs. of table delicacies goes 600 miles for $2.53. 

(Same day delivery in both cases if you ship early.) 

Only Air Express gives you all these advantages: Special pick-up and 

delivery at no extra cost. You get a receipt for every shipment and delivery is 

proved by signature of consignee. One-carrier responsibility. Assured 
rotection, too—valuation coverage up to $50 without extra charge. 

















actically no limitation on size or nee. For fast shipping action, 
phone Air Express Division, Railway Express Agency. And specify 
*‘Air Express delivery”’ on orders. 
- GETS THERE FIRST a 
4) 
rue Sid Rates include special pick-up and delivery 
4 W 4 door to door in principal towns and cities 
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AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


scHEDULED AIRLINES of THE u.s. 
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Manufacturers Find Revised Gold Regulations 
Both Difficult to Understand and Observe 


Government-amended_ gold _ regulations 
are making it exceedingly difficult for the 
jewelry manufacturer to operate. 

The Treasury Department has acted in 
the hope of putting a stop to gold hoarding 
and to the black marketing of the metal 
abroad. 

In so doing, however, they have clamped 
down hard and fast rules that the jewelry 
producer is finding it difficult both to under- 
stand and observe. 

Recently two Treasury agents visited a 
Providence refiner and advised him that 





there ‘had been a change made in the 
regulations. It is now illegal for a non- 
licensed holder to possess or dispose of 
more than 35 fine ounces of gold bearing 
material at any time, they told him. 

They also advised the refiner that he is 
equally in violation if he accepts anything 
in scrap over the 35 fine ounces. 

If he does receive an allotment in viola- 
tion, he must determine whether the manu- 
facturer had a license. Had the transac- 
tion not been covered by a license the 
shipment would have to be frozen. The 





Exclusive in design — a complement 
to any fine wedding ring is the beautiful 
Dennison Wedding Ring Case in exqui- 
site Pearl Lustron moulded plastic. The 
original “Satin Pillow” shape — the 
soft satin lining —the dainty silk tassel 
—the pearl-like brilliance—all attract 
customers and serve to stage the 
wedding ring sale. This ultra smart 


Dennison Wedding Ring Case is con- 








FOR RETAILERS 


Dennison makes a complete line of boxes 
and cases in paper, metal, fabric and plas- 
tic; findings; supplies. Sold by leading 
wholesalers throughout the country. 





Dennison 








105th Year 





veniently packaged in individual white 
packers — 12 to a carton. Order by 
number wont OR. 

The Satin Pillow case is a typical 
product resulting from 105 years of 
Dennison leadership in jewelry boxes, 
cases, findings, and supplies. All are 
outstanding in style, design and crafts- 
manship—all are conservative in price 


— for every grade of merchandise. 
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FOR MANUFACTURERS 


Dennison makes a wide range of specially 
designed paper jewelry boxes and cases 
for manufacturing Jewelers. Consult 
Dennison about your packaging problems. 


JEWELERS DIVISION 


FRAMINGHAM, 
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refiner cannot buy it, he cannot retu 
neither can he advance any money 

They did say that if any manufa 
was found to be in violation the Treasury 
Department would grant temporary jj. 
censes to permit them to get out of their 
dilemma. 

The first hardship that the changed 
regulation worked on the manufacturer 
was costwise. 

To assure compliance the unlicensed 
manufacturer would endeavor to stay under 
the 35 fine ounce maximum. The gold in 
his annodes, dip tank solutions, polishing 
dust accumulations would all have to be 
figured in. It may cut down the amount 
of gold he is permitted to hold to 15 or 
20 ounces. Cost of refining such small 
allotments is prohibitive. 

And the problem is further complicated 
for the manufacturer who normally uses a 
variety of gold bearing material. It would 
necessitate his buying in extremely small 
quantities at even higher prices, 

Plate manufacturers are also victims. 
They would be permitted to buy fabricated 
plate in unlimited quantities, but it would 
lose its fabricated identity as soon as it 
comes from the machine as scrap. 


COST HIGH FOR SMALL FIRMS 


The very small manufacturer who uses 
more than one quality of plate and at the 
same time has some karat gold items may 
need to buy gold in lots of a few ounces 
of each quality in order to come into com- 
pliance. The cost would be so high as to 
make operations impracticable for some of 
them. 

As a result it is impossible for most 
manufacturers to do business without a 
license. The solution is not as simple as 
it sounds. There also are problems for 
those holding licenses because quarterly 
reports present severe administrative dif- 
ficulty to the smaller shop. 

Many have applied for licenses at the 
New York Assay office. The applications 
were promptly returned for correction. 
Many of the applicants had quantities of 
gold scrap tied up. Large sums of money 
were involved. Licenses came back re- 
quiring certain corrections that none in 
the trade had ever heard of before. 

Those who get licenses and those who 
have had them since the gold act was en- 
acted in 1934 would have to keep track of 
the fine ounce quantity of all the different 
qualities in process, and of all the gold 
in manufacture throughout the shop and 
finally of the gold content of the scrap. 
He would have to report every quarter. 

One reason many shops close a week 
each year is to take gold inventory. Some 
have said that under the new ruling it 
would be necessary to close one week each 
quarter for inventory reporting. 

Manufacturers are concerned about the 
amended regulations. Fines and _ prison 
sentences are in store for violators. 

The industry points out that compliance 


Tn it, 
On it, 
Cturer 


is difficult and that the easiest recourse 


would be to go out of business or tum 
from gold to some other precious metal. 

The New England Manufacturing Jewel- 
ers’ & Silversmiths’ Association is endeavor- 
ing to solve the problem for the manu 
facturer. 
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Manufacturers Asked to Analyze Status 
In Relation to Information on Production 


In accordance with the policy of the 
Jewelers Vigilance Committee to keep 
jewelers apprised of matters affecting the 
industry, the following is brought to the 
attention of all jewelry manufacturers. 

Realizing that our chances for remaining 
at peace may well depend upon the de- 
termination, ability and cooperation with 
which we improve our readiness to pre- 
serve our freedom, should we be drawn 
into another war, the National Security 
Resources Board was established by Con- 
gress to advise the President relative to 
the coordination of military, industrial and 
civilian mobilization. 

In line with this program, it has been 
pointed out by Lester P. Doidge of the 
Consumer Durable Goods Division of the 
National Security Resources Board that 
certain information and advice from indus- 
try and groups have been requested. It 
is understood, unofficially, that among some 
of the subjects which the National Se- 
curity Resources Board discussed with in- 
dustry are: 

a). Possible shortage of critical mate- 
rials and use of substitutes; 

b). Simplification and standardization 
of line for military and essential civilian 
requirements; 

c.) Productive capacity; segregation of 
plants for regular production; others to 
war work; 

d.) Production cycle—period necessary 
to use up raw materials and component 
parts; or conversion period; 

e.) Use of idle and unused facilities, 
plans for conversion; 

f.) What was produced in last war; 

g.) Manpower availability. 

It would be of material assistance if 
manufacturers would analyze their positions 
in relation to the above so that if a survey 
is indicated and approved, no time will be 
lost in gathering the required information. 
Should an emergency arise, there may be 
shortages of critical materials and man- 
power which will require the issuance of 
orders similar to those in effect during the 
last war. 

This statement is not a request for in- 
formation. It is understood that there will 
be a meeting of a task group of the jewel- 
ry industry to be called at a later date by 
the National Security Resources Board, 
after which meeting it is likely that in- 
formation will be requested. 


Convention of N. Y. State RJA 
Promises to be 'Best Ever' 


Wholehearted membership support has 
been accorded the annual convention of 
the New York State Jewelers Association 
to be held at the Hotel Statler, Buffalo, 
on May 15, 16 and 17. Interest and re- 
sponse to the convention has been very 
encouraging and officers of the association 
feel that this will be the most outstanding 
convention they have held since the war. 

The Buffalo Jewelers Committee, with 
Austin J. Horton as general chairman, 
together with the chairman of the other 
various committees, have been making 
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preparations for the convention for the 
last two months. 

Vice President Malcolm Cambell, who is 
in charge of the exhibits, reports that to 
date 28 firms have reserved display space 
at the convention. <A fine program of 
speakers has been arranged for by Presi- 
dent Charles P. Coster. 

Advance releases on the convention indi- 
cated that a guest speaker would address 
the Sunday evening luncheon and that a 
barber shop quartet would entertain. 

A new and popular feature of the con- 





vention will be inaugurated on Monday and 
Tuesday mornings. Convention breakfasts 
wil] be held and emcees will conduct prize 
drawing contests. 

An evening of fun and good fellowship is 
promised at the annual banquet which will 
be held on Monday evening, May 16 in the 
grand ballroom of the Hotel Statler. Officers 
will be elected and installed on Monday 
afternoon. On Tuesday noon the ladies 
will be entertained at a luncheon and 
fashion show. 

With the help of its officers and members, 
the association has made _ considerable 
progress in developing closer contacts 
among New York State jewelers by dis- 
cussing its program at district meetings. 
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JVC Elects Officers 


Officers elected for the ensuing year at 
the annual meeting of the Jewelers Vigi- 
lance Committee which was held on April 
22nd include: G. H. Niemeyer, chairman 
(president); Walter N. Kahn, vice-chair- 
man (vice president), and Sigmund Cohn, 
treasurer. 

Elected to serve on the board of direc- 
tors for the coming year were: H. M. Abel- 
son, NACJ, Newark, N. J.: Herman L. 
Baskin, president of the Jewelry Crafts As- 
sociation, New York; Thomas H. Benedict, 
president of the American Stone Importers 
Association, New York; John M. Biggins, 
president of the Chicago Jewelers’ Asso- 
ciation, Elgin, Ill.; Walter H. Butler, E. 
W. Reynolds Co., Los Angeles; Charles H. 
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Church, Church & Co., Newark, N. J.; Sig- 
mund Cohn, treasurer of the JVC, New 
York; Leon J. Engel, NWJA, Baltimore, 
Md.; George Fine, president of the Dia- 
mond Mfrs. & Importers’ Association, New 
York; H. A. Goldberg, president of NACJ, 
Portsmouth, Va.; James H. Hetzel, Eisen- 
stadt Mfg. Co., St. Louis, Mo.; Eliot P. 
Hirshberg, Finlay Strauss, New York; Wal- 
ter N. Kahn, vice chairman of the JVC, 
New York, and Cecil D. Kaufmann, chair- 


man of the JIC, Washington, D. C. 


Also, Benjamin S. Katz, president of the 
American Watch Assemblers’ Association, 
Cincinnati; C. M. Kendig, president of the 
American Jeweled Watch Mfrs. Associa- 
tion, Lancaster, Pa.; Victor A. Lambert, 
Jewelers’ Security Alliance, New York; 
William F. McChesney, Sterling Silver- 
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smith’s Guild of America, Providence; Ja- 
cob Mehrlust, president of the Platinum. 
smiths’ Association, New York; Frank Mil. 
hening, J. Milhening, Inc., Chicago: ¢. H. 
Niemeyer, chairman of JVC, New York. 
William B. Ogush, William B. Ogush, Inc, 
New York; Edward O. Otis, Jr.. president 
of the NEMJ&SA, Providence; <A. 0. 
Packer, Educational Jewelry Mfrs, Ago. 
ciation, New York; H. Victor Pay 
ANRJA, Newark, N. J.; Henry Petersen, 
president of Associate Jewelers, New 
York; Dudley E. Sanderson, Oneida, Ltd., 
Oneida, N. Y.; W. Waters Schwab, J. R 
Wood & Sons, New York; Wilson A. 
Streeter, Bailey, Banks & Biddle Co., Phila. 
delphia, and Oliver R. Wasson, ANRJA, 
New York. 

A complete, detailed story on the re. 
ports submitted at the annual meeting by 
the chairman, executive vice chairman, 
counsel, and the various committees, wil] 
appear in the June issue of JC-K. 





JIC Promotional Material 
Now Restricted to Members 


During its first two years the Jewelry 
Industry Council, under a policy set by 
its board of directors, made available cer- 
tain of its promotional material to non- 
member retail jewelers as concrete evi- 
dence of the service it was qualified to 
render. 

At a meeting of the Council’s board held 
in New York on April 21, 1949, this pol- 
icy was reversed by unanimous vote. Under 
the new policy all of the promotional 
material issued by the Council will be 
confined to its membership. 

At the same meeting executive com- 
mittee appointments for 1949 were unani- 
mously approved. According to Cecil D, 
Kaufmann, JIC Chairman, they are as 
follows: 

Leon J. Engel, J. Engel & Co., Balti- 
more: Leonard Shiman, Shiman_ Bros. 
Mfg. Co., Newark, N. J.; Craig D. Mun- 
son, International Silver Co.; W. Waters 
Schwab, J. R. Wood & Sons; G. H. Nie- 
meyer, Handy & Harman; Ray F. Warren, 
Bulova Watch Co.; Meyer B. Barr, Bart’s, 
Philadelphia, Pa.; H. Victor Paul, Wiss 
Sons, Inc., Newark, N. J., and B. G. 
Rudolph, Rudolph Bros., Syracuse, N. Y. 

Mr. Kaufmann as chairman, and Victor 
H. Lambert, vice-chairman, are ex-officio 
members of the executive committee. 


ee 


Denver Wholesale Jewelers 
Move to New Location 


The Steel Building in Denver, Colo. 
which has been the wholesale jewelry cen- 
ter of that city for the past 20 years, was 
sold approximately two years ago necessl- 
tating the removal of all tenants from the 
site. Most of the former tenants have 
found new quarters in the Denver Theatre 
Building, located at the corner of 16th 
and Glenarm, just one block from the old 
location. 

Jewelry concerns now located in the 
Denver Theatre Building are: William 
Schenkein Co.; Vicksman Jewelry Co.; 
Krulak & Co.; Lehr Peechin; Housey & 


Zekman and many others. 
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New York Watchmakers 


Discuss Licensing Law 


The results of the legislative efforts to 
enact a New York State watchmaker regis- 
tration law were discussed at the April 
meeting of the Horological Society of New 
York. Henry B. Fried, executive secretary 
of the society, spoke of the strides gained 
through introduction of such a bill and 
‘ts reasons for failing to become a law 

He mentioned the fact that efforts will 
soon be made to bring together leaders of 
all allied state and local organizations in 
draft a bill that would be 
becoming law. Mr. Fried 
needs for additional 


an effort to 
successful in 
also stressed the 
funds to finance such measures. 

An invitation to enroll in free-trade ex- 
tension training was made to over the 250 
present who heard Howard L. Beehler 
speak on “The Benefits of Trade Exten- 
sion Training.” Mr. Beehler told of the 
necessity of self-improvement as a means 
of meeting competition successfully. He 
also pointed out the benefits of self- 
improvement to the younger watchmakers 
and stressed the importance of this formal 
training to the older watchmakers. A raise 
of hands showed an overwhelming response 
to the question on who would like to 
take such training. 

Ernest Kramer, assisted by electronics 
engineer Adolph Suchy and Mr. Storey of 
Chicago, set up cathode tube oscilloscopic 
equipment in conjunction with a lecture 
he gave on the Paulson Time-O-Graf. He 
pointed out the qualities of this machine 
as compared to other devices. Later he 
held a clinic for the individual watch- 
maker and rendered advice on individual 
problems. 

The evening’s program ended with a 
showing of two sound films. 
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Modern Watchmaking Methods 
Described in Talk by Luckey 





Using enlarged photographs like this, in ad- 
dition to 50 and 100 time size transparent 
models of watch parts, George P. Luckey, 
vice-president in charge of manufacturing, 
Hamilton Watch Co., pointed out modern 
developments in fine watch manufacturing 
for the audience attending the twelfth an- 
nual James Arthur Lecture at New York 
University, April 7th. 


“Developments in Portable Timepieces” 
was the subject of a lecture presented by 
George P. Luckey, vice-president in charge 
of manufacturing, Hamilton Watch Co., at 
New York University, Thursday, April 7, 
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1949. Mr. Luckey’s talk was the twelfth 
in an annual series under the auspices of 
the James Arthur Foundation on the gen- 
eral theme “Time and Its Mysteries.” 

Speaking in Gould Memorial Auditorium, 
Mr. Luckey contrasted today’s watchmak- 
ing methods with those of some of the 
earlier specimens in the Arthur Collection 
of Clocks and Watches at the University. 
He pointed out that the making of a fine 
watch has definitely passed from the domain 
of the artisan, working with easily pro- 
curable materials and tools, into a domain 
where the skilled worker is assisted by the 
engineer and scientist, where new mate- 
rials and specialized machines and _ tools 
are developed to meet the requirement of 
each individual part. 


You will want @ 


these NEW Rings-0-Bliss in 
your store because ... 


1 you will find them to be 


exciting new and different designs 


superbly executed by master craftsmen... 
striking, enchanting creations to sell your 


customers right on the spot. 





2 


constant improvement in a line of rings 
already fine...an ever more modern assort- 
ment of time-proven, consistent fast sellers. 


you will display them to 

unusual advantage . ..an attractive 
leather-bound window tray comes free with 
your initial order of Rings-O-Bliss. Also yours 
for the asking are a number of newspaper 
mat ads for displaying Rings-O-Bliss in 
your local paper. Write for them today. 
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The prices of sets shown here are particu- 
larly attractive, so place your order now! 


BLISS RING COMPANY 
29 E. Madison St. © Chicago, Illinois 


Catalog and Newspaper Mats Available 


you will know them to be 


dramatic proof of our pledge to give you 


you will sell them readily and 
with confidence...readily because they 
have the inherent customer-appeal of fine 
jewelry...with confidence because our sound 
policy of prompt delivery has always meant 
satisfied customers to dealers everywhere. 


Electronic devices to measure the ac- 
curacy of a watch even before it is as- 
sembled; steel furnaces which smelt alloys 
in batches of pounds instead of tons; and 
lubricating oils so fine that one drop will 
oil 1066 bearings, were among the manu- 
facturing miracles deseribed by Mr. Luckey 
in his speech. 

The lecture series was established in 
1932 under the will of James Arthur, 
Scottish-born engineer and author who 
donated his famous collection of rare Time- 
pieces to New York University twenty- 
three years ago. The collection, housed in 
Gould Memorial Library, was originally 
valued at more than $150,000 and has since 
been supplemented by many rare and valu- 
able specimens. 
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Heads Special Gifts Committee 
In UJA's Annual Fund Drive 


Michael Nathan, sales manager of the 
English Silver Manufacturing Corp., 366 
Fifth Ave., New York, is chairman of the 
1949 campaign Special Gifts Committee 
of the Junior Division of the United Jew- 
ish Appeal of Greater New York. Out- 
standing event of the campaign thus far 
was the April 3 meeting of the committee. 
which was addressed by former Governor 
Herbert H. Lehman. 

The meeting, which took place in Gov. 
Lehman’s home, heard him describe the 
1949 United Jewish Appeal campaign as 
the greatest and most urgent in the his- 
tory of the American Jewish community. 
Most important of the vital projects to 








be fulfilled by United Jewish Appeal 
agencies this year, Gov. Lehman empha- 
sized, was the resettlement of all the re- 
maining Jewish DP’s in Israel, America 
and other countries offering secure havens. 

Associated with Mr. Nathan in _ the 
Junior Division are Lloyd G. Whitebrook, 
chairman of the Division; John Lehman, 
Henry Morgenthau III, Peter Straus, 
Joseph Leff, Joseph Rosenblatt and hun- 
dreds of other young communal and social 
leaders. 

“We need more help,” Mr. Nathan de- 
clared. “The world-wide program of the 
United Jewish Appeal, which includes aid 
to newcomers to America and the defense 
of human and civil rights in America and 
throughout the world, deserves everyone’s 
support. The jewelry and allied industries 
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order now from your ma- 
terial dealer. 
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are full of young people who, I am sure, 
will want to lend a hand.” 

The United Jewish Appeal of Greater 
New York is the sole fund-raising agency 
in the metropolitan area for the United 
Palestine Appeal; the Joint Distribution 
Committee (including ORT); the United 
Service for New Americans; the Join 
Defense Appeal of the American Jewish 
Committee and the Anti-Defamation 
League of Bnai Brith; the American 
Jewish Congress; the National Jewish 
Welfare Board; the Jewish Telegraphic 
Agency, and the American Friends of the 
Ilebrew University. 


Jewelry Industry Council 
Names New Fashion Director 


As a major step in the expansion of its 
fashion promotion program, the Jewelry 
Industry Council has appointed Martha 
Percilla as its Fashion Director. 

In recent years, Miss Percilla has been 
Director of Fashion Promotion and Special 
Events for Abbott Kimball Co., Inc., an 
advertising agency internationally known 
for its work in the fashion field. 


MARTHA 
PERCILLA 


Appointed 
Fashion Director 
of Jewelry 
Industry 
Council 





In her previous experience in the fashion 
field, she has also served as emcee of CBS 
“Television’s Saturday Night Revue” and 
as Women’s Editor and Stage and Screen 
Editor for the Radio Division of Associated 
Press. 

In the public relations and writing fields, 
Miss Percilla’s experience included pub- 
licity and exploitation work in Hollywood 
for Metro-Goldwyn-Mayer Pictures and 
news writing for the Columbia Broadcast- 
ing System. 

In private life, Miss Percilla is Mrs. 
W. J. Harris, Jr. She hails originally from 
Albany, and Atlanta, Ga. 





Zale Jewelry Company 
Observes 25th Anniversary 


All the chain stores of the Zale Jewelry 
Co. in Texas, Oklahoma, Missouri, Iowa 
and Nebraska recently joined to celebrate 
the firm’s silver anniversary. 

Company officials announced that the 
event was in preparation for almost a year. 
To mark the firm’s 25th anniversary cele- 
bration, all stores were decorated in the 
company’s colors, royal blue and _ silver. 
In addition displays of the famous George 
Washington silver 25-cent piece had been 
fashioned into the company’s silver anni- 
versary emblem. In_ two-foot size, they 
were displayed at all Zale stores. 

Customers received special anniversary 
souvenirs at all stores during the anniver- 
sary celebration. 
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Hagerty Appointed President 
Of Re-Organized Waltham Co. 


John J. Hagerty, for the past ten years 
manager of the New England branch of 
the Reconstruction Finance Corporation, 
has been appointed president and general 
manager of the Waltham Watch Company 


and trustee’s agent until reorganization 1s 


complete. 

The Waltham plant is now open 
operating, Mr. Hagerty announced, and 
quality watches are being produced. A 
very rigid inspection system has been in- 
stituted, he said, and the reorganized firm 
has committed itself to rehabilitating 
equipment. When this is done, he main- 
tained, Waltham will have the most mod- 
ern watch manufacturing plant in Amer- 
ica, accommodations for efficient equip- 
ment, competent skills and integrated plan- 
ning. This, he added, will give the quality 
to Waltham watches which the jewelers 
of America recognize as the Waltham 
standard of performance. 

Mr. Hagerty stressed the fact that he 
would like to have the jewelers of Amer- 
‘ea treat Waltham Watch Company as they 
would like to be treated if positions were 
reversed. “All we ask for,” he said, “is 
fair play. We are going to make only 
quality watches.” 

“Tomorrow is a new day for Waltham 
and should be as glorious as the best of 
the past,” Mr. Hagerty said, adding, “Our 
new slogan will be: ‘Watch Waltham.’ ” 


and 


Joseph Bender's Retirement 
Announced by Jacoby-Bender 


Max Jacoby, president of Jacoby- 
Bender, Inc., New York, prominent manu- 
facturers of watch bands, recently an- 
nounced the resignation of Joseph M. 
Bender, treasurer and one of the founders 
of the company. At the same time it was 
announced that Mr. Bender’s stock interest 
was retired. 

Addressing himself to the employees of 
Jacoby-Bender, Inc., Mr. Bender wrote as 
follows: “Effective April 1, 1949, I am re- 
tiring from active management of Jacoby- 
Bender, Inc. I want to extend my sincere 
thanks to all of you for the cooperation 
you have given me and I trust you will 
afford the same cooperation to Max 
Jacoby.” 

In an interview, Mr. Bender announced 
that he had no plans to return to busi- 
ness. “I am retiring and plan to take it 
easy and enjoy the things I like most. 
My associate and good friend, Max Jacoby, 
will continue the active management of 
the company, which, under his guidance, 
has become one of the leading factors in 
the watch band industry.” 

With the retirement of Mr. Bender’s 
stock interest it was indicated that owner- 
ship of all of the stock of the company 
was vested in Mr. Jacoby. In a statement 


‘released by Mr. Jacoby, he said: “Mr. 


Bender and I founded this. business in 
1936, after having been co-workers in the 
jewelry industry since 1919. Together we 
worked for this company’s advancement 
and it is deeply gratifying that today the 
name JB holds a prominent position in 
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the industry. Mr. Bender has left an in- 
delible mark of achievement for many of 
his devices and patents were responsible 
for the swift growth of our company and 
of the watch band industry as a whole. 
His retirement is of his own desire but 
he will continue to act as consultant to 
this firm in the sphere of operations in 
which he excels.” 
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Milwaukee Wholesalers Ass'n 


Elects Patzwald President 
E. M. Patzwald of E. M. Patzwald Co. 


was elected president of the Milwaukee 
Wholesale Jewelers Association at a meet- 
ing of the board of directors of that or- 
ganization held on March 18th. Other ofh- 
cers elected at the meeting were A. C. 
Possin, A. C. Possin Co., vice president, 


and Wm. J. Kilb, Kilb-Beck Co., secre- 





lary-treasurer. 

The association, which is comprised of 
13 distributing firms, also held a meeting 
on March 7th at the Medford Hotel to 
transact business and elect two new di- 
rectors. Elected to serve as directors at 
the meeting were A. C. Possin and Orrin 
T. Wals of Edward M. Wals & Son, Inc. 

The association intends to entertain fre- 
tail jewelers that attend the forthtoming 
convention of the Wisconsin Retail Jewel- 
ers Association to be held on May 1 to 3 
at the Schroeder Hotel in Milwaukee. 

In addition, a continuation of the cus- 
tomer advertising campaign inaugurated 
in 1948 will soon get underway. 

Other directors of the association, in 
addition to Messrs. Possin and Wals, are 
A. C. Kuesel, A. C. Kuesel & Son; E. M. 
Patzwald; Herman Weingrod, M. Wein- 
grod Co., and William J. Kilb. 
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Kay Jewelers Change Location; 
Over 15,000 Attend Opening 


Kay Jewelers has re-located its Provi- 








Well lighted wall and floor cases display 
a wealth of merchandise in the jewelry 
small home appliance, radio and gift fields, 
On the opening day, Thursday, April Tth, 








dence store, having moved it from 232 an estimated 15,000 people jammed th 
Westminster St. to 240 Westminster St. store throughout the day. Some of jy a 
The new store is more than 50 per cent the direct result of the souvenir offered t 
larger than the former one. It permits the each one visiting the store. Others came to 
setting up of all 15 departments on the see the million dollar collection of dig. 
ground floor. ' monds on display for the re-opening. 
From its ultra-modern front—complete The new store is one of 80 ‘a | 
with plate glass door—to its walnut operated from coast to coast by the ons : 
panelled credit department, the new store pany which has capitalized on its name 
is the last word in jewelry merchandis- for its credit slogan “It’s O. K. to Oye | 
ing. Kay.” . 
Lar est UIA Fund Dri Among the industry’s leaders who attended 
g ive were: Sidney Fiddelman of J. Fiddelmay 
p} d , T d [ d & Son, Col. Harry D. Henshel and Hany | 
anned DY ifadge Leaders —p. Henshel, Jr. of Bulova Watch Co, | 
Alexander E. Arnstein, senior partner of | cungrae W. Hofman of Diamond Distrib 
Arnstein Brothers & Co., and chairman of | site Inc., Sydney J. Lamon, Herman Leh 
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United Jewish Appeal, announced recently 
that six separate UJA divisions in the 
jewelry industry have been set up as the 
basis for the greatest campaign ever con- 
ducted by the industry to aid distressed 
survivors overseas. 

Stating that each of the divisions would 
sponsor its own dinner during the month 
of May, Mr. Arnstein said that they were 
organized under the following headings: 
Diamonds, Watches, Manufacturing Jewel- 
ers, Downtown East Side Jewelers, Re- 
tailers,, and Wholesalers and Suppliers. 

Mr. Arnstein acted as host at dinner to 
a number of industry leaders at his home 
on April 2lst to consider additional means 
of rallying the industry’s support to help 
maintain the steady flow of Jewish sur- 
vivors from European DP camps to Israel. 

The elaborate plans for the jewelry 


industry's 1949 campaign for the United 
Jewish Appeal were made at a special 
meeting at the 


office of Mr. Arnstein. 


of Arrow Manufacturing Co., Inc. 

An industry-wide building campaign will 
also be initiated, Mr. Arnstein said. to 
obtain maximum personal participation jn 
the campaign. 

“Now that we know we can empty the 
DP camps this year, with only the lack 
of funds standing in the way,” Mr. Am- 
stein declared, “we want to enable the UJA 
agencies to make the kind of plans that 
will assure their leaving these miserable 
holes as soon as possible. Furthermore, 
we cannot leave these tens of thousands 
stranded in the port cities of France or in 
other places waiting for our belated aid. 

“Our help is needed more than ever, if 
the 25,000 refugees who are reaching Israel 
every month are to be integrated into her 
life and economy. Homes must be rapidly 
built, pioneering agricultural settlements 
begun, enterprises of almost every kind 
developed to provide shelter and means 
of livelihood.” 
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Plans for the jewelry industry's 1949 campaign for the United Jewish Appeal were made at 

a special meeting held at the office of Alexander E. Arnstein on March 24th. Those who 

attended were: Mr. Arnstein (seated), chairman of the UJA Jewelry & Allied Trades Division. 

Standing, left to right: Col. Harry D. Henshel, Jr., Bulova Watch Co.; Herman Lehman, 

Rima Watch Co.; Sidney Fiddelman, J. Fiddelman & Sons, Inc.; Stephen W. Hofman, Diamond 

Distributors, Inc.; Col. Harry D. Henshel, Bulova Watch Co.; Sydney J. Lamon, and Milton 
Weill, Arrow Manufacturing Co., Inc. 
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q Norman M. Morris, president of Nor- 
man M. Morris, Inc., importers of Omega 
watches located at 608 Fifth Ave., New 
York, sailed on April 27th on the 5.5. 
Queen Elizabeth for a six week business 
trip to the firm’s factory in Switzerland. 
Mr. Morris is also president of the 24- 
Karat Club of the City of New York. 

q.R. Pearlman, Inc., manufacturing jewel- 
ers located at 83 Canal St., have announced 
the opening of a new uptown showroom at 
62 West 47th St., New York. 

q Edmund Cohn, formerly associated with 
the Feature Ring Co., is now connected 
with Teitelman-Danziger, Inc., manufac- 
turers of gold and platinum rings, 20 West 
47th St., New York. 

¢ Barnett Robinson of Robinson & Sverd- 
lik. Inc., importers of precious stones, 610 
Fifth Ave., New York, sailed April 20th on 
the S.S. Queen Mary to visit the precious 
stone markets in Europe. Mr. Robinson 
was accompanied by his wife and will re- 
main overseas until June 15th. 

q Sam H. Cohen, formerly associated with 
the Elrex Watch Co. and the Warren Trad- 
ing Corp., has organized his own company. 
Known as the Cosam Co., the organization 
will merchandise a popular priced line of 
wrist watches for boys and girls to retail 
jewelers. The new firm is located at 55 
West 45th St., New York. 

q Members of the New York Guild of 


Tishman Speaks At 
Annual MLHS Meeting 


Maurice Tishman was re-elected presi- 
dent of the Maiden Lane Historical So- 
ciety at the annual meeting of that or- 
ganization held on March 31 in Schwartz’s 
Restaurant, 183 Broadway, New York. 
Prior to the meeting President Tishman 
entertained members to a delicious dinner 
in celebration of his 50th year in the 
jewelry trade. 

In his presidential acceptance speech 
Mr. Tishman recounted his early days in 
the jewelry industry when he started as 
a $2 a week errand boy and outlined his 
career until the present day. 

He told members of the society that he 
attributed all he accomplished to our 
American system of free enterprise. “Un- 
der that system the common man. no mat- 
ter how humble or small his beginning, 
can start from the bottom and reach any 
heighis of success as a merchant—a sys- 
tem which we as members of our profes- 
sion must uphold and defend. 

“I graciously accept the presidency of 
the society,” he told those attending, 
“which in keeping alive the memories and 
history of our truly American traditions 
and our American way of life, aids in 
perpetuating them for the happiness and 
prosperity of ourselves and for generations 
yet unborn.” 

Other officers re-elected to serve for the 
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American Gem Society met on March 15th 
at 5 East 47th St., New York, and heard 
an interesting lecture by Dr. Ralph J. 
Holmes of Columbia University. An ex- 
hibit of newly developed gem testing in- 
struments proved highly popular with those 
attending. 

q The Murray Siegel Jewelry Co. of 2 West 
47th St.. New York, announced that their 
export manager, E. Cole, recently left on 
an extended business trip. His first stop 
was in Mexico City, Mexico. 

q Wilsons Leading Jewelers, 310 South 
Salina St., Syracuse, N. Y., marked St. 
Patrick’s Day by giving away 2500 genuine 
Irish shamrock potted plants. Recipients 
were not required to buy anything. The 
only requisite was that they wear some- 
thing green. John D. Wilson, proprietor, 
brought the seeds for the plants direct 
from Ireland last year in preparation for 
the event. 

q Alpert’s Jewelry Store, Elmira, N. Y., 
attracted considerable street. traffic recently 
when Erwin C. Schein, the store’s watch- 
maker, set up his desk in the front window. 
The delicate work of handling the tiny 
parts of a watch intrigued many passersby. 
q Ralph J. Rogers has opened a new 
jewelry store at 30 Court St., Binghamton, 
N. Y. The firm has been in business in 
the city for 28 years and larger quarters 
were needed for expanding operations. 








ensuing year at the meeting were: Vice 
Presidents: Wm. I. Rosenfeld, Jos. D. Lit- 
tle, G. H. Niemeyer, Otto D. Wormser, 
F. J. McCormick and Benj. F. Biftar; 
Secretary-Treasurer, Chas. A. Parker, and 
Historian, Benj. F. Biffar. 

Elected to serve on the board of 
trustees were Sigmund Cohn, Frank P. 
Brennet, Frank Whitaker, Louis A. 
Schwob, Albert H. Betz, August O. Packer, 
James E. Theise, Andrew E. Andersen, 
Frederick L. Henry, Fred J. Hensinger, 
George Scofield and Arthur Tuveri. 


The following were elected to member- | 


ship: Russel Richter, George Lake, Robert 
G. Packer and Hugh Bender. 


NWJA Prepares Claims Leaflet 


Since many members of the National 
Wholesale Jewelers Association have been 
encountering considerable increases in 
claims, the organization has prepared a 








form for them to enclose with shipments | 


to retailers in connection with claims, 
shortages, damage, etc. 
In a good many instances customers 


have filed claims quite a time after receipt 


of the merchandise and some have made | 
no effort whatsoever to acquaint the carrier | 


with shortages or damage. 

To stop these practices the association’s 
executive committee and a special com- 
mittee appointed by President Edwards 
worked on this new claims leaflet. It 
should help considerably in correcting this 
situation. 





telco 


COLI ORE) PEARLS 


JACK J. FELSENFELD x 


9S MAIDEN LANE NEW YORK 











DIAMONDS 


All sizes — All shapes 


Finest polishing from Palestine and Bel- 
gium, sized and graded. Please ask for 
our new list of prices No. 15. 


H. Sori 576 5th Ave. 





a 


























New York 19, N. Y. 
LUxemburg 2-3575 
“ORIENTA” 
COLTURED PEARLS 
of QUALITY 
» OL fz 


( 4 
65 NASSA NEW Y 








SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 








269 So. 9th ST. 





























N Whitelaw Brothers 3 
b —_ 
DIAMONDS {’§ 
he 
be 48 West 48th St., New York, N. Y. 
LEWIS KIRSCHMAN COMPANY, Inc. 
241 








TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 


Send for Catalog 


277 HALSEY ST. 


NEWARK 2, N. J. 

















ENCRUSTERS 


Stone Engravers 
Ruby & Onyx ) 
Drilling Res’) 

tz: Orders 


Braunfeld & Mehlman 
108 Fulton St., New York 7, N. Y. 





















ONYX-STEEL 
MAINSPRINGS 


Longer lasting — Accurate timing — Pro- 
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Wm. O. Smith, WPHI President, 
Returns From Swiss Trip 


William O. Smith, originator of the 
“Esembl-O-Graf” method of — servicing 
chronographs, has returned from a six- 
week trip to Switzerland where he demon- 
strated his new procedure to Swiss manu- 
facturers of chronograph watches. 

An important result of these conferences, 
Mr. Smith said, was an agreement of co- 
operation to further Esembl-O-Graf de- 
velopment, reached with chronograph 
manufacturers afhliated with Ebauches S. 
A. Similar agreements with other Swiss 
chronograph manufacturers are expected 
to be concluded in the near future. 

“Swiss chronograph manufacturers are 
optimistic about the effect of Esembl-O- 
Graf servicing on the American market 
for chronograph movements,” Mr. Smith 
reported, “and they are interested in the 
use of Esembl-O-Graf in other countries 
throughout the world.” One of the re- 
quests made was that the course be pub- 
lished in French, German and Spanish 
editions at an early date. 

Major points of agreement between Mr. 
Smith and Swiss chronograph manufac- 
turers are intended to facilitate early 
publication of Esembl-O-Graf manuals for 
newly developed chronographs. In _ this 
connection, manufacturers have agreed to 
furnish Mr. Smith with a movement of 
each new caliber of chronograph in suf- 
ficient time to develop the appropriate 
manual before the movement reaches the 
market. Swiss manufacturers have, in ad- 
dition, supplied the publisher with caliber 
numbers and electrotypes of identifying 
symbols of chronographs now covered by 
the Esembl-O-Graf. These additions, Mr. 
Smith explained, are now being incorpo- 
rated in existing printed volumes. 

Invitations to attend the first American 
chronograph premiere on May 17 and 18 
in Chicago were sent to all directors of 
watchmaking schools throughout the coun- 
try by Mr. Smith. Early response to invi- 
tations sent watchmaking schools indicate 
that attendance will be heavy. 





GIA Announces Dates of 
Advanced Gemology Classes 


Resident Course B, the advanced theory 
and practice of gem testing, conducted 
by the Gemological Institute of America, 
will be presented in Chicago May 2 
through 20 and in New York and Los 
Angeles July 11 through 29, simultane- 
ously. 

The classes, meeting for three weeks 
Monday through Friday, 8:30 a.m. to 4:30 
p.m., will be headed in Chicago by Lester 
Benson, GIA laboratory supervisor, and 
G. Robert Crowningshield, director of edu- 
cation at GIA Eastern headquarters; in 
New York by Richard T. Liddicoat, GIA 
assistant director, and Crowningshield; in 
Los Angeles by Kenneth Moore, GIA 
instructor, and Benson. 

Prerequisites for attending the classes, 
which will stress speed and accuracy in 
diamond grading and will familiarize stu- 
dents with colored stones and detection 
of imitations and synthetics, are comple- 





tion of Correspondence Course 1 and 
Resident Class A. 

Successful completion of this course plus 
the entire correspondence curriculum, two 
written examinations and the passing of 
final examinations in gem _ identification 
and diamond grading will entitle the sty. 
dent to receive a diploma in the Theory 
and Practice of Gemology. 

Veterans are eligible to attend under 
the G.I. Bill. Enrollment is limited to 
minimum of nine and a maximum of 12 
Those wishing further information or def. 
nite reservations should write GIA Head. 
quarters, 541 South Alexandria Ave., Los 
5, Calif. 


Angeles 





Jewelers of Washington, D. C. 
Compromise on Optometry Bill 


The Greater Washington Retail Jewel. 
ers Association of Washington, D. C., met 
with Dr. Evart Warren, member of the 
District Optometric Society, to compro- 
mise differences in the proposed District 
optometry bill which is before Congress, 

Among important agreements reported 
to have been reached were elimination of 
price advertising and placing of restric- 
tions on signs and displays. The com- 
promise bill now is ready for presentation 
to Congress. 

At the District Building meeting, the 
association was represented by Bernard 
M. Burnstine, Sylvan Powdermaker and 
their attorney, Henry Brylawski. The 
meeting was presided over by Assistant 
Corporation Counsels Hubert B. Pair and 
Irving Bryan. 





Close Store in Los Angeles, 
Open Another in Albuquerque 


Ann and Tom Joseph, who were formerly 
in the retail jewelry business in Los An- 
geles, Calif., have opened a new and at- 
tractive jewelry store in Albuquerque, 
N. M., under the name of Nob Hill Jewel- 
ers. 

The couple discontinued their Los An- 
geles business on Dec. 31, 1948, but retained 
the store’s complete line of jewelry items 
which they used to stock their new enter- 
prise. The new store opened for business 
on March 28. 
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New Clausin Headquarters Are Designed for Efficieney — 





This trim, attractive display room of the new S. H. Clausin headquarters building is in keep- 
ing with the modern and functional design of the entire establishment. Large shadow box 


display cases lend dramatic emphasis to the merchandise displayed in them. 


The wide, 


spacious glass shelves provide adequate space for an attractive, uncluttered presentation of 
items in stock. 


The hundreds of visitors and friends 
that recently attended the official open 
house of S. H. Clausin headquarters build- 
ing, at 41 North 12th St., Minneapolis, 
were impressed with this outstanding ex- 
ample of smart, efficient planning com- 
bined with beauty and attractiveness. 

S. H. Clausin & Co. is one of the pio- 
neer wholesale jewelers in the Northwest, 
founded 64 years ago by S. H. Clausin, 
father of the present president, C. Bert 
Clausin, who lives in Spokane, Wash., 
where the Western division headquarters 
of the company is located. 

The company stresses the fact that this 
new building was designed to give cus- 
tomers better service, a better range of 
selections and an easier and more accessi- 
ble contact with the home office and ware- 
house supply. 

The building itself is in keeping with 
the present-day progress it represents— 
trim, attractive, modern exterior and func- 
tional as well as beautiful inside. 

Inside, a visitor sees an interesting pan- 
orama of attractive offices, lovely display 
rooms and an almost endless series of de- 
partments each carefully situated in rela- 
tion to others for efficient procedure of 
operation. Traffic studies (conducted 
months before construction) determined 
the interior layout to eliminate waste mo- 
tion and wasted steps. The entire build- 
ing is air-conditioned and finished with 
special acoustical ceilings. The main light- 
ing system is of the newest fluorescent 
design, flush with the ceiling, to provide a 
soft light without annoying glare. 

In the big stock rooms of this new 
Clausin building, aisle after aisle of steel 
shelving, room after room filled with mer- 
chandise—contain supplies readily avail- 
able for a jeweler’s needs. 


Since the war, S. H. Clausin & Co. has 
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added a large number of new major lines. 
The Clausin inventories for 1949, at both 
the Minneapolis office and the Spokane 
office, represent an investment of nearly 
twice the inventory carried ten years ago. 

To maintain its slogan “your order is 
filled and mailed the same day it is re- 
ceived,” the company operates its own mail 
trucks and loading dock. 

The company also maintains its own 
30,000 sq. ft. private parking area for 
jeweler customers and friends who drive 
to the city from surrounding trade areas. 





Merchandise storage poses no problem in 
S. H. Clausin's new headquarters which are 
equipped with over 10,000 feet of shelving 
and drawer space. A good deal of this 
space is devoted to the materials depart- 
ment which carries an inventory of over 


1,400,000 individual pieces. 


Liquidate Two Jewelry Firms 


Gordon Brothers of Boston, Mass., spe- 
cialists in buying jewelry stores and stocks 
for cash, recently announced the successful 
liquidation of two jewelry concerns. 

The firm conducted liquidation sales for 
the Key Jewelry Co., 1809 Main St., Dallas, 
Texas, and the Premier Diamond Co., Inc., 


403 Main St., Buffalo, N. Y. 








Here’s the wonderful 
WAKMANN 


BRAILLE 


WATCH 











THE CHOICE OF THE 
U.S. VETERANS 
ADMINISTRATION 


for use by sightless veterans 
throughout the United States 
and its territories . . . unequal- 
led as a practical and desir- 
able watch for the blind. Check 
these features, and you will 
understand why: 


@ 17 Jewel ultra shock-resis- 
tant movement. 

@ Snap cover lid for face pro- 
tection. 

@ Raised (Braille) numeral 
markers. 

@ Extra sturdy hands. 

@ Stainless steel back case. 

@ No Federal tax. 


Price to $ 50 
retail jewelers 


Limited supply available. 
Order TODAY for prompt delivery. 


Covered by the 


ONE YEAR 
REPAIR POLICY 


© Wakmann Watch Co., Inc. 
452 Fifth Avenue, New York 18, N. Y. 
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Reeve & 
Mitchell 


Rolls aud Gage 


Use bags and rolls that 
reflect the personality of 
your store! 


R & M bags and rolls 
are carefully styled and 
produced to your exact 
specifications by an or- 
ganization with 50 years 
of experience in this spe- 
cialized field. They add 
real distinction to your 
merchandise! 


Sample on request. Please 
mention color or color 


combination you prefer. 


Reeve & Mitchell Co. 


1898 — 1949 
1110 Sansom Street, Philadelphia, Pa. 











Associated Credit Jewelers 
Hold Annual Dinner-Dance 


Members of the Associated Credit Jewel- 
ers of New York and New Jersey, and 





their guests, will long regard the 15th | 


annual dinner-dance of that organization 
as one of the most enjoyable affairs in its 


history. Approximately 600 turned out | 


for the occasion which was held on April | 


3rd at the Waldorf Astoria Hotel in New 


York. Attendance would have been much | 


larger but for the fact that the committee 
in charge wisely limited the sale of tickets 
to prevent over-crowding. Speeches were 


taboo at the affair, the entire evening being | 


given over to entertainment and dancing. 

Following a reception members and 
guests sat down to a delightful dinner in 
the grand ballroom. The proceedings began 
with the singing of the National Anthem by 
the assembled diners. Between courses of 
the dinner, which was interspersed by 


dancing, a large number of handsome | 


door prizes were drawn for and distributed. 


Each lady attending the affair received | 


an attractive leather key case as a souvenir 


of the occasion. In addition to the door | 
prizes that were awarded, diners at each | 


table drew tickets from envelopes and the 
holders of the lucky ducats received new 
model A-S-R table lighters. 

After the dinner a first-class program of 
entertainment was presented. Emceed by 
Jean Carroll, well-known stage and _ tele- 


vision comedienne, the show also included: | 


the Clark Brothers, dance team; Paul 
Winchell and Jerry Mahoney, ventriloquist 
act featured on a leading television show, 
and the Ben Yost Vikings, singing group 
which recently appeared on several tele- 
vision shows. Music was provided by Mark 
Towers and his orchestra. 

At the close of the show the floor was 
given over to dancing for the rest of the 
evening. 

Seated at the head table were H. M. 
Abelson, chairman of the dinner-dance 
committee, and Mrs Abelson; Alvin R. 
Baer, treasurer of the Associated Credit 
Jewelers. and Mrs. Baer: H. A. Goldberg, 
president of the National Association of 
Credit Jewelers, and Mrs. Goldberg; Jay 
C. Lighterman, vice chairman of the dinner- 
dance committee, and Mrs. Lighterman; 
Phineas Peters, general chairman of the 
Executive Board of the Retail Jewelers 
Associations of Greater New York, ac- 
companied by Mrs. Faye Beyer; J. J. 
Simon, first vice president of the Associated 
Credit Jewelers, and Mrs. Simon; Mr. and 
Mrs. Arthur G. Warner, and William Wag- 
ner, executive secretary, and Mrs. Wagner. 

The committee in charge of the affair, 
in addition to the two just mentioned, 
included Archie Linder, Howard Co. 
Jewelers, Inc.; Wm. Goldblatt, Greenwold, 
Inc.; Etta C. Boord; J. J. Simon, Panes 
(Poughkeepsie) ; Seymour Greenberg, Roy- 
al Diamond & Watch Co.; Herbert Kappel, 
Busch Jewelry Co.; Rowland D. Goodman, 
Tappin’s, Inc.; Leo D. Kind, Reid’s, Tren- 
ton; C. M. Bradbury, Brad’s (Brooklyn) ; 
Edward C. Sosin, L. B. Perman Co., Inc.. 


and Sidney Singer, Finlay Straus, Inc. 























New Manual on Diamond Sales 
Offered to Retail Jewelers 


A new booklet, “More Dollars from 
Diamonds,” has been prepared for jewelry 
store people who show diamonds to ¢yg. 
tomers. It is the work of N. W. Ayer g 
Son, Inc., produced as part of their dig. 
mond program for De Beers Consolidates 
Mines, Ltd. 

The booklet is a collection of informa. 
tion about diamonds and the people who 
buy them with suggestions for using the 
information in building sales. Included 
with the booklet are charts on glazed card; 
that can be shown to shoppers. Two of 
the charts explain how a diamond is cy 
and why it must be well cut for the 
greatest brilliance. A third chart dig. 
grams the most common styles of cutting 

Back of the suggestions offered is the 
experience of hundreds of jewelers in jj 
parts of the country. The ideas presented 
were gathered through personal contacts 
and interviews. They are based on ob. 
servations and case histories discussed by 
successful retailers with many years be. 
hind the counter. 

The technical parts of the booklet were 
written with the aid of leading experts, 
and professional engineering draftsmen 
drew the charts under the guidance of 
internationally famous cutters. 

Jewelers may obtain copies of “More 
Dollars from Diamonds” by writing to The 
Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 East 45th 
St., New York 17, N. Y. There is no 


charge. 
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JIC Offers ‘Idea Book’ 
For Father's Day Promotion 


The Jewelry Industry Council’s special 
Father’s Day Promotion this year is built 
around the retail jewelry store as the 
place to find gifts “that Father would like 
to own—but doesn’t buy for himself.” 

Albert E. Haase, Executive Director of 
the Council, in his message to the retail- 
ers accompanying the promotion booklet, 
points out that “there is widespread and 
growing observance of Father’s Day as a 
gift-giving occasion. All you have to do 
is promote the occasion to your own ad- 
vantage in order to get sales benefits from 
= 
While Father’s Day gifts in the past 
were generally of a casual nature, the 
trend in recent years is toward more sub- 
stantial and enduring presents, said Mr. 


Haase. 

“As observance becomes more _ wide- 
spread,” he declared, “better and more 
thoughtful gifts are becoming the order 
of the day—gifts father would like to 
have, but would hesitate to buy for him- 
self. This is where the jeweler comes in.” 

Retailer members of the Jewelry Indus- 
try Council will be supplied with an “idea 
book” providing suggestions for news- 
paper advertisements, direct-mail pieces, 
radio commercials and window displays 
based on the theme of the Father’s Day 
promotion. 

In addition to the suggestions offered 
by the Council, mat services and com- 
mercial display houses are preparing spe- 











Karrings in various patterns in 14 KT 
Green and Red Gold. 


St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match. 


Love Knot Ring—14 Kt Red and 
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Gold, Platinum and Enamel 
Novelties, including Vanity, 
Cigarette and Card Cases 
are distinctive and have 
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cial material for their customers tying-in 
with the Council’s promotional ideas. 

Mr. Haase explained that the sugges- 
tions offered by the Council represent 
basic thoughts that can be adapted to 
conform with the advertising policy of the 
individual retail store. 

The JIC has also prepared a promotion 
booklet on graduations which they will 
supply to retailer members on request. 
The graduation gift promotion book pro- 
vides suggestions for newspaper advertise- 


ments. radio commercials, direct-mail 
pieces, and window display promotional 
ideas. 


Koss & Shubkin Announce Move 
To New Southern Headquarters 


Koss & Shubkin, jewelry importers and 
wholesalers, have announced the removal 
of their offices, showrooms and warehouse 
to 225144 West 4th St., Charlotte, N. C. 
The firm, which was formerly located at 
239 Fifth Ave., New York, has been serv- 
ing the Southern jewelry trade from their 
New York showrooms for the past six years. 

Company officials stated that the move 
was necessitated by an expanding business 
and a desire on their part to locate the 
concern’s headquarters in a central point 
in the territory which they served. 

In their new location; the firm has 
tripled the amount of floor space formerly 
occupied. They are now geographically 
located to the best advantage of their cus- 
tomers and will therefore be in a position 
to give them better and faster service. 


Extension of Reciprocal Trade 
Favored by Mass., R. I. RJA 


During the latter part of March the 
Massachusetts and Rhode Island Retail 
Jewelers Association announced that its 
president, John H. Peterson of Needham, 
Mass., had sent telegrams to U. S. Senators 
Lodge and Saltonstall of Massachusetts, 
and McGrath and Green of Rhode Island, 
urging them to vote for extension of the 
Reciprocal Trade Agreements Act, and 
against any proposal to increase tariffs 
upon imported Swiss watch movements. 

The telegram, approved by the associa- 
tion's board of directors, said that the or- 
ganization—which is composed of 250 re- 
tail jewelers employing 2500 workers in 
the two states—is largely dependent upon 
the sale of and profit from Swiss watches 
and that any change revising tariffs upward 
would seriously hurt the retail jewelry 
business. 

The decision of the Massachusetts and 
Rhode Island Association to favor exten- 
sion of reciprocal trade is in line with the 
position taken by the parent organization, 
the American National Retail Jewelers As- 
sociation, and by H. A. Goldberg, presi- 
dent of the National Association of Credit 
Jewelers. 
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General Time Changes Name 


Stockholders of General Time _ Instru- 
ments Corporation at their annual meeting 
on April 5th approved a change in the 
name of the company to General Time 
Corporation. 
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cA nnouncing: 


FIRST SHIPMENT 
NEW, IMPROVED 


COrt- 
BRAILLE 


WATCH 





Top: cover raised to permit blind per- 
son to tell time. Bottom: cover closed 
(watch looks like any other timepiece) 


Long wanted by every sensitive blind 

person, here at last is an improved 

Braille watch that looks like any other 

watch because for the FIRST time, it has a 
CLEAR TRANSLUCENT COVER 


This feature, exclusive with CORT, will 
make the CORT-BRAILLE the preferred 
watch for the blind in your city. 


@ 15-jewel movement. 

@ Porcelainized dial for lifetime use. 
@ Heavy, sturdy hands. 

@ Stainless steel back. 


$ ]  -_ TAX 


The demand for a good Braille 
W atch reported far in excess of sup- 
ply. You can perform a real service 
to the blind in your city by making 
available to them the improved 
CORT-BRAILLE Watch. 

WRITE FOR FREE PROMOTIONAL AND 
PUBLICITY CAMPAIGN ON THE CORT- 
BRAILLE Watch expressly designed for 
your local use. 


cort watch co. 


ACE WATCH CO., INC. 
10 West 47th Street, New York 





Trade Leaders Address 

Arizona Jewelers Meeting 
Reasons why PX and Ship’s Stores 

constitute a problem and menace to free 


competitive business were advanced by 
Ben Rudolph of the Rudolph Jewelry chain 


| of New York at a special dinner meeting 








of the Arizona Retail Jewelers Association. 
Approximately 43 members and 


guests | 


attended the dinner which was held on | 


March 3. 

Mr. Rudolph outlined the current history 
and background of ship’s stores and post 
exchanges. 


He urged all jewelers to be | 


faithful to their respective national organi- | 
zations and cooperate with national plans 


and policies with promptness and vigor 
when called upon to act. “Only in unity,” 
Mr. Rudolph said, “can these problems of 
magnitude be met and overcome.” 

Frank Hill, head of the Phoenix Retail 
Trade Bureau, delivered a brief address at 
the meeting. He pledged the complete 
support of his bureau in any project the 
association undertook for the betterment 
of retail trade practices and conditions. 

Bela Weiss of Field’s Jewelers, Tucson, 
addressed the group on house-to-house sell- 
ing by transient peddlers and the sizable 
loss of business this meant to local and 
state jewelry stores. He advised the 
association to take immediate steps to 
curb or eliminate this form of illegitimate 
competition. Mr. Weiss said this could be 
accomplished by carefully worded state and 
local licensing acts to protect the best 
interests of governmental economy as well 
as the established merchant. 

Tucson was pointed out as a_ possible 
proof of point. There, local jewelers had 
banded together to invoke proper portions 
of the current city licensing act and there- 
by practically eliminated local house-to- 
house selling of jewelry and allied items 
by itinerant peddlers. 


Have You Seen This Jewelry? 


Should anyone enter your jewelry store 


and offer to sell you the jewelry pictured 











on pages 140 and 141 of this issue, don’t 
buy it. Instead you can earn yourself a 


$10,000 reward if you detain this person 


and notify the police. 

The jewelry shown on these two pages 
was stolen in South Florida in the winter of 
1949. Any jeweler that offers information 
resulting in the arrest and conviction of 
the thief or any person criminally receiv- 
ing or withholding this jewelry, or any 
part thereof, can collect this reward. Com- 
municate all information relevant to this 
jewelry to any one of the three persons 
whose names appear on the bottom of 
page 141]. 

Make sure that all your sales clerks 
study the pictures on the two pages men- 
tioned above. This jewelry may turn up in 
your store. 


Heller Accepts Chairmanship 
In UJA's Annual Fund Drive 
































Ernest Heller, of L. Heller & Son, Inc., | 


has accepted the chairmanship of the Cos- 


| tume Jewelry Division of the United Jewish 


‘ 
| 
' 


| 


Appeal of Greater New York, it was ap. 
nounced recently. 

Mr. Heller, who has a long record of 
devotion to philanthropic endeavor and 
humanitarian causes, was also chairman of 
the Costume Jewelry Division’s drive Jag 
year. He is on the national executive com- 
mittee of the Joint Defense Appeal of the 
American Jewish Committee and the Anti. 
Defamation League of B’nai B'rith, and is 
active in many other civic and communal 
enterprises. 


After a meeting with the key men in the 
drive, Mr. Heller announced that the ap. 
nual dinner of the industry for the United 
Jewish Appeal would take place Wednes. 
day, May 18, at the Hotel Pierre. 

“This year the UJA program is more 
constructive and hopeful than ever before,” 
Mr. Heller said in accepting the chairman. 
ship. “The mass of homeless people mus 
be moved to havens of security, and 49 
DP camps in Europe can be emptied once 
and for all. 


Dutch To Hold Diamond Exhibi+ 


A diamond exhibition, under the aus. 
pices of the Dutch Diamond Merchants 
Association, will be held in the Diamond 
Exchange in Amsterdam from June 16 
to July 3. 

The object of the exhibition is to stim. 
ulate the Dutch diamond trade and ip. 
dustry as a whole and also to draw the 
attention of young workers to the trade. 
Firms from other countries have already 
announced their participation. 
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At the recent Academy Award dinner in 
Hollywood, Douglas Fairbank, Jr. accepted 
the Oscar for the best male performance 
of 1948 as proxy for Laurence Olivier. Last 
year's winner, Loretta Young, presented the 
award to this year's top actress, Jane 
Wyman. Miss Young wore diamond ear- 
rings and a butterfly spray of diamonds at 
her throat. 


* 





Jane Russell, who sang the Oscar-winning 
song, ‘Buttons and Bows," the night of the 
Academy Awards presentation, preferred 
diamonds and emeralds for her adornment. 
Her bracelet of round diamonds and pear 
shaped emeralds admirably set off her 
strapless gown of caramel colored satin. 





California Mfrs. Association 
Elects W. Sebel President 


At a recent meeting of the Manufactur- 
ing Jewelers Association of Southern Calli- 
fornia, the following officers were elected 
to serve for the coming year: President, 
William Sebel of W. F. Sebel Co.: Vice 
President, William Kraemer of William 
Kraemer Co.; Secretary, Francis Meyers of 
J. A. Meyers & Co., Inc.: Treasurer, Isa- 
dore Margolin of Star Jewelry Manufactur- 
ing Co. All officers will serve as directors 
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Hollywood Stages Its Own Diamond Parade 





Technical awards at this year's Academy 
Award night were presented by a dazzling 
array of the cinema's most beautiful young 
actresses. Jeanne Crain, in black lace with 
a necklace of marquise diamonds, is shown 
here presenting an Oscar to proxy Al Brick, 
Universal-International newsreel camera- 
man. 





Marta Toren, Sweden's newest gift to Holly- 

wood, wears a dainty necklace of round 

diamonds, a diamond spray pin and ear- 

drops at the Carthay Circle premiere of 
“Bad Boy." 


along with Bernard Glickman of Holly- 
wood Creative Jewelers, Norman Schrager 
of California House of Schrager, and Al- 
bert E. Smith of California Ring Products. 

A newly created post, that of an honor- 
ary life membership in the board, was 
awarded to James Apffel of James A. 
Apffel Co. 

At this meeting, two new by-laws were 
adopted. One creates a new special type 
of associate membership for firms closely 
allied with the manufacturing trade but 
not employing jewelry production workers. 
The other new by-law establishes a com- 
mittee headed by William Kraemer to 


draw up a suggested uniform price list | 


and set up a new scale of dues for shops 
employing only a few production workers. 





Larry Gales, who was connected with 
Howard’s jewelry store in Burbank, Calif., 
for many years, has just joined Marker’s 
jewelry store in Reseda, Calif., as chief 
watchmaker. 
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HARD-TO-GET 


lf you are having difficulty obtaining a 
Swiss or American watch part, try 
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WATCH SALESMAN 


attractive opportunity 


Because of the increasing suc- 
cess of the Vulcain Cricket Alarm 
Wrist Watch together with the 
regular Vulcain line, we find it 
necessary to intensify our sales 
representation in specific ferri- 
tories: New York City, New York 
State, New England. Exclusive 
territories available to high-type 
salesmen with good following. 
Please write in full detail. Replies 
held in confidence. 













VULCAIN WATCH COMPANY 


INCORPORATED 
630 Fifth Avenue New York 20, N. Y. 





























AGSBostonConclaveDrawsWide Attendance: 
Keen Interest Displayed at All Meetings 

















Members of the American Gem Society are shown above at one of the numerous laboratory 
sessions held during the conclave. 


Registration was heavy at the 14th an- 
nual Conclave of the American Gem So- 
ciety at the Hotel Statler, Boston, April 
1 through 5. Activities began with an in- 
ternational committee dinner on the Ist, 
with the meeting of the committee con- 


tinued next day. 


First session on Saturday, April 2, was 
devoted to an educational meeting, with 
Application of 


“Advanced Methods and 
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Gemstone Identification” discussed _ by 
Richard T. Liddicoat, Jr., and Robert M. 
Shipley, Jr., Assistant Director of the 
Gemological Institute of America, and in- 
strument manufacturer, respectively. 

Following a tour of the Harvard Min- 
eralogical Museum under the guidance of 
Prof. Cornelius S. Hurlbut, and a recep. 
tion and tea at the Statler, with the New 
England Guild as hosts, Ralph J. Holmes, 
Assistant Professor of Mineralogy at Co- 
lumbia University, gave the first review 
lecture on “Internal Structure and Ex. 
ternal Form of Gem Minerals.” Evening 
sessions on Saturday were open to officers 
only. 





Two of the featured speakers who addressed 
the AGS conclave are pictured above. 
They are: left, Edward H. Kraus, Ph.D., 
Dean Emeritus, College of Literature, Sci- 
ence & Arts, University of Michigan; Fel- 
low, Geological Society of America and 
Mineralogical Society of America. Right: 
Charles Palache, Ph.D., Professor of Min- 


eralogy, Emeritus, Harvard University. 


By Sunday, registration had exceeded 
the 300 mark, with jewelers and gem 
ologists from all parts of the country in 
attendance. H. Paul Juergens, Certified 
Gemologist of Chicago, acted as master 
of ceremonies, and speakers at the Sunday 
morning session had a platform committee 
composed of James G. Donavan, Jr., pres 
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dent of the A.G.S.; Mr. Liddicoat, and 
Alfred L. Woodill, executive director of 


the A.G.S. 

Delegates were welcomed to Boston by 
Charles Palache, professor of Mineralogy, 
Emeritus, Harvard University. A “History 
of Gemstone Nomenclature” was delivered 
by Edward H. Kraus, Dean Emeritus of 
the College of Literature, Science and 
Arts, University of Michigan, and A. K. 
Seemann, of Linde Air Products, described 
“American-Made Gems—Sapphire to Ti- 
tania.” 

During the afternoon on Sunday, Mr. 
Liddicoat took up the “Theory of Gem- 
stone Identification” and session “one” of 
laboratory instruction was held, with mem- 
bers grouped at separate tables. A review 
lecture, “Behavior of Light in a Gem- 
stone.” was given by Ralph J. Holmes, 
Assistant Professor of Mineralogy at Co- 
lumbia University. A membership forum 
was held that evening, with President 
Donavan presiding. 

Monday opened with a third review lec- 
ture by Professor Holmes on “Effect of 
Proportions on the Brilliancy of a Gem- 
stone.” Importance of stressing member- 
ship in the Society was reviewed by Gladys 
Babson Hannaford, lecturer on diamonds, 
with the N. W. Ayer & Son Co., Ine.. 
New York City. 

Then come the high spot in the whole 
program, one in which the Boston 
took keen interest—the demonstration of 
the new “Gemprinter” for “fingerprinting” 
diamonds and other gems. Hailed by in- 
surance men and police, the new-style 
camera with high-speed lenses and dark- 
field illumination, offers positive and last- 
ing identification of diamonds and colored 
gems, the members were told. Easy to 
operate, with roll or pack film, the camera 
promises to become a boon to the jewelry 
business. | 


press 


“Once the diamond or other stone has 
had its picture taken by the gemprinter, 
it has been fingerprinted for life,” said 
Mr. Donavan, in explaining the instru- 
ment. “[llegal traffic in unmounted stones 
is bound to be affected by this develop. 
ment,” he added. “In the past, once a 








stone was ripped out of its setting, it 
was almost impossible to trace it. Those 
days are now on the way out with the 
gemprinter.” 

A review of Saturday Evening Post ad- 
vertising campaign to date was given by 
Mr. Woodill and William C. Gordon, Jr., 
of the Curtis Publishing Co., along with 
plans of the advertising committee for the 
future. The Monday afternoon session saw 





Everett C. Hardy of D. C. Percival Co., 

Boston, won the colored gemstone identi- 

fication contest and was presented with a 

14-inch sterling silver vase and an en- 
graved plaque. 


a continuance of the laboratory instruc- 
tion work, with hundreds of instruments 
on hand for the “student” jewelers. Mr. 
Holmes talked on “The Spectroscope” and 
“Double Refraction and Dichroism.” 


That evening saw a well-known trio in 
charge: A. E. Alexander, Director of the 
Gem Trade Laboratory, New York City, 
who talked on public relations; Frederick 
K. Morris, Professor of Structural Geology 
at Massachusetts Institute of Technology, 
Cambridge, who spoke on “Headaches for 
Gemologists,” and Dr. Hurlbut of Harvard, 
whose subject was “Causes of Color in 

(Please turn to next page) 





Officials of the AGS shown 


FOR May, 1949 


during one of the business sessions at the conclave are, seated, 
left to right: Richard T. Liddicoat, chairman of the educational committee; Alfred L. Woodill, 
executive director, and James G. Donavan, Jr., immediate past president. Standing at the | 

speaker's rostrum is H. Paul Juergens, C. G. of Chicago, .Master of Ceremonies. | 
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No.1668, with four side 
emblems on shank, 





smooth and comfort- 


No. 1673, with side 
emblems in raised 
gold on sunken and 
matted background. 


able to wearer. 


In 10K or 14K gold. Double eagles 
are in white gold— Rhodium plated 
—hand chased. Shanks with side em- 
blems, enameled in proper colors. 

Stock these two popular priced 
rings in assorted finger sizes. Dis- 
play and feature them as leaders for 
new classes. Electros furnished free 
for your own promotion. 

Ask to see these and other leaders 
in the “GRAN line for 1949,”—or 
let us send you a memorandum 
selection. 
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General Time Invests Capital 
In U.K. Watch, Clock Production 


General Time Instruments Corp., N. Y., 
will invest $1,000,000 in the manufacture 
of clocks and watches in the United King- 
dom, the Economic Cooperation Administra- 
tion has announced in approving a guar- 
anty of currency convertibility for the 
corporation. 

The million-dollar investment is the 
largest thus far under the guaranty pro- 
vision of the ECA law and was designed 
to encourage the flow of American capital 
to Europe by assuring convertibility of 
foreign currency receipts into dollars, up 
to the amount of the investment. Invest- 
ments under the provision must be in 
projects contributing to European economic 
recovery. 

The General Time Instruments Corp. 
investment is in additional shares of West- 
clox, Ltd., the eorporation’s existing Brit- 
ish subsidiary. Westclox, Ltd., has leased 
a plant in Alexandria, Dumbartonshire, 
Scotland, where production of clocks has 
begun and output of clocks and watches 
will gradually be built up. 

Prior to the war the United Kingdom 
imported practically all of its clocks and 
watches and is now building up its own 
industry. In recent years General Time 
Instruments Corp. has been shipping in 
considerable volume from its United States 
and Canadian plants to Great Britain, and 
in larger amounts to other sterling coun- 
tries. The plant in Scotland ultimately 


_ will have a capacity exceeding these com- 
_ bined exports from the dollar area to the 
sterling area. The project will thus make 
a definite contribution toward overcoming 








the present balance of payments difficulties 
of sterling countries. 

The Export-Import Bank of Washington 
executed the guaranty contract as agent 


for ECA. 


AGS Meeting 
(From page 249) 


Gemstones.” Advances in gem-testing in- 
struments and techniques were described 
by Mr. Shipley, and Henry F. Donner, 
of the department of geology and geog- 
raphy, Western Reserve University, spoke 
on “Identifying Gems Through Use of 
the Petrographic Microscope.” 

All day on Tuesday was devoted to 
sessions 3 and 4 of the laboratory instruc- 
tion, preceded by the final review lecture 
by Mr. Holmes on the subject of “Optical 
Phenomena in Gems.” 

Announcement of the contest winners 
was made late that afternoon, with two 
New Englanders’ sharing top honors. 
Everett C. Hardy, of the D. C. Percival & 
Co., Boston, won the colored - gem stone 
identification, while Avard T. Purdy of 
Gardiner, Maine, proved to be the best 
diamond grader. Both winners were pre- 
sented with 14-inch Sterling silver vases 
which they will retain for a year. Each 
also received Sterling silver plaques en- 
gsraved with their names. Mr. Hardy is a 
member of the New England Guild, and 
Mr. Purdy was recently named president 
of the Maine Study Group. 


Wm. S. Preston, R.J., Burlington, y; 
was elected Chairman of the International 
Committee and President of the American 
Gem Society. Kenneth G. Mappin, C. ¢ 
R.J., Toronto, Ontario, was elected to 
serve as vice-chairman for the coming 
year. 
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Oneida Announces Ad Campaign 
For New Sterling Pattern 


The largest and strongest publication 
schedule ever put behind an Heirloom 
Sterling announcement of a new pattern 
will introduce “Lasting Spring,” new flat. 
ware pattern of Oneida, Ltd., it was dis. 
closed recently. 

Announcement of the campaign was made 
at an elaborate preview of the new sterling 
pattern held in the Janssen Suite of the 
Waldorf Astoria Hotel, on April 5. 

Magazines with a total of 9,298,382 cir. 
culation and an estimated total readership 
of 31,691,000 will be used in the campaign. 
They include: Ladies’ Home Journal, Bet. 
ter Homes & Gardens, House Beautiful, 
House & Garden, Vogue, Harper's Bazaar, 
Mademoiselle and Bride’s Magazine. 

The announcement advertisement for 
“Lasting Spring” retains the format used 
for other Heirloom Sterling patterns, “Man- 
sion House” and “Damask Rose,” in that 
it shows in full-page, four-color treatment 
a complete place setting of the new sterling 
pattern. June issues of the magazines will 
be used. 
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Four-Day Theatre Party 
Planned by Interfaith Group 


A four-day theatre party, unique in the 
annals of the show business, will be held 
by the Jewelry Division of the National 
Conference of Christians and Jews on 
June 6, 7, 8 and 9. John Ballard, president 
of the Bulova Watch Co., is chairman. 

The show selected is “Detective Story” 
now on view at the Hudson Theatre, New 
York. It has received rave reviews by all 
theatre critics and is a sell-out that play- 
goers hail as one of the top shows on 
Broadway. Despite the heavy demand for 
tickets, the Jewelry Committee has been 
able to obtain the choicest seats for all 
four days, according to Mr. Ballard. 

In a letter to the trade, Mr. Ballard also 
explained why previous plans for a two-day 
theatre party in May had been changed. 
“We wanted our people to see a really good 
show, one that would give them an enjoy- 
able evening of entertainment while they 
were helping the cause of the National 
Conference of Christians and Jews,” he 
said. “The play now selected is ideal. 
The seats are the best in the house. By 
taking the show on four successive nights, 
we can take care of everybody in the 
industry.” 

Requests for tickets will be honored by 
Mr. Ballard or by his associate officers on 
the committee: W. Waters Schwab, of J. 
R. Wood & Sons, chairman of the Jewelry 
Division; Benjamin Lazrus, Benrus Watch 
Co.; and Milton Weill, Arrow Manufac- 
turing Co., vice-chairman of the theatre 
party committee. 
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Cecil D. Kaufmann, chairman of the Jewelry 

Industry Council, went to Hollywood to 

crown Elizabeth Taylor, MGM star, prin- 

cess of the JIC's "1949 Diamond Jubilee." 

Miss Taylor's crown is a $22,000 diamond 

tiara-necklace by Lackritz of Beverly Hills, 
Calif. 


Going To Enter UHAA Exhibit? 
If So, Follow These Rules 


Final instructions to entrants in the 1949 
Horological Exhibition, sponsored annually 
by the United Horological Association of 
America, were made public by the exhibit 
committee. 

The exhibit will be held in conjunction 
with the association’s 16th annual conven- 
tion which is meeting at Chicago in the 











Hotel Sherman, May 19-22. Exhibit pieces | 


of rare and unusual beauty and craftsman- 
ship in both antique and modern watches 
and clocks are invited. Entries may be 
made in the name of an individual, guild 


Or association and membership or affilia- | 


tion with the UHAA is not required to 
enter. 


Exhibit pieces should be shipped in time | 


to reach Chicago no sooner than May 16th 
and no Jater than May 18th. Shipments 
should be addressed to the Horological 
Exhibit, Booths 15-16-17, c/o Convention 
Receiving Dock, Hotel Sherman, Chicago. 
All shipments must be prepaid or they 
cannot be accepted by the hotel’s receiving 
department. 

Exhibitors should carefully identify and 
tag each entry with their name and address. 
Interesting information and factual _his- 
torical data on each piece should be for- 
warded to the Exhibit Committee immedi- 
ately. 


Extensive precautions are being made to | 


insure every precaution for exhibit pieces 
both in transit and on display. All displays 
will be in locked cases or glass protected 
shelves. 

Properly inscribed ribbon awards will be 
given to both watches and clocks in each 
of the following classifications: antique and 
historical value; most complicated mechan- 
ism; most unusual design of movement; 
and most unusual type of escapement. In 
addition, a “best of show” award will be 
made in open competition among all types 
and classifications. 

Interested exhibitors or collectors are 
invited to write for an official entry sheet 
and additional information to the Horo- 
logical Exhibit Committee, 1549 Lawrence 
St., Denver 2, Colo. 
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UNSIGHTLY “‘blindfolds’” lose 
sales—protect only halfway! 
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TRANSPARENT SHADES 


WHY suffer from sunfading—or why 
hide your windows? Like 75,000 other 
merchants, you can enjoy both Sun 
Protection PLUS Visibility. Just install 
Infra-Chem Transparent Shades! 
* This exclusive “miracle shade” gives 
top-to-bottom protection—stops both 
direct and reflected fading rays as awn- 
ings alone can’t do. Never weather- 
beaten nor shabby either, for Infra- 
Chem fits INSIDE your windows. 
* For lower display costs and more 
sales, see all the Infra-Chem story. 
Mail this coupon or write—TODAY. 


FREE 





SAMPLES 


BROCHURE 
ESTIMATE 




















i YES— Rush me new brochure, generous Infra- i 
. Chem test samples, and estimate data. All 

, without charge. i 
, NAME POSITION 
E sTont wane x 
, ADDRESS . 
r 4 $$ Ts-239 (456) + 2 


RANSPARENT SHADE CO. 
501 N. Figueroa St., Dept. 305-C 
Los Angeles 12, California 
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THOMAE NOVELTIES 


CIGARETTE CASES 


Sterling silver, finely made. Heavy weight. 


Distinctive and unusual decorations. 


One shown has flags in color—holds 12 
International code also avail- 


cigarettes. 
able. Send for illustrated price list. 


CHAS. THOMAE & SON Inc. 


15 Maynard St., Attleboro, Mass. 
Style, quality, and finish for over 28 years 


SOLD TO RETAIL JEWELERS 





ONLY 
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Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 
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NICKEL SILVER 
PHOSPHOR BRONZE 
CO. 


THE SEYMOUR MEG. 


—<FYVMOUCR. CONN, 











PLASTIC BEADS . . . for Every Purpose! 


TELL Plastic Beads are made in a 
variety of spheres, shapes, colors and 
finishes. Write for samples and prices. 


TELL MANUFACTURING CO., INC. 
202 So. Jefferson St., Orange, N. J. 
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q Just as this issue went to press, several 
events in Boston jewelry circles were 
shaping up, among them, the annual con- 
vention of the Massachusetts and Rhode 
Island Retail Jewelers Association, staged 
for the Parker House on April 20. Out- 
standing speakers on many subjects of 
vital interest to all progressive jewelers 
were scheduled for the afternoon session, 
which was to be followed by a cocktail 
hour and banquet. A_ vaudeville show 
was to follow the banquet, and dozens and 
dozens of valuble prizes were to be drawn 
on registrations made prior to the banquet. 
Details will be given next month. 

q The same association also went on re- 
cord recently as it sent telegrams to U. S. 
Senators Henry Cabot Lodge, Jr., and 
Leverett Saltonstall of Massachusetts, and 
to Senators Howard McGrath and Theo- 
dore Green of Khode Island, urging them 
to vote for extension of the Reciprocal 
Trade Agreements Act, and against any 
proposal to increase tariffs upon imported 
Swiss watch movements. 

q Another event of note scheduled for 
press time was the annual dinner-dance of 


the Diamond Peacock Club, Saturday, 
April 23, at the Hotel Somerset. A most 
beautiful souvenir for the ladies was 


promised, and responses to invitations in- 
dicated a record attendance. Here again, 
more details next month. 

q Among those planning on attending the 
Diamond Peacock dance was “Senator” 
Vincent Chapman, assistant secretary of 
the Jewelers Board of Trade, who, it is 
understood in local jewelry circles, will 
also do a bit of “senatorial campaigning” 
during the affair. 

q “Nat” Goodman of the Nathaniel I. 
Goodman Company, 10th floor, Jewelers 
Building, is back from an extended trip 
to Puerto Rico and the West Indies. While 
in Puerto Rico, Mr. Goodman visited a 
diamond-cutting firm at Poncé, where he 
saw diamonds cut and polished by 125 
employees. At Haiti, he met the leading 
citizens, who are busy polishing up the 
city for the 200th anniversary of the found- 
ing of the Dominican Republic. He was 
guest of former Senator and Governor, 
J. T. Pinero, and visited many business 
establishments there during his stay. 

@ Mrs. Rose Marshall, secretary of the 
Travis, Farber Co., 909 Jewelers Building, 
has been busv with her husband getting 
their boat “Glabesnit”—that’s Dutch for 
“Good Luck”—ready for sailing to Bar 
Harbor, Maine, shortly, from the Savin 
Hill Yacht Club. 

q “Guiness is Good For You” reads an 
appropriate sign in the Louis A. Guiness 
quarters, 711 Jewelers Building—a sign 
advertising Guiness stout, and sent to the 
firm by a friend in Belgium. 

4 Ben Rosenberg, operator of Strand 
Tewelry store, 218 Pleasant St., Malden, 
has opened up branch quarters in Room 
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903, Jewelers Building, where he yi} 
handle wholesale and repair work along 
with manufacturing. The quarters were 
formerly occupied by Morris Lait of 
Style-Rite Novelty Co., who has gone oy 
of business. 

q Bernie Smith of Smith & Zaft, 399 
Jewelers Building, has been on a business 
trip to Montreal, Canada, and Oscar Zaf 
plans to follow up to the same place ney 
month. 

q William Goldman of the Province Build. 
ing attended the Army Day banquet at the 
Hotel Statler, April 5, and sat at the head 
table as invited guest of the Crosscup. 
Pishon Post of the American Legion, 

q The Crosscup-Pishon Post, A. L., held its 
annual rummage sale on April 12 at Hor. 
ticultural Hall, Boston, to raise funds with 


which to operate a summer camp for 
underprivileged children. Mrs. William 
Selberg, wife of “Bill” Selberg, Elgin 
Watches, was chairman of the general 
committee in charge of the sale. She, and 


three children from the camp were re- 


ceived by Mayor Curley, who officially 
opened the sale. 
q John McNamara, treasurer of E. H. 


Saxton Co., and president of the Diamond 
Club, was back at work April 12, follow- 
ing an operation at a local hospital. 

q Fred Corcoran of Norling & Bloom G, 
who has been out ill for several weeks, 
is now out of the hospital and recuperat- 
ing at his home. He is expected back at 
work shortly. Meantime, John Hatch 
has joined the firm, taking a three months’ 
training course preparatory for sales work 
in Boston and suburban areas. Mr. 
Margaret Rollo, who has operated the 
job desk at Norling & Bloom, left on May! 
for an extended trip to St. John, N. B. 

4 William C. Dorrety rounded out his 53rd 
year in the same location, 806 Washington 
Building, on April 16. He has been ex 
tremely busy this spring with many Amy 
orders for trophies from Camp Devens i 
addition to the regular line of bowling, 
skiing and school trophies and class pins 
q Albert Piccolomini, salesman with the 
Ross-Taylor Co., 717 Washington Building, 
is planning marriage on June 5. 

4 Harold W. Battis, Washington Building 
jeweler, a past Worthy Patron of Signet 
Chapter, No. 22, of Cambridge, Order of 
the Eastern Star, and who has been Assotk 
ate Grand Patron of the Grand Chapter @ 
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Massachusetts during the past year, will 
be elected Worthy Grand Patron at the 73rd 
annual session of the Grand Chapter in 
Worcester, Mass., May 10, 11, and 12. He 
will be elected May 12, and installed that 
same day, into the highest office a man 
ean. hold in the Order in Massachusetts. 
4 Eric Brown, formerly of 541 Summer 
St.. Lynn, Mass., has moved to a new 
location at 557 Summer St. 

q R. Earle Lyons of Whitman, Mass., sold 
out on April 1 to Ted Menard. 

4 Edwin S. Brooks of Palmer, Mass., was 
in the hospital recently with pneumonia, 
but is o.k. now. 

q Alfred F. DeScenza, 609 Washington 
Building, has added a display case of 
semological instruments for customers to 
see as they enter or leave the quarters. 
It contains, among other items, a refrac- 
tometer, a dichroscope, a polariscope, a 
gemolite and a diamolite. Descriptions 
of the work done with each instrument are 
included in the display. 

q Emile Langlais of Berlin, N. H., retired 
recently, and his sons have taken over his 
jewelry store. 

q Robert Swartchild of the Swartchild & 
Co. firm, returned to Chicago recently after 
spending two months on a tour of the 
country, including a short stay in Boston. 
The Boston office has added several new 
display cases of tools and machinery to its 
showrooms, 502 Washington Bldg. 

q The new offices of the Henry Kamlot Co., 
307-9 Washington Building, have just been 
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redecorated with an array of skiing pic- 
tures, most of which show Henry during 
his recent skiing vacation at Sun Valley. 

q Anthony Piccuito of Joseph Gann, Inc., 
404-7 Washington Building, was married 
on April 29. 

q With only a couple of weeks to go as this 
issue went to press, member teams of the 
Boston Jewelers Bowling League were near- 
ing the high-point of their 1948-49 season, 
with Shreve Crump & Low well in the 
lead. 

q Frank Bartlett, jeweler of 299 Newport 
Ave., Wollaston, Mass., has been teaching 
watchmaking to crippled children in a 
State-sponsored project. 

q Mr. and Mrs. Ellsworth Read of Kettell, 
Blake & Read, Washington Building, and 
their son Phillip, along with Mr. Read’s 
brother Leslie, and his wife, and son Peter, 
made a trip to Washington, D. C., recently 
to enjoy the Cherry Blossoms. 

q George Moses, secretary of the Thomas 
Long Co., is recuperating from a recent 
illness. 

q Members of the Maximus Club, com- 
prising employees of Smith-Patterson Co., 
marked the 40th anniversary of the club 
on April 23 with a dinner at the Hotel 
Bellevue, and with 40 members present, 
including three charter members—D. 
Joseph Manning, Warren A. Smith, and 
William R. Tuttle—who attended the first 
dinner at Boston City Club, April 20,1909. 
q Robert Abbott of the Wood-Abbott Co., 
Lowell, Mass., and former president of 
the Massachusetts & Rhode Island Retail 
Jewelers Association, was presented a 
watch, chain, and pocket knife in apprecia- 
tion of his leadership at the annual banquet 
of the Association, April 20. 

q The Barry & Epstein Co., 4th floor of 
Washington Building, have added a new 
line of leather goods to their recently 
remodeled and expanded store. 

q As the Boston Jewelers Bowling League 
prepared to wind up its season, plans were 
under way for launching a Jewelers Soft 
Ball League. First game was scheduled for 
the Boston Common on May 10, and it is 
hoped to be able to stage games every 
Friday night through the summer. Teams 
in prospect include Shreve, Crump & Low; 
Thomas Long Co.; Smith-Patterson Co.; A. 
Stowell & Co.; D. C. Percival & Co.; and 
Bigelow, Kennard & Co. 

q Members of the New England Guild 
of the American Gem Society met for 
smorgasbord on Province St. on April 20, 
and heard reports of the Gem Society’s 
Boston conclave from members in attend- 
ance. Dr. Cornelius Hurlbut also addressed 
the group. 

q Frank Jury, for some time an inside 
salesman with Herbert W. Stranger Co., 306 
Washington Building, is now on the road 
for the firm in southern New England. 

q The S. C. Crosby jewelry store in Whit- 
man, Mass., now has a new name—*Whit- 
Bell”—taken from the names of the new 
proprietors, Harold Whitman and Charles 
Bell, both of whom worked for Mr. Crosby. 
q Frank DiVita, of Boston Jewelry Mfg. 
Co., 10th floor Jewelers Building, died on 
March 23. The business is being carried 
on by Carmen DiVita. 
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A 14-Karat Yellow Gold Cross, well made, 
with Black Enamel Inlay. Size of cross is 
134 inches long and 1% inches wide. Con- 
tains eleven full cut diamonds; stones are of 
good color and well made. All goods used 
will be of uniform quality (no old miners), 
weighing approximately sixty points to the 
cross. 

Our Special Price to the Trade $135.00 
14K cross mountings only furnished exactly 
like the above illustration, and we set your 
own diamonds. Complete $48.00. 
if you prefer setting your own deduct $5.50 

MAIL ORDERS FILLED PROMPTLY 
Send for illustrated Brochure featuring some very 
attractive and salable reproduction rings and crosses. 


Quality Since 1916 


ANTIN'S 


Antique Reproductions 
Dept. K, 114 Baronne St. 
New Orleans, La. 





PEARL 


RESTRINGING 
For The Trade 


SO¢ 


i PER STRAND 
Plus 15¢ For The In- 


surea Parcel Post 
Package 


EVERY JOB IS CLEANED 
A Fine-Quality Job 
aN At A Low Cost 

; Mail Orders 
Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT IS 
RECEIVED 


ANTIN’S 


Pearl Restringers 
Dept. K 
114 Baronne St. 
NEW ORLEANS 12, LA. 
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Materials, Tools, Watch 
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Attachments, Jewelry 
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CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


« Wholesole Jewelers 


134 So. 8th St. Phila. 7, Pa. 














Prompt Mail Service 


GOLDBERG & POSSOFF 


124 S. 8th St., Phila. 7, Pa. Dept. K 
DISTRIBUTORS 


Genuine SWISS & AMERICAN 
Watchmaker’s Tools & Materials 
Jeweler’s Findings & Supplies 
Everything to fill the 
Jeweler’s & Watchmaker’s needs. 


Crystal Cutting to fit your Bezel 


Complete Line Dennison Goods 
Boxes & Tags 

















FOR IMMEDIATE DELIVERY 


WE CAN SUPPLY 
Watch Maker's & Jeweler's tools and materials 


© L&R Products eK & D Tools 
© Levin Tools © Bestfit Assortments 
e Cases & Dials e American Perfit 
¢ Fulton & B.B. Glass Crystals 
e GS. & S.U.C. Unbreakable Crystals 
e J.B. Watch Attachments 
e NEET Leather Watch Straps 


PHILADELPHIA WATCH 
SUPPLY CO. 


WHOLESALE JEWELERS 
730 SANSOM STREET PHILA. 6, PA. 
DEPT. 2 

















Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 


PHILADELPHIA, PA. 




















PROMOTIONAL MERCHANDISE 
Wanted 


by well-known jewelry store 


If you have lamps, watches, toasters, 
pens, rings, anything (you name it) that 
can be PROMOTED retail for as low as 
19¢ to as high as $19.95, write, today, to 
CLIENT, care of this agency, submitting 
samples and prices. 


New Era Advertising 


31 LIGHT ST., BALTIMORE 2, MD. 
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q Deliveries from the Fred Sauter store 
at 2713 W. Girard Ave are made in regal 
style now. Handy as the family car has 
been in the past for such service, it has 
been replaced by a new delivery coupe 
deluxe complete with the company name 
on the door. 

q Redecorating of the interior of the 
DeWolf Jewelers shop at 1 S. 8th St., 
which started two months ago with the 
replacing of an old safe and subsequent 
placing of new display units in the con- 
spicuous position formerly held by this 
safe, has made room for additional mer- 
chandise display. The new space has 
been filled by the addition of two new 
lines—photographic supplies and_ radios 
and small appliances. 

q Morris Kimmelsman of 1032 Market 
St. believes that now is the time to in- 
crease advertising, according to one 
spokesman for his store. Accordingly, he 
is increasing his advertising . budget. 

q The first annual buffet dinner meeting 
of the Twenty-Four-Karat Club of Phila- 
delphia will be held on May 5th. The 
dinner meeting will be held in the organi- 
zation’s club rooms at the Benjamin 
Franklin Hotel, Suite 205. 

q At the meeting of the Retail Jewelers 
Association Tuesday, March 29th, at the 
Broadwood Hotel posters were distributed 
for jewelers to display. They told the 
story of the special collection of historic 
lime pieces sponsored by members of this 
organization at the Commercial Museum 
during the month of April. 

q “Church paper ads do pay, for us,” 
said the owner of Belutty’s jewelry store 


at 231 S. 52nd St. Since Christmas this 
store has discontinued advertising and 


“tested” the results of pre-Christmas ads 
in a wide variety of media in a method 
not made public. This step was taken 
to determine the best method of reducing 
advertising. From now on the majority 
of Belutty ads will appear in various local 
religious publications. Peter J. Belutty, 
son of the owner, and one who took an 
active part in changing the company’s 
advertising policy, married the former 
Miss Margaret Rauback April 23rd. 

q The Philadelphia Guild of the American 
Gem Society held no monthly meeting in 
March. Instead a number of the mem- 
bers, including William Dillen of Read- 
ing; Oscar Kind, Jr., of S. Kind & Son, 
Philadelphia; C. Fred Muth of Jenkin- 
town: Karl Schwemmer of Reading; Or- 
rin Sigfried of Allentown, and William 
Collison of Swarthmore, attended the an- 
nual conclave of the AGS in Boston. 
Guild member, Miss Elaine Cooper, had 
her picture taken with the new micro- 
camera for “fingerprinting gemstones,” 
introduced at the conclave and it appeared 
in the Boston Globe. 

q Joseph N. Tancredi of 1214 S. Broad 
St. believes that “people get tired of see- 
ing the store fixed in the same old way,” 
so he redecorated by rearranging the fix- 
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tures, and “changing around” the location 
and position of different departments, 
“Maybe it is and maybe it’s not better.” 
he says, “but it’s different and when peo- 
ple who are used to seeing it the old 
way look around out of curiosity they see 
the merchandise with new interest.” 

q The Horological Guild of Philadelphig 
held its regular monthly meeting Tues. 
day, April 12th at the Franklin Institute 
The evening was devoted to a review of 
watch escapements. 

q Herman Switt of 6163 Woodland Ave. 
has tested the conventional methods of 
addressing a customer such as “May | 
help?” “Is there something I can show 
you?” “What can I do for you?” ete 
and finds they are all a bit superfluous, 
artificial and time-wasting. He is now 
plunging right into a sales pointed talk 
on the article the customer is viewing. 
“That’s a fine watch, we can guarantee 
it...” or “If you don’t find what you 
want in that tray of scatter pins, I'll be 
glad to show you others,” for instance. 
He isn’t ready yet to say how it is work. 
ing, but he expects more sales to result 
in less time. 

q The regular monthly meeting of the 
Sansom Street Business Men’s Association 
was held April 28th at the Sylvania Hotel. 
Officers to serve for the coming year were 
elected, but returns were not available in 
time to make this issue. Officers will be 
listed in the next issue of JC-K. 

q Judah Zelitch of Philadelphia has been 
appointed the attorney for the Sansom 
Street Business Men’s Association. 

q The following students graduated in 
April from the Philadelphia College of 
Horology at Broad & Somerset Sts. a 
spokesman for the school announced: 
James Dugan, Bristol, Pa.; Peter Reso, 
Morrisville, and Frank LaManna, James 
O’Connel, Nicholas Runtage, Joseph Spec- 
tor, Allie Corley, and John Hairabedian, 
all of Philadelphia. 

q Many jewelers are familiar with the old 
story, “When I was a youngster I knew 
everything and my father knew nothing. 
[t’s amazing how much I forgot and how 
much more he has learned as I’ve grown 
older.” Plans for Melchiorri’s Jewelry 
store at 1246 N. 52nd St. have paralleled 
this story. When the founder of the store 
first brought his son into the business the 
young Mr. Melchiorri planned _revolu- 
tionary changes. Recently the elder Mr. 
Melchiorri passed away and now that the 
younger man has begun to put his ideas 
into concrete action, he realizes the wis- 
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dom of his father’s policies. No im 


portant changes will be made,” he wishes 


to announce. — 
4 Remodelling of the Heine Clock Shop, 


31 S. 40th St., is being held in abeyance 
due to an unexpectedly heavy increase in 
the volume of repair work. “What a de- 
lightful reason to postpone completion of 
beautification plans,” another jeweler re- 
marked. mo 

4 George P. Winterbottom is putting into 
effect the old “Acres of Diamonds” theory. 
He is searching his own back yard, so to 
speak, amongst the occupants of the Em- 
pire Building where his shop is located, 
for new business. Intense coverage of a 
small area rather than scattered efforts 
have been keeping him busy. 


Caldwell Uses Television 
To Advertise Watch Exhibit 


J. E. Caldwell & Co., leading Philadel- 
phia retail jewelers, used the media of 
television for the first time to feature the 
fabulous: collection of Patek Philippe 
watches. 

In addition to the obvious “first” time 
the Patek Phillippe collection now touring 
the country was shown, this exhibit, which 
was held at Caldwell’s from April 1 to 8, 
also represented the first time a program 
devoted exclusively to watches was tele- 
cast. The program was telecast over sta- 
tion WFIL-TV Sunday evening, April 3rd. 

Although it took almost ten minutes to 
show (actually equalling a glorified radio 
commercial in content) the program had 
evidently accomplished its purpose of in- 
troducing the more expensive watches to 
the general public. 

A spokesman for the store said the 
event drew throngs of visitors to the store 
and that many sales of Patek Phillipe 
watches were made during the week of 
the exhibit and the days following. How- 
ever, the full results of this long range 
program cannot be determined in a week. 
a month or even a year. 


Watch and Clock Collectors 
To Convene in Philadelphia 


Philadelphia will play host to members 
of the National Association of Watch and 
Clock Collectors when they convene in that 
city on May 20, 21 and 22. 

Advance releases indicate that the as- 
sociation has completed arrangements for 
exhibiting horological items and has ar- 
ranged a fine program of guest speakers. 

Although all scheduled events are ex- 
tremely worth while, there are some events 
that will likely receive more attention than 
others. 

Members are scheduled to meet at the 
Old Philadelphia Custom House on Fri- 
day, May 20. As guests of the Carl Schurz 
Foundation, they will inspect and re- 
dedicate the recently renovated Isaiah 
Lukens Tower Clock. 

All sorts of timepieces and allied items 
will be exhibited in the special collection 
room of the Free Library of Philadelphia 
during the convention and for a month 
thereafter. 

The convention will be highlighted by 
the annual banquet which is to be held 
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on May 2lst at the Engineers Club. John 
Lowry Ruth, editor of Timepieces, will be 
suest speaker and will deliver an address 
on “Two Ducal Timepieces.” 


A GLITTERING ARRAY 





A queen's ransom in diamonds and emer- 
alds is worn here by M-G-M_ actress 
Deborah Kerr—a $100,000 tiara matched 
by a square cut emerald ring valued at 
$35,000. These pieces were specially made 
by Tiffany & Co. several years ago and 
are now some of the many estate pieces 
frequently bought and sold by Carl Lind- 
strom, Los Angeles jeweler. There are ap- 
proximately 700 diamonds in the tiara with 
a 20 carat emerald. The stone in the ring 
is a 14 carat square cut emerald. 


Los Angeles Diamond Men 
Announce Formation of Club 


The Los Angeles Diamond Club is a 
newly formed organization of diamond 
dealers, importers, brokers, jobbers, manu- 
facturers and wholesalers. 

The primary purposes of the association 
are to foster trade and commerce in the 
diamond business; to acquire, present and 
disseminate valuable business information 
among its members; establish and maintain 
high standards and ethical practices among 
dealers; obtain uniform and suitable in- 
surance rates, and adjust differences, mis- 
understandings, and controversies between 
its members and others. 

An election of officers of the newly 
formed club was held on March 2Ist and 
the following were chosen to serve for the 
ensuing year: Arthur Ballard, Ballard & 
Ballard, president; I. Tamianka, vice presi- 
dent; Akim Riskin, treasurer, and Fredric 
A. Kane, secretary. 

Others elected to the board of governors 
were: Adolph Milner, Harry Rosenberg. 
Nat S. Tarlo, Herbert May, and [. Glait. 

At the meeting it was decided to estab- 
lish clubrooms in the Chester Williams 
Building, 215 West 5th St., Los Angeles. 

The establishment of a Diamond Club 
in a city such as Los Angeles is an am. 
bitious undertaking, as diamond clubs are 
known only to exist in world centers, such 
as New York, London, Antwerp and Am- 
sterdam. Diamond dealers in Los Angeles 
felt a club was needed because of the 
tremendous volume of diamond sales made 
in California every year. 
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RAISE CASH 
IMMEDIATELY 


Louis COLMES 
The 
JEWELERS’ AUCTIONEER 


No Sale 
Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 






We have conducted sales for 
leading jewelers of America 


20 years of concentrated experience 


in this field. 
Bank and Trade References Supplied 


Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auction is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 


185 Erasmus St., Brooklyn 26, N. Y. 
Phone: BU 4-4698 
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Stock the Official BABE RUTH 
Sports Watch and you'll score 
with the biggest turnover from 
any character watch promotion. 
Retails $7.95 plus tax, YOUR 
COST $5.56 less 2%. 


Nationally Advertised In 
LIFE 
SATURDAY EVENING POST 
BOYS' LIFE 
OPEN ROAD FOR BOYS 


DON'T DELAY e ORDER TODAY 
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| with Linz for the past eight years. 


q The Florida State Senate voted April 12 
to sustain former Governor Millard Cald- 
well’s veto of a bill creating a State watch- 
maker’s commission. The former chief 
executive, in his veto message, said the 
message passed by the 1947 legislature 
“was not needed and was not in the public 
interest.” One of the supporters of the 
Governor’s veto was Senator Sturgis, who 
said: “Let’s not put any more boards or 
commissions on the people . . . this is a 
vicious, useless board.” 

q Raynor & Strickland, Inc., of Louisburg, 
N. C., has been organized with capital 
stock of $100,000 to engage in the jewelry 
business. The incorporators were Wilbur 
Raynor, Erma Raynor and james Strick- 
land, all of Louisburg. 

q Pattison Jewelers, Inc., 105 West Capi- 
tol Avenue, Little Rock, Ark., have pur- 
chased the business formerly operated by 
David L. Scher, Inc. H. E. (“Pat”) Patti- 
son, head of the new firm, has been identi- 
fied with the jewelry business for more 
than a quarter of a century. 


_@ The Jewel Box of Rocky Mount, Inc., 


Rocky Mount, N. C., has been granted a 
charter by the Secretary of State to op- 
erate a jewelry store. Authorized capital 
stock is $100,000, with $300 stock sub- 
scribed by W. A. Stern, Sidney Stern, Jr., 
and Alice Bray, all of Greensboro. 

q Carl Flaxman and Guy Hirsch have been 
selected for two newly-created executive 
posts at Linz Bros., jewelers, Dallas, Tex. 
Mr. Flaxman was named assistant secre- 


tary of the firm. He has been associated 
Mr. 


_ Hirsch was named assistant treasurer after 

















17 years of service. 

q Joe Goble, prominent jeweler of Newton, 
N. C., has been elected vice-president of 
the Newton Merchants’ Association. 

q The Leffel Jewelry store of San Angelo, 
Texas, recently celebrated its 50th anni- 
versary. It is now directed by Maynard 
Leffel, owner-manager, who went into busi- 
ness with his late father, H. D. Leffel, 10 
years after the firm opened. 

q The Beaumont Watchmakers’ Guild be- 
came affiliated with the Texas State Watch- 
makers’ Association at a special meeting 
held on April 5 at the Hotel Beaumont. 
The guild was organized last January un- 
der the presidency of G. H. June, and now 
has a roster of 25 active members. 





NEWS FROM BALTIMORE 


q Local jewelers reported a decline in vol- 
ume the first three months of 1949, but 
the spurt in Easter business gave evidence 
of increased activity in the warm weather 
months ahead. 

q.S. and N. Katz held an unusual exhi- 
bition of diamond cutting and _ polishing 
in its Charles St. store window the week 
of April 11. Max Baruch, famous dia- 
mond craftsman, gave several demonstra- 
tions each day. 











> THE SOUTH 


q The optometry bill, which passed the 
Maryland House of Delegates and pro- 
vided blanket authority to the State Board 
of Examiners in Optometry to regulate the 
practice of optometry, was killed in the 
Senate. 

q Castelberg’s, downtown jewelry store 
has launched an extensive building mod. 
ernization program. In addition to ¢op. 
structing a new store front and making 
interior alterations, the store will annex 
the adjoining building. 

q Thom W. White, 4900 Denmore Aye, 
was granted a license to deal in jewelry 
by the clerk of the Court of Common 
Pleas. 

q David R. Lakein, of the Lakein Jewelry 
Co., served as a petit juror in the Sy. 
perior Court of Baltimore City for four 
weeks. 

q RK. B. Smith, proprietor of a jewelry 
store at 18 Saint Paul St. for many years, 
is going out of business due to having 
lost his lease. 





Maryland Officials Eye 
Washington, D. C., Sales Tax 


As the two per cent retail sales tax 
neared reality in Washington, D. C, 
officials of Maryland and the District of 
Columbia were faced with a number vi 
legal questions. 

Maryland, which collects about a half 
million dollars annually from the District 
by its two per cent levy on Maryland pur. 
chases there, doesn’t think it will have to 
forfeit this sum even if the District bill 
passes, 

Maryland tax exrerts show what will 
happen, if it does, by using the purchase 
of a $1 necktie by a Marylander in 
Washington, D. C., as an example. The 
assumption is that Washington, for legal 
purposes, is supposed to have the same 
rights as a state and thus come under 
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interstate regulations. This point will 


have to be decided in the courts. 

The Marylander buys his necktie for $1 
in Washington and pays two cents to the 
Washington merchant if he carries 1t out 
with him. That two cents goes into 
District coffers. To get the same two 
cents into Maryland’s treasury, 
ington merchant would have . 
the tie in his own truck in the State of 
Maryland, thus putting him in the classi- 
feation of doing business in Maryland. 
He would then pay no District levy on the 
transaction because states are separate en- 
tities. 

If the tie was mailed, the Washington 
merchant would pay nothing to the Dis- 
trict and the Marylander would be ex- 
pected to pay two cents himself to local 
authorities. The whole complicated legal 
machinery rests on whether the District is 
considered a state for purposes of the 
sales-tax law. 

Passage of the District bill would be 
acceptable to merchants in nearby Mont- 
gomery and Prince Georges counties, who 
are now under a competitive handicap 
with the District. 





Negligence Invites Thefts 


The Insurance Committee of the Jewel- 
ers Security Alliance has been working to 
keep down insurance rates. This Com- 
mittee has also been endeavoring to have 
insurance companies insure unattended 
automobiles when the automobile is equip- 
ped with an alarm system. However, in 
the face of the incidents related below, it 
appears an impossible job to even interest 
insurance companies. 


Insurance rates are higher and 
will continue to go higher as long 
as jewelry salesmen are careless. 
During the year 1948, 45 unattend- 
ed automobiles driven by ~salesmen 
were broken into and jewelry valued 
at over $300,000 was stolen. 

When a salesman gives 25 cents 
to a stranger to watch his car and 
the contents of this care are stolen 
—this is carelessness. 

When a_ salesman leaves his 
sample cases in the back seat of 
his car and leaves the car standing 
in the street without locking the 
doors and the jewelry is  subse- 
quently stolen—this is utter stu- 
pidity. 

When a salesman has his samples 
in the trunk of a car and leaves the 
car standing on the highway with- 
out locking the trunk and the car 
and the sample case are stolen— 
this is culpable negligence. 

When a salesman leaves his car 
in a garage over night with his 
samples in the car and the sample 
case is subsequently stolen—this is 
gross carelessness. 

When a salesman is making many 
calls in office buildings in a city 
and leaves his automobile parked 
in a street with some of his samples 
therein without having his automo- 
bile equipped with an alarm system 
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—this is inviting trouble. 

When a salesman has his auto- 
mobile equipped with an alarm sys- 
tem and forgets to turn on the 
alarm and his samples are stolen 
from his car—this is unforgiveable 
thoughtlessness. 

When a salesman has his car 
equipped with an alarm system and 
he does not have it regularly in- 
spected and the car is broken into 
and the alarm does not function— 
this is flagrant negligence. 

Please help the JSA to help you. 
Admonish your salesmen to use 
the same care in the protection of 
your merchandise as he would use 
in the protection of his own prop- 
erty if it were not insured. 





Two Trade Leaders Address 
Minnesota RJA Convention 


Maurice Adelsheim, president of the 
American National Retail Jewelers Asso- 
ciation, recently warned the nation’s re- 
tail jewelers that consumer’s buying 
habits have changed and that it again re- 
quires intelligent merchandising and ad- 
vertising practices to stay in business. 

Speaking at the annual convention of 
the Minnesota Retail Jewelers Associa- 
tion, which was held from April 3 to 5 in 
Minneapolis, Mr. Adelsheim stated that 
retail business of all kinds has to “shake 
out of its self-sufficiency” and meet a new 
competition or go out of business. There 
are many problems on the legislative, 
economic and world fronts which small 
business has to solve for itself or perish, 
he said. Mr. Adelsheim warned that the 
years ahead will be uncertain and _ that 
business of all kinds must be ready for 
constant and instant readjustment. 

G. H. Niemeyer, chairman of the Jewel- 
ers Vigilance Committee, also addressed 
the more than 1,000 upper Midwest jewel- 
ers attending the convention. In his ad- 
dress, Mr. Niemeyer urged the jewelers 
attending to: 1) buy properly marked 
merchandise from reliable sources; 2) pay 
more attention to the relation of their 
stock to turnover; 3) adopt modern and 
aggressive methods of merchandising; 4) 
use the ideas and tools made available to 
them by the Jewelry Industry Council, 
and 5) support the Jewelry Industry Tax 
Committee and work for it when they are 
called upon because it is working for 
them. 

In concluding, Mr. Niemeyer also urged 
the association to help the Jewelers Vigil- 
ance Committee to fight for a new Mark- 
ing Act. 


Name Providence Branch 
Manager 


Kittay & Blitz, Inc., stone importers and 
cutters, recently announced that George F. 
Rousseau, after an absence of almost 10 
years, will again represent them in the 
capacity of branch manager at their Provi- 
dence office, 76 Dorrance St. Mr. Rousseau 
will -cover the Providence and Attleboro 
territory for the firm. 





























It's a Lot 
of Hooey... 


Beware when you hear the 
words QUADRUPLE or 
TAIPLE. There ain’t no such 
animal any more. 

These words when used to de- 
scribe the quality of silverplate 
are misleading. 

They are tabooed by reputable 
manufacturers and never used 
by respectable jewelers. 

The United States Bureau of 
Standards does not condone this 
type of branding. 

It all boils down to how de- 
pendable is the name behind 
the plating. 

We cherish the INTEGRITY 
associated with our name. It 
represents 56 years of honest 
effort and experience. 





Write for our price list on silver plating 
Serving the TRADE since 1892 


The House of Mastercraftsmen 


Louis J. Meyer Inc. 


Silversmiths & Platers 
205 So. 9 St. Philadelphia 7, Pa. 

















irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street Houston, Texas 
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Cold=Silver 
DPDLATING 


“ASK ABOUT” 


HODANIZE 


TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 





























LOST 
es “Valuable time, detail- 


===: ed accuracy, and indi- 
3% Vidualized identity be- 
cause I failed to use 
the NEWALL-IZED 
¥ ‘Finger-Print’ System in 
selecting Swiss Watch 
Material.” 

Don't let this happen to you! Ask 
your jobber today about the many 
benefits from the NEWALL-IZED 
“Finger-Print” System. 


THE NEWALL MFG. CO. 


Chicago 2 illinois 

















WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 











CENTRAL WATCH CO. 
WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 

AT REASONABLE PRICES 
ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 














MAYNARD LEVY 


Leading Jewelery Auctineer for le- 
gitimate jewelers. Write for date and 
information. 

PHONE BUTTERFIELD 1100 
5200 BLACKSTONE + CHICAGO 15 

















Chicago Institute of Watchmaking 


is pleased to announce a six months’ course 
in Jewelry and Advanced Watch Repair 
A few benches are available in our 
regular course in watch repair 
CHICAGO INSTITUTE OF WATCHMAKING 
oved for Veterans. 
Accoredited by U.H.A.A. Certified by H.I1.A. 
Dept. JC-5, 7 S. Pulaski Rd., Chicago 24, Ill. 
Telephone Sacraments 2-6680 
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Wheeler Relays JC-K Post to Comiskey 





William E. ("'Bill'') Comiskey (left), new Mid-west advertising representative for The Jewelers 
Circular-Keystone, receives congratulations from Claud Wheeler. Claud, after 32 years in 
that position, has retired in order to take up residence in La Mesa, California. | 


Claud Wheeler, after 32 years as head 
of the Chicago advertising office of THE 
JEWELER’S CIRCULAR - KEYSTONE, last 
month announced his retirement eftfec- 
tive May 1, 1949. Claud is retiring in 
order to reside in California. His new 
home is at 8467 Sunrise Drive, La Mesa, 
Calif., where he looks forward to wel- 
coming any of his many friends who 
may in the future be visiting in the 
area. 

Claud Wheeler’s history with THE 
JEWELER’s CIRCULAR-KEYSTONE goes back 
to July 1, 1917. For fifteen years prior 
to that date he had operated a successful 
jewelry store in Columbia, Mo. Always 
active in association work, he was secre- 
tary of the American National Retail Jewel- 
ers Association from August, 1909, until 
August, 1913. Very shortly after joining 
the JC-K staff he went to Chicago and as- 
sumed his duties as Mid-west advertising 
representative of THE JEWELER’S CIRCULAR- 
KEYSTONE traveling from Chicago. 

Claud’s wide acquaintanceship made dur- 
ing his years as JC-K advertising repre- 
sentative resulted in the establishment of 
a host of warm personal friendships 
throughout his wide territory. 

Characteristically, he remained on the 
post until he had introduced his successor, 
William E. Comiskey to the duties of his 
new office. Mr. Comiskey is a native of 
Chicago and has covered the middle 
western territory as an advertising sales 
representative for many years. Thus, he 
has a wide acquaintance in advertising and 
publishing spheres where he has spent the 


| major part of his business life. This back- 




















ground will be valuable in enabling him 
to offer helpful service to manufacturers 
wholesalers and advertising agencies whos | 
merchandising activities are centered in 
the jewelry industry. 


Dulles Speaks For U.N. |. 
At Brand Names Day Meeting — 


The United Nations was described as no 
“ouarantor against war” but still indis 
pensable to the peace of the world by 
John Foster Dulles, member of the U.S 
Delegation to the General Assembly of the 
United Nations, at the luncheon session 0 
Brand Names Day on April 12th in the 
Grand Ballroom of the Waldorf-Astoria 
Frank M. Folsom, president of RCA, wa 
chairman at the business meeting in the 
morning. 

At the luncheon, addressing more than 
900 leaders in public affairs, manufactur 
ing, advertising and public relations at the 
third annual all-day conference sponsored 
by Brand Names Foundation, Inc., Mt. & 
Dulles ascribed the present low prestige F 
of the UN to its original reputation of ! 
“cure all.” 

“Manufacturers,” Mr. Dulles said, “d 
not try to create reputations that cannol 
be sustained, but the United Nations hi 
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STOP SILVER TARNISH 


One simple application of Pro-Tex- 
Sil will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 


WELMAID MANUFACTURING CORP. 
1737 N. Campbell, Dept. 25, Chicago 47 
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Collections on January Sales Up Over 48 


In Millions Of Dollars 


50 
EXCISE 

45 TAX COLLECTIONS 

ON JANUARY SALES 


In Millions Of Dollars 


40 
6 YEAR 
AVERAGE S 
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AVERAGE 
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According to the Bureau of Internal 
Revenue, collectors of the 20 per cent re- 
tailers’ excise tax on jewelry, January, 
1949, was a slightly better sales month 
for jewelers than January, 1948. 

The tax collected on jewelry sales in 
January, 1949, amounted to $35,185,261.63, 
while that for January, 1948, was only 
$35,000,401.23. Thus, January, 1949, tax 
collections (and, presumably, jewelry 
store sales as well) showed an almost 
imperceptible gain over sales for the same 
month of the preceding year. 


However, it must be borne in mind that 








JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 


February collections of the excise tax 
(representing January sales) are always 
abnormally high. This is an indication 
that a large number of jewelers were de- 
linquent in submitting their tax receipts 
for December, the big Christmas month. 
As can be seen from the chart above, 
specially prepared by THe JEWELERS’ Cir- 
CULAR-KEYSTONE, collections of the 20 per 
cent retail excise tax on jewelry for sales 
made during the month of January, 1949, 
were not only above the figure for Jan- 
uary, 1948, but considerably higher than 
the January collections for a_ six-year 
period since the tax went into effect. 





been the victim of free advertising by 
well-meaning, but over-enthusiastic and 
inexperienced friends.” 

Scoring those who call the United Na- 
tions a “mere debating society,” and who 
would change its structure, Mr. Dulles 
reminded his audience that debate was the 
first stage toward agreement. 

After the luncheon the first National 
Brand Names Quiz Final was televised 
from the stage and Bert Parks of ABC’s 
“Stop the Music” emceed the program 
which was based upon the contestant’s 
knowledge of brand names and slogans. 





Tiffany & Company of N. Y. 
Splits Its Stock 16-for-1 


In order to broaden the market for 
Tiffany’s “blue-chip” stock, stockholders 













Whlch Case 


of Tiffany & Co., one of America’s leading 
Our work costs no more 
than ordinary work 


7 yf 
¢ 
BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 


FOR May, 1949 





jewelry establishments, voted to split the 
stock 16-for-l1 at their annual meeting. 
This move will bring Tiffany’s stock within 
reach of many investors whose funds do 
not permit dealing in round lots of a 
stock selling above $600. 

Tiffany’s stock was quoted at $600 to 
$650 a share before the split-up became 
effective. Each share of this “blue-chip” 
stock was exchanged for 16 shares of new 
stock. The split in stock (which was 
quoted in over-the-counter market at $36 
to $38 at this writing) will enable present 
holders to buy or sell it more easily when 
they wish. 

Tiffany & Co. had never supplied any 
financial information until 1947. This 
year, for the first time, stockholders were 
informed of Tiffany’s profits, when the 
proposal to split the stock was submitted. 
These profits, for 1948, were $365,398.71 
or $35.47 a share on the old stock. 





Herbert Krome, a jeweler of over 20 
years standing, has opened a newly re- 
modeled retail jewelry store under his own 
name at 675 E. Colorado St., Pasadena, 
Calif. Krome was in the jewelry business 
17 years in Danville, Ill., and for two years 
was a co-partner in the Fox-Krome Jewelry 
Store in Pasadena. 











FREDERICK J. ESSIG & COMPANY 


Importers G Cutters 
Precious & Semi-Precious Stones 
— Established 1869 — 


7 W. Madison St., Chicago 2, Ill. 
LAPIDARY WORK 


Drilling — Cutting — Encrusting 
Specializing in Zircons, 
Opals and Star Sapphires 




















24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 

















“THE PATHWAY TO SUCCESS” 






WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 

















ANTHONY J. GREGORY 
AUCTIONEER 


Serving legitimate jewelers for 
20 years 
6956 North Ashland Ave., Chicago 26 














SINCE 1887 
Expert Repair Work for the 


Trade * Special Orders Our 
Specialty * Prompt Service 


PORTER & WISER MFG. JEWELRY CO. 


1115 WALNUT STREET KANSAS CITY 6, MO. 
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PROMPT SERVICE ALWAYS 
THE 


GERWE BROWN CO. 


Wholesale Jewelers 
CINCINNATI 
NEW ORLEANS 

















We SPECIALIZE... 


in special ovdeo po & Sad “us your 
specifications. W. id subonit a design 


utthoul obligation. 





SCHUMER BROTHERS CO. 
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Manufacturing Jewe ers 


5 EAST THIRD STREET + CINCINNATI, OHIO 











DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 
(14 West 6th Street. Cincinnal:. Ohio 





700 EAST MCMILLAN ak CINCINNATI 6, OHIO 
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Send us your list! 
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q Election of officers was to feature an 
annual business dinner meeting of the 
Greater Cincinnati Retail Jewelers Asso- 
ciation in hotel Sinton on May 4. At the 
following meeting on June 1, Bernard 
Kliman, advertising manager of the Gruen 
Watch Co., will speak on “Jewelry Sell- 
ing in a Buyer’s Market.” This will be 
an “Open House” meeting to which retail 
jewelers in neighboring cities will be 
invited. 

q Insurance on salesmen’s stocks and other 
business matters were scheduled for dis- 
cussion at a dinner meeting of the Cin- 
cinnati Wholesale and Manufacturing 
Jewelers Association on April 19 in 
Oelsner’s Tavern in suburban Covington, 
Ky. 

q In order to keep its large staff, and espe- 
cially its salesmen who are on the road 
for long periods, informed of happenings 
in the office and provide them with news 
about new lines, the Gerwe Brown Co., 
wholesaler in the Temple Bar Building, 
is now issuing a chatty weekly newsletter, 
named the “Gee Bee See Saw.” The news- 
letter, which has been accorded an enthu- 
siastic reception by all company employees, 
is edited by Edward Karg, buyer for the 
firm. 

q Ken Matsumato and Henry J. Ishikawa 
of Ken Matsumato and Co., jewelry dis- 
play manufacturers of 1109 Main St., 
will discuss and demonstrate “Theme Set- 
tings and Color Harmony” at the two 
national jewelers’ conventions this year. 
They have recently appeared at a number 
of state conventions, including that at 
Wichita, Kan., the first week in April. 

q Thomas Atkinson, district representa- 
tive for Oneida, Ltd., who recently set- 
tled in his new home here, spent some 
time during April in Bethesda Hospital 
for a physical check-up. While he was off 
the job, Robert Landon, assistant sales 
manager for the company, pinch-hit for 
him. 

q An unusually attractive full-page adver- 
tisement of the Greater Cincinnati Retail 
Jewelers Association appeared in the roto- 
gravure section of the Enquirer on Sun- 
day, April 3. The ad featured the Diamond 
Jubilee and stressed that “When You Buy 
a Diamond You Invest in Happiness.” 
The names and addresses of association 
members appeared at the bottom of the ad. 
q Mr. and Mrs. Akin Litwin and their 
son, Boris Litwin, and his family, of Lit- 
win and Sons, Inc., manufacturers at 114 
West Sixth St., have returned from an 
extended vacation in Florida. Bert Milner, 
head of the tool-making department of the 
firm, also has returned from a two weeks’ 
vacation at Miami Beach, Fla. 

q Vincent Accorso, publicity chairman for 
the Cincinnati Chapter of the Ohio Watch- 
makers Guild, has been appointed chair- 
man of this year’s picnic committee. The 
picnic will be a summer feature for the 
Chapter. At the April meeting of the 





CINCINNATI 


group, Frank Foegler of the 
Watchmakers Institute, 
capements.” 

q President Harry Flotemersch and Treg. 
surer Joseph Bessy of the Cincinnati Chap. 
ter of the Ohio Watchmakers Guild, have 
been named Chapter delegates to the na. 
tional convention in Chicago from May 19 
to 22. 

q Local jewelers were well represented at 
the opening game of the Cincinnati Reds 
of the National League at Crosley Field 
on April 19. Among those noted in the 
boxes and stands were Victor Hagen, Ed. 
ward Spitznagel, George Hook, Henry 
Schulz, Carl Wagner, George Kleier, Alvin 
Roetepohl, Thomas Hummel and Mr. and 
Mrs. Elmer Herzog. 

q Mrs. Martha Dannhauer, popular sales- 
woman in the showroom of the Gerwe 
Brown Co., has been convalescing at her 
home, following an automobile accident 
on March 13 in which she suffered three 
b »oken ribs and other injuries. She was 
expected to return to her work at the 
end of April. 

q Recent visitors to this city included 
Willis Patrick of Jacobson and Son; 
Thomas O’Connell, Elgin National Watch 
Co.; R. H. Kimball, Sunbeam Corp.; Law- 
rence Murray, Seth Thomas Clock Co.; 
Ralph Lewis, diamond dealer of New 
York City; Charles Limes, retailer of 
Hillsboro, Ohio, and Fred Swindell, sales 
manager for the Western Clock Co. 

q After having been out of the fold for 
several years, Jules Kassel of the Kauf- 
man-Kassel Co., manufacturers at 434 
Elm St., has rejoined the Town Criers, 
this city’s organization of salesmen for 
local wholesalers and manufacturers. 

q Mrs. Eileen Bundman, who served as 
billing clerk for Litwin and Sons, Inc., 
for seven years before her marriage sev- 
eral weeks, ago, has returned to her former 
position. 

q W. C. Zowelles of the Dorst Jewelry 
Co., manufacturer at 2100 Reading Road, 
called on a number of manufacturers in 
the East during April. Mr. Zowelles, who 
has been with the firm for 25 years, re- 


Foegler 
lectured on “Es. 


cently was appointed factory  superin- 
tendent. 
q Louis E. Flanagan of the Flanagan 


Kovac Co., wholesalers in the Enquirer 
Building, spent the first two weeks of 
April on a business trip in the East. 

q A. R. Jester, manufacturer in the Lyric 
Building, made a business trip to Indiana 
cities during the first two weeks in April. 
q E. A. Oberrecht, retailer at 7370 Read- 
ing Road, was one of the neighborhood 
merchants who sponsored an Easter egg 
hunt for children living in the Roselawn 
area. 

q Miss Joan Richardson, niece and sec- 
retary to John Schira of Schira Brothers, 
manufacturers at 530 Walnut St., vaca- 
tioned in Hollywood, Fla., the first two 
weeks in April. She returned with the 
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Schira family, who had spent five weeks 


in the south. | 
4 A. Wamstrath, manufacturer of 606 Vine 


St., has been appointed mid-western rep- 
resentative for the New York jewelry 
supply house of Duehl, Peer and Keefe. 

q Seymour Baum, retailer of 4027 Hamil- 
ton Ave., spent the first week of April in 
Chicago, where he selected 150 trophies 
for various local clubs. 

4 Adolph G. Simon, retailer of 3624 Har- 
rison Ave., in suburban Cheviot, spent 
the month of April on vacation in Florida. 
qR. C. Webel, Al Wehry and Robert 
Wermes, salesmen for the Klein Brothers 
Co.. wholesalers in the Enquirer Building, 
spent the Easter holiday with their fam- 
ilies in this city. 

q Mrs. Albert J. Laumann of the Lau- 
mann retail jewelry store at 2454 Gilbert 
Ave.. has returned from a business trip 
to Chicago. 

q Mr. and Mrs. Henry Schultz, parents 
of Chris Schultz, shipping clerk for the 
Gerwe Brown Co., celebrated their 56th 
wedding anniversary on April 11. 

q Leopold Hoffer, a former local watch- 
maker, is now enjoying the Florida sun- 
shine and fishing while operating a retail 
store in Miami, according to Frank Gar- 
rett, local retailer, who visited with him 
on a recent vacation in the South. 

q Paul Wade, a son of Russell C. Wade, 
retailer in the Glenn Building, is new 
working part time in the store. The young 
man is a sophomore in High School. 

4 Joan Monnig, Shirlee Doyle, Edna Laws, 
Ruth Feldheus and Edward Karg of the 
Gerwe Brown Co. were spending vacations 
in Florida during May. 

q Carroll C. Seghers, local retail jeweler, 
spent two weeks during April at his re- 
tail store in Little Rock, Ark. 

q The Herbst Jewelry Store, which was 
located on the fourth floor of the Citizens 
Bank Building in Lima, Ohio, has been 
moved to a beautiful new storeroom on 
the street floor of the building. 

q Morris Pollock, proprietor of a jewelry 
store in Zanesville, Ohio, has opened an 
ultra-modern branch store in Cambridge, 
Ohio. Mr. Pollock has been spending con- 
siderable time in Cincinnati recently, 
where his wife is a patient in Holmes 
Hospital. 

q The Kraus Jewelry Store, operated by 
Marshall Pyle in Kenton, Ohio, was badly 
damaged by fire late in March, and has 
been closed pending extensive re-building 
and the installation of new fixtures. 

q Members of the Northern Ohio GIA 
Study Group gathered for their regular 
monthly meeting on April 19th at the 
Hatch Building, Western Reserve Uni- 
versity. Dr. Henry F. Donner, professor 
of Geology at WRU, delivered an informa- 
tive address on “Refraction and Total 
Reflection.” Using diagrams, he explained 
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the laws of refraction and described how | 


the refractive index of a gemstone may 


be determined. 





Hardness of Diamond 
Stressed at IDA Convention 


The theme of the fourth annual con- 
vention of the Industrial Diamond Asso- 
ciation, held in Atlantic City, N. J., on 
March 16 through 19, was the fact that 


the diamond is many, many times as hard | 


as any other natural or man-made product. 

The association presented to its mem- 
bers an exhibition, the first of its kind so 
broad in scope. It covered actual dia- 
monds and diamond tools of many kinds, 
the industrial workpieces they produce, 
and, finally, models and miniatures repre- 
senting many of the objects enjoyed by 
the public. 





|. J. Meade (left), newly elected president | 


of the Industrial Diamond Association, is 
shown being congratulated on his election 
by Edward Hickey (center), of the National 
Security Resources Board, and Stephen W. 
Hofman, retiring president. 


A motion picture in color and sound, 
“The Eternal Gem,” was also presented. 
The film showed the dual role of the 
diamond as a romantic gem through the 
ages, and as a valuable tool in industry. 

I. J. Meade of the U. S. Industrial 
Diamond Corp. of New York was elected 
president of the association at the con- 
vention. 





Other officers elected include J. A. Ross | 


of Scranton, Pa., first vice-president; W. 


J. Meinhardt, Chicago, IIl., second vice- | 
president, and Athos D. Leveridge, New | 


York, secretary-treasurer. 
Elected to the board of directors were 


W. H. Kress, Harold De S. Mendes, and | 
W. F. Mullins, all of New York, and H. E. | 


Robison of Detroit, Mich. 





Timely, Eye-Catching Ads 
Promote Trophy Business 
A. G. Gaul, jeweler of Hamilton, Ont., 


promotes his trophy and cup business with | 


well-timed newspaper ads toward the close 
of particular sporting seasons. 


For instance, the store ran an eye-catch- | 


ing ad on bowling trophies as the Hamilton 


bowling season approached its climax and | 
bowling clubs naturally were thinking about | 


awards for winning teams. 


The store features cups and trophies for | 


all sporting events conducted in Hamilton, 
with prices ranging from $2 to $100. Gaul’s 


advertises itself as “Headquarters in Hamil- 


ton for Trophies.” 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 

















G.W. SEIFRIED CO. 


REFINERS SMELTERS ASSAYERS 


— 


\ : 
« " 


ANU? 


A 


CINCINNATI, OHIO 











SCRAP GOLD 


We are buyers and refiners of Gold, Silver and 
Platinum offering the following prices for your 
scrap gold and gold-filled: 


22K $1.48 per dwt. or $29.60 per oz. 


18K 1.71 per dwt. or 24.20 per oz. 
14K -94 per dwt. or 18.80 per oz. 
10K .67 per dwt. or 13.40 per oz. 
Gold-filled optical 1.00 per oz. 


20 yr. G.F. watch cases 1.25 per oz. 

25 yr. G.F. watch cases 2.00 per oz. 
Silver and Platinum at current prices. Small 
or large lots. Prompt and reliable service. 
All shipments held subject to your approval. 
Ship your next lot of scrap to us. 


A & A GOLD REFINERS 


Scrap — Filings — Sweeps 
323 West 5th St. Los Angeles, Calif. 
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PAUL A. STRAUB & CO., INC. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 
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24 East 54th Street New York City 














| 





EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
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MADDOCK & MILLER, INC 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3,,N. Y. 

















JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT'S 
English Staffordshire Ware 











TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 




















Stock end Import 


VILLE & CO., 


New York 10, N. Y. 
AL. 4-0104 


INC. 
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OBITUARY 


JoHn Henry M. Birks, 78, vice chair- 
man of the board of directors of Henry 
Birks & Sons, Ltd., Montreal, Canada, died 
on March 24. He relinquished the presi- 
dency in 1944 after six years at the head 
of the firm and was succeeded by his 
nephew, Henry G. Birks. Born in Mon- 
treal, Mr. Birks graduated in mechanical 
engineering from Massachusetts Institute 
of Technology in 1891 and entered the 
jewelry business founded by his father, 
Henry Birks. During his 50 years in the 
business the firm expanded until it had 
14 branches throughout Canada. 

FRANK S. DEMAREST, 53, a wholesale 
jeweler with offices at 608 Fifth Ave., New 
York, died on April 4. Mr. Demarest, who 
was a member of the 24-Karat Club of the 
City of New York, is survived by his widow 
and two sisters. 

Epwarp S. Hirsu, 49, sales representa- 
tive for Benj. & Edw. J. Gross Co., Inc. 
of New York, died suddenly on March 21 
at Gainesville, Ga. Mr. Hirsh, who made 
his home in Norfolk, Va., was associated 
with the wholesale jewelry business for 
over 25 years. Starting as a young man 
he was at first identified with his father’s 
firm of Veit Hirsh & Co. on Maiden Lane, 
New York. He traveled for his father’s 
firm for many years and later for various 
other wholesale houses. His territory in- 
cluded the Middle West and also the 
Southern and Southwestern states. In ad- 
dition to his widow, he is survived by a 
brother, George P. Hirsh, vice president of 
H. Hamburger Co., Inc. of New York. 

Rosert J. McConway, 59, jeweler and 
watchmaker of Philadelphia, Pa., died on 
March 21. He has been active in jewelry 
circles since 1902 and was in business on 
Chestnut St. in Philadelphia for more 
than 25 years. He was a past president 
of the Horological Guild of Philadelphia. 
Surviving are his widow and two daughters. 

Grorce H. ScHuMANN, 57, president and 
treasurer of George H. Schumann, jewelers 
of 560 Fifth Ave., New York, died on 
March 21. Mr. Schumann learned the 
jewelry business in the firm of Schumann 
& Son, established by his father and uncle 
at Fifth Ave. and 56th Sts. It was one 
of the city’s oldest jewelry firms. He is 
survived by his widow, two sisters and his 
mother. 

Watker A. Tynes of the Tynes Co., 
wholesale jewelers of Dallas, Texas, died 
on March 25. 

AsHBEL T. WALL, 57, treasurer of the 
A. T. Wall Co., Providence, R. I.. died 
March 11. In addition to his affiliation 
with the jewelry manufacturing company 
he was president of the Newall Mfg. Co. 
and secretary-treasurer of the Clifford Real 
Estate Co. Besides his widow he leaves 
three sons and two sisters. 





California 24-Karat Club 
Installs New Officers 

An innovation was successfully tried by 
the Jewelers 24-Karat Club of Southern 


California in inviting member’s wives to 
participate in the annual installation of 


officers. Under the chairmanship of Her. 
man Siegel, the meeting proved popular 
with both members and guests. 

Max Strasburg, Hollywood retailer, dig 
an exceptional job as installing officer. 
Jules Lindenbaum (King Jewelers, Santa 
Monica), assumed the office of president. 
Frank Stirling (E. W. Reynolds Co.), was 
named vice president; Sam Behrstock 
(Barry Jewelers), treasurer, and Herman 
Siegal (Robbins) was again elected gee. 
retary. 

The following directors were also jp. 
stalled: James Apffel, I. Behrstock, Sam 
Behrstock, Jules Lindenbaum, Irving Kauf. 
man, David Lieberman, Harry Prezant, 
Nate Gold, Arthur Michaels, Max Wolman 
and Herman Siegel. 

Newly elected members are Lou Salamon 
(S. Mason & Co.); Nat W. Bubar (Bubar 
Jewelers); Arthur Wildberg (Wildberg 
Bros.); Jack Sneider (Leo D. Marx); 
and M. Robbins (Robbins Products). 

Honored guests were S. C. Gershey, vice 
president of the Gruen Watch Co.; Irving 
Klampert of Silberman, Kohn & Wallen- 
stein, and Dave Findel, Finkelstein Bros. 


The West Coast 


qH. E. Dacus, retail jeweler and watch- 
maker, has moved into his new store at 
4954 Huntington Dr., Los Angeles, Calif,, 
from 3719 Portola St., in the same city. 
q Louis Altobelli, who for 16 years was in 
the retail jewelry business in Chicago, has 
just opened a new modern jewelry store at 
4419 Lankershim Blvd., North Hollywood, 
Calif. 

4G. H. Wilkie, who was in the retail 
jewelry business in Arlington Heights, IIL, 
for many years, has moved into his new 
store at 419 W. Las Tunas Dr.. San Gabriel, 
Calif. His new store is under the name 
of G. H. Wilkie—Your Personal Jeweler. 
q Harry H. Prezant and Harold Germain, 
who represent the Bulova Watch Co. in 
the Southern California and Arizona terri- 
tory, have moved to new offices at 707 S. 
Broadway, Los Angeles 14, Calif. They 
were formerly located in the Broadway 
Arcade Bldg., in Los Angeles. 

q Bernard Ernsing, who has been in the 
watchmaking trade in Los Angeles for the 
past 13 years, has just opened his own re- 
tail store at 4029 Wilshire Blvd., Los An- 
geles, Calif. His last place of business was 
at 411 W. 7th St., where he conducted a 
trade shop for several leading jewelers. 
q William Straka with Wally and John 
Niesen have just opened up a_ jewelry 
manufacturing shop at 5032 Lankershim 
Blvd., in North Hollywood, Calif., and are 
doing all kinds of repairing and special 
order work for the trade. All three men 
were in business in Chicago prior to their 
move to Southern California. 
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SWEDISH CRYSTAL 


Kosta Alsterfors 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Inc. 


7 West 30th Street New York 1, N.Y. 
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COMING EVENTS 


May 

1-2—-Maryland-Delaware-District of Co- 
lumbia Jewelers Association, Annual Con- 
vention, Emerson Hotel, Baltimore, Md. 

1-3—Florida Retail Jewelers Association, 
Annual Convention, Angebilt Hotel, Or- 
lando, Fla. 

1-3—Tennessee Watchmakers and Jewel- 
ers Association and Tennessee Jewelers 
Association of ANRJA, Joint Annual Con- 
vention, Andrew Jackson Hotel, Nashville, 
Tenn. 

1-3—Wiconsin Retail Jewelers Associa- 
tion, Annual Convention, Hotel Schroeder, 
Milwaukee, Wisc. 

9.9-Arkansas Retail Jewelers Associa- 
tion, Annual Convention, Hotel Marion, 
Little Rock, Ark. 

8-10—Horological Institute of America, 
Annual Meeting, National Academy of 
Science Building, Washington, D. C. 

15-16—Mobile Watchmakers Guild, An- 
nual Convention, Admiral Semmes Hotel, 
Mobile, Ala. 

15-17—New York State Retail Jewelers 
Association. Annual Convention, Statler 
Hotel, Buffalo, N. Y. 

15-20—New York Stationery Show, New 
Yorker Hotel, New York City. 

19-22—United Horological Association of 
America, Annual Convention, Sherman Ho- 
tel; Chicago, III. 

20-22—-National Association of Watch 
and Clock Collectors, Annual Convention, 


Philadelphia, Pa. 


June 

2-3—National Wholesale Jewelers Asso- 
ciation, 42nd Annual Convention, Edge- 
water Beach Hotel, Chicago, III. 

5-6-—Texas Retail Jewelers Association, 
Annual Convention, Galvez Hotel, Galves- 
ton, Texas. 

6-7—Watch Material Distributors Asso- 
ciation of America, Annual Conference, La 
Salle Hotel, Chicago, III. 

11—Maiden Lane Outing Club of New 
York City, Annual Summer Outing, “The 
Greens,” Pleasantdale, New Jersey. 

25-27—New Jersey Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Tray- 
more, Atlantic City, N. J. 

26-27—New Hampshire Retail Jewelers 
Association, Annual Convention, Hotel 
Wentworth-by-the-Sea, Portsmouth, N. H. 


July 
10-15—National China, Glass & Pottery 
Show, Hotel New Yorker, New York. 
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CRYSTAL by BRODEGAARD 


Swedish crystal stemware patterns, all 
carried in open stock — available for 
prompt delivery. Write for our new 1949 
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R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 
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25-28—National Association of Credit 
Jewelers, Convention and National Jewelry 
Fair, Stevens Hotel, Chicago, Lil. 


August 

1-12—Chicago Gift Show, Palmer House, 
Chicago, Ill. 

1-13—Merchandise Mart Gift Show, Mer- 
chandise Mart, Chicago, IIL. 

14-18—Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh, Pa. 

15-18—American National Retail Jewel- 
ers Association, Annual Convention and 
Trade Show, Waldorf-Astoria Hotel, New 
York. 

16-19—Allied Lines Show For Credit 
Jewelers, Belmont Plaza Hotel, New York. 

22-26—New York Gift Show, Hotels New 
Yorker and Statler, New York. 


September 


3-6—Allied Gift & Jewelry Show, Hotel 
Adolphus, Dallas, Texas. 

12-16—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

18-20—Ohio Retail Jewelers Association, 
Annual Convention, Deshler-Wallick Hotel, 
Columbus, Ohio. 

18-21—Denver Gift & Jewelry Show, Ho- 
tel Albany, Denver, Colo. 

26—Pennsylvania Retail Jewelers Asso- 


ciation, Annual Convention, Harrisburg, 
Pa. 
26-30—Philadelphia Gift Show, Hotel 


Benjamin Franklin, Philadelphia, Pa. 





PIANIST EXAMINES CLOCK 


at 





An avid collector himself, Alec Temple- 
ton, famed blind pianist currently engaged 
in a concert tour of the U. S., took time 
out in Denver to examine the extensive 
Hagans’ watch and clock collection at 
UHAA headquarters. 

Especially interested in the tonal quali- 
ties of chimes, he is shown above at right 
with his favorite of the collection, a 
Turkish model clock with a B flat strike. 
Pictured with him are Richard L. Brown, 
general manager of O. R. Hagans’ busi- 
ness enterprises, and Mrs. Julie Temple- 
ton. 

Templeton will show choice items from 
his collection at the UHAA Horological 
Exhibit in Chicago, May 19 to 22. 





Dissolve Partnership 


The jewelry firm of Doernberger & Muck, 
406 Pittsburgh Life Bldg., Pittsburgh, Pa., 
was dissolved on March 1 by the retire- 
ment of Alvin Doernberger. 

The business will continue at the same 
address under the name of Carl A. Muck. 
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Forming a Bresuet Hairspring 





Concluding the treatise on hairspring work, this chapter takes 
up the forming of a Breguet or overecoil spring, its purpose. 


and the methods of raising the last coil to form the overeoil. 





by HENRY B. FRIED 


Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the author) 


, 

-< OVERCOIL may be raised by twisting the 
spring. This will cause the highest spot to be diametri- 
cally opposite the twist. There are two methods of doing 
this. The first utilizes two pairs of tweezers held close to 
one another. One pair acts as the vise while the other 
twists the spring upwards. The other system also calls 
for the use of two tweezers but while one acts as the 
anchor or vise, the other pair grasps the spring on the 
opposite side of the coil where the highest point of the 
rise will be. The manipulating tweezer then pulls the 
spring directly upwards. This will cause the spring to 
rise gradually. 







Fig. 81. Employing two tweezers, E Se 
one in left hand acts as a vise {|} 
while the other twists spring up- 
wards so that opposite side of 
spring is at the desired height. 
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To employ the first method, the hairspring is removed 
from the balance and placed on a white clear background 
on the benchplate. The anchoring tweezer is held in the 
left hand and grasps the spring about 34ths of a coil in 
from the stud. This tweezer must be held upright and not 
tilted in any direction. The manipulating tweezer is held 
in the right hand and grasps the spring about 1/16th of 
a coil (about two millimeters) away from the first tweezer 
(towards the stud). The manipulating tweezer in the 
right hand is then tilted back toward the operator. This 
will cause the last portion of the spring to tilt upwards. 
The twisting should be done cautiously so that the highest 
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spot on the twisted spring should not be above the level 
desired of the overcoil. This is shown in Fig. 81. 

The next step is to level the spring so that the remain- 
ing portion is parallel with the lower body of the spring. 
This is accomplished by grasping the hairspring with the 
anchoring tweezer at the highest spot made by the first 
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Fig. 82. To level off the spring, 
anchoring tweezer grasps it at its 
highest point while manipulating 
tweezer |/16th coil away bends it 
backwards toward the operator. 
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bending operation. The manipulating tweezer grasps the 
spring about 1/16th of a coil beyond this and the second 
tweezer is tilted backwards toward the operator. This will 
bring up the stud end of the spring which until now was 
pointing downward. This also should be done gradually 
until the last portion of the spring is parallel with the 
lower coil. This is shown in Fig. 82. 


SHAPING AND CENTERING THE UPPER (OVERCOIL) LEVEL 


After the upper coil is made level and parallel with 
the lower spring, it must be curved and centered. The 
last portion of the spring must be bent inward and the 
last coil most always will have to be curved to a smaller 
circle than the lower coil. The part of the last coil which 
comes under the influence of the regulator must assume 4 
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The WatchMaster prints a 
record showing the 24-hour 
rate of any watch of any 
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cating the cause of any irreg- 
ularities—all in 30 seconds. 


Guaranteed accurate to 
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of capital equipment 
in your inventory that 
pays you dividends— 
and keeps on making 
money for you year 
after year. It’s the 


Watch Ste; 





AViilwuteili Me Mill toee me iti il td Ree Pt 


S80 Firktu SVEN EG _~ EW YORK. OE , a 


Distributors of Western-Llectric Watch-rate Recorders 





265 








circular arc. This is required because the regulator also 
moves in circular arcs and any deviation from such an 
arc will throw the hairspring off center when the regula- 
tor is moved. Most regulators may be moved in an arc 
of about 30° each side of center and, since the stud is 
often at right angles (90°) to the regulator, the spring 
must be circular for at least 120° back from the stud. 
To shape this portion of the spring to conform to the 
above requirements, it is first removed from the balance 
and the balance bridge is placed on its back. The un- 





Fig. 83. To aid in selecting the proper radius for the over- 
coil, the spring is laid over the balance bridge and the coil 
over the regulator pins as shown above. 


attached spring is laid on the bridge with the Breguet on 
top, in the reverse position it will assume if it were con- 
nected to the bridge. The collet center should be directly 
over the balance jewel center. In this position, the regu- 
lator pins, like two close fingers, will be pointing up to 
one of the coils. Notice at which coil the pins project. Let 
us say for example that it is the third flat coil from the 
outside as shown in Fig. 83. Therefore the last 120° of 
overcoil must be curved in so that it follows the third 
(lower) coil. Because the lower coil is not circular but 
part of a spiral, this may only serve as a good but pre- 
liminary model or guide. 


STARTING THE FIRST CURVE INWARD 


In a “hockey-stick” bend, the first curve inward is 
made at a point just after the spring is leveled or 67° 
from the first rising bend. In the twist bend, this is not 
advisable because the spring rises much more gradually 
and takes a full half coil before it reaches its maximum 
height. In the twist bend care must be exercised that the 
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Fig. 84. The overcoiling 
tweezer is used to reduce 
the radius of overcoils. 
They come in various sizes 
as shown above by A and B. 
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first curve inward does not scrape the first (outer) ¢ojj 
it crosses. Therefore the initial curve should be made 
about halfway between the first twist and the levelling 
twist. 

Curving the last coil may be done by employing special 
curving tweezers shown in Fig. 84. These come in sets 
capable of curving the spring in many radii. This tweezer 
consists of two blades, one convex and the other cop. 
cave. When it is desired to curve the spring to a smaller 
diameter, the portion of the spring to be shaped is placed 
between these blades and pressed. The tweezer then js 
shifted to an adjacent position and the process is repeated 
until the new arc is obtained. 

The spring may be recurved without the use of the 
overcoiling tweezer by a series of gradual bends which 
must not kink the spring. The spring may also be re. 
curved by skillfully using an ordinary bench tweezer, one 
tweezer grasping the spring at one point and the other, 
let us say, halfway across. Bringing both tweezers towards 
one another will buckle or bend the spring. Doing this 
along the spring at skillfully selected spots will, in effect, 
reduce the radius of the spring. 





Fig. 85. A type of Breguet overcoil where the 
last coil is brought straight across spring to 
avoid a too-close center wheel. 


When the overcoil is curved, it is not yet attached to 
the balance, but placed correct side down, stud in the 
bridge. The bridge with the attached hairspring is then 
replaced in the movement. The regulator is moved along 
its full compass. If this throws the spring off center, the 


Fig. 86. This shows how 
close center wheel makes 
necessary a bend in the 
spring as shown- above. 





part of the spring within the regulator’s influence mus! 
be bent or curved until the spring is not disturbed when 
the regulator is moved. 


The spring is then removed from the bridge, attached 
(Please turn to page 270) 
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at a new low price...°o" 


a new TELEGHRON electric 
kitchen clock you can sell 


and SELG...AND SELL! 












Model 2H19 





Never needs winding Red or white case 

Can’t run fast or slow Modern style for modern kitchens 
Guaranteed for a full year Big 42-inch face 

No springs to come unsprung _ Big, easy-to-read numerals 

No noisy “tick-tock” Marked in minutes 

Factory-new Sweep second hand 


TELECHRON INC., ASHLAND, MASS. A GENERAL ELECTRIC AFFILIATE 
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OFT SOLDER—Is there a soft solder available that 
has the color of gold? This would be a great help 
in repairing cheap jewelry. (Question No. 6128) O. B. 


Answer—We will say that we have never heard of 
a soft solder, that is any solder of the lead-and-tin vari- 
ety, that has the color of gold. There are hard solders 
made of low-karat gold alloys that melt at lower heats 
than usual for hard soldering, but these will not melt at 
as low a heat as standard soft solder will. 


It may be that your problem could be met by using 
one of the methods of coloring soft solder after a job 
is done. One of these is as follows: Wash the work well 
with soap and water and brush, then rinse well with clean 
cold water. Rub the solder surface with a clean stick of 
wood dipped in a solution of 1 part sulphuric acid in 9 
parts water and, while wet, touch the surface with the 
freshly filed point of a piece of iron. This will color 
the solder in some shade of metallic red. If a more yel- 
low color is desired, apply acid solution again and then 
touch the solder surface with a piece of zinc. 


| peerage CATCHING—What do you say about 
trouble often met with of hairspring coils catching 
on regulator pins? How can this be prevented? (Ques- 
tion No. 6129) C. R. A. 


Answer—About the trouble caused watchmakers by 
hairsprings of bracelet watches catching and tangling 
with regulator pins, some of this may be due to con- 
structional faults in watches which we will specify with 
suggestions for remedy. Aside from this, it is true that 
there are persons who use their watches in ways that 
either cause or aggravate the trouble. If the customer is 
one of those, it helps sometimes to inquire whether the 
watch is worn under conditions, such as in some sports 
or vocations, that subject the watch to unusually violent 
motions of the arm, and if so, to tactfully suggest special 
care. If this doesn’t do away with the trouble altogether, 
it at least helps prevent blame being given the jeweler 
or watchmaker for it. 
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With flat hairsprings, if the regulator pins are found 
to extend down below the bottom of spring coils, these 
pins should be shortened to the level of the bottom of 
the coils and beveled so that the ends of the pins slope 
from their outsides down to where they are nearest to 
the outer coil of the spring. This gives nothing for a 
jumped coil to catch on. The coils of a Breguet spring 
very rarely catch when the spring is trued and spaced 
properly. If any do catch, it will probably be found 
that the regulator pins are superfluously long, or the 
overcoil needlessly close to the main coils of the spring, 
or both these faults combined. In some extra-thin de- 
signs of movements, the use of overcoiled springs is 
avoided because of the little vertical space there is for 
the spring. Some Swiss watches with flat hairsprings 
have the old style “gate-block” regulator pin device to 
prevent coils catching on pins, which it does very effec- 
tively. 


URGENSEN WATCH—A collector of rare watches 
declined to buy a Jurgensen watch I have, description 
attached, saying he wants one made in Copenhagen, and 
that this one was made in Switzerland. Could you give 
me the real low-down on this and about valuing Jurgen- 
sen watches? My Jurgensen does give Copenhagen as 


the address. (Question No. 6130) J. M. A. 


Answer—tThe watch described in your letter signed 
with maker’s name “Jules Jurgensen, Copenhagen,” was 
not made in Copenhagen, but in LeLocle, Switzerland. 
The noted Jurgenson family that was in business in 
Copenhagen, Denmark, for several generations had con- 
nections by marriage with several fine watchmakers in 
Switzerland. Jules Jurgensen, born in 1808 and who 
learned the trade in the Copenhagen factory, moved to 
Switzerland and conceived the idea of taking advantage 
of the skilled labor supply there, yet using the prestige 
of the famous Copenhagen Jurgensen factory. He car- 
ried out this idea about 1840, by starting a factory in 
LeLocle. Jules Jurgensen died in.-1877. ‘The. business: 


continued under successors and its present address is: 
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It’s the new gift clock display designed with SALES in mind! 
Customers are attracted by the popular Buckingham clock, 
mtermittently spotlighted. They stop to read the gift sugges- 


tions on the easel cards—and stay to buy! 


WHAT THE GIFT-LITE DISPLAY IS: The central display piece, illumi- 
nated with flashing light, features the favorite Seth Thomas* 
Buckingham clock and the theme “Give Time—The Lasting 
Gift.” This appropriate theme is repeated on six separate cards 
(with easels), displayed with six clock models emphasizing spe- 
cific gift occasions. The Gift-Lite Display is a symphony of warm 
color. The central gift card is of fine vellum, silhouetted against 
a rich maroon background. Soft light constantly casts a mellow 
glow on the burnished mahogany case of the Buckingham, 
which stands against a contrasting background of harmonizing 
gold and white stripes. 


HOW TO USE THE GIFT-LITE DISPLAY: This versatile display is 
designed so that all seven units may be grouped as a major 
display, or separated for spotting at various points throughout 
the store. Use it in restricted space with the stand elevated in 
the window or the store. And of course you can display the 
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Seth Thomas clocks individually—anywhere in the store—with 
the special gift cards. The variety of gift suggestions on the 
cards makes this display completely adaptable for year-round use! 


HOW TO GET THE GIFT-LITE DISPLAY: The display is free with the 
purchase of Seth Thomas clocks amounting to $75, dealer price. 
Selection may be made from fourteen suitable models. You'll 
need at least two of the Buckingham—one for the display and 
an extra as supporting stock. The display will be sent complete 
except for two electric light bulbs—one 15-watt, one 25-watt. 
For more detailed information, get in touch with your wholesaler 
—or write directly to Seth Thomas Clocks, Thomaston, Conn. 


#REG. U.S. PAT. OFF. 


Seth Thomas 


"Ge pores acre tne Chocks 


Seth Thomas Clocks, Thomaston, Conn. 
Products of GENERAL TIME Instruments Corporation 
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rue E. Schuler +6, Bienne, Switzerland. To judge the 
age of your watch, it would be necessary to examine the 
watch, but a rough idea based on the serial number 
would be that it was made somewhere between 1850 
and 1870. While they are very fine watches, these Swiss 
Jurgensens are rather plentiful and collectors usually 
pay for them only a little more than the value of the gold 
in the cases. 


— SET—Please give me a positive rule for de- 
ciding whether a mainspring is “set” and calls for 
replacement with a new spring. I have been told that 
a spring is set, if it won’t expand to three times the 
diameter of the barrel when removed. (Question No. 


6131) D. B. G. 3 


Answer—lIt is not advisable to try to fix a rule on 
this, like you have been doing, by figuring that a main- 
spring should open out a definite number of times the 
diameter of the barrel. This might be correct for one 
design of watch and not right for another. It is better 
to educate your eye as to the form of the spring itself. 
The point to bear in mind is that there is a form some- 
where between that of a “set” spring and that of a new 
spring that has never been in use, that is right. You 
know what a set spring looks like; also what a new spring 
looks like. A spring taken out of the barrel after a year 
or more of use cannot be expected to open out like a 
new one, nor of course should it be set, so between 
these two forms will be the shape a good spring should 
show after having been in use and which will be safe 
to replace in the barrel. 


EMOVING. STAIN—How can I remove stains from 
steel? (Question No. 6132) G. L. G. 


Answer—tThere are so many kinds of stains and so 
many kinds of steel that in order to be of practical ser- 
vice to you, we must have a more specific statement of 
the problem. What article is it that is stained? What 
kind of steel? Any descriptive or trade marks on it? etc. 
What kind of discoloration—does it look like rust or 
some more superficial stain? If you will describe the 
conditions as fully as possible, we shall be glad to write 
you our opinion and advice. 


OWARD WATCH—I have a Howard watch, No. 
1153323, and want to know whether it was made 
during the life of Edward Howard; also, the main facts 
about the history of the Howard Watch Co.? (Question 
No. 6133) F. M. 


A nswer—Concerning whether a Howard watch bear- 
ing serial number 1153323 was made during the life of 
Edward Howard, we will say that it was not. Edward 
Howard was prominent in the founding of the business 
that became the present Waltham Watch Company in 
1850. Later he separated from the Waltham organiza- 
tion and carried on his own business, making watches, 
clocks, and precision weighing-scales. The last firm he 
was connected with was the E. Howard Watch and Clock 
Company, Boston (Roxbury), Mass., which was incor- 
porated in 1881. Mr. Howard retired from the latter 
‘company in 1882 and died in 1904. In 1903, the Key- 
stone Watch Case Company, of Philadelphia, bought the 
name and good will of the Howard Company and the 
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plant of the United States Watch Co. at Waltham, Mass, 
and there made a new line of watches, bearing the name 
Howard. Your watch is one of the latter-named line, 
The company that made it quit business about 20 years 
ago. 


ATHE INTERCHANGEABILITY—For an on-the-job 
trainee in our shop, the Veterans Administration 
furnished him a lathe painted in a gray enamel. He 
would prefer a nickel or chrome-plated finish. Also he 
found that the tailstock will not center with headstock 
of another lathe of same make in our shop. Could he 
claim exchange for another lathe because of this? (Ques. 


tion No. 6134) C. D. E. 


Answer-—The enameled finish had to be used on 
lathes manufactured while the war-time scarcity of nickel 
precluded using nickel-plating as the finish. About the 
lack of interchangeability of parts of this lathe with 
other lathes in your shop, this is not a result of any war. 
time condition. The attachments of one lathe cannot be 
expected to interchange with lathes of different makes, 
Even on lathes of the same make and model, the tailstock, 
for one thing, of a lathe, cannot be expected to be exactly 
“lined up” with the headstock spindle of any lathe except 
the individual lathe the tailstock was made for. Some 
other attachments, for example a slide-rest, of a certain 
make and model, should fit all right on other lathes of 
the same make and model. Probably this information 
clears up your doubts about the lathe in question. 





F orming a Breguet 


(From page 266) 


to the balance and then reattached to the bridge. When 
the connected unit is in the watch and going, the spring 
may be touched up so that it is level and “breathes” 
evenly. 

In some watches the center wheel is so close that it may 
interfere with the overcoil. In this case, the overcoil 
may be shaped as shown in Fig. 85 so that there is no 
contact with the wheel. Sometimes an overcoil like the 
one shown in the illustration will be seen that has no 
danger of contacting the center wheel. Curves like these 
may be designed for specific reasons best suited to the 
balance unit for isochronal performance, although when 
a case is met with such as shown in Fig. 86, no other 
choice may be left. 

Final checking points to be observed are, one, to make 
certain that the levels are flat and parallel; two, that the 
lower coil does not scrape the stud or the balance arms; 
three, that the overcoil does not touch the center wheel or 
scrape the balance bridge; four, that the riser does not 
scrape the outside coil as it curves inward, and five, that 
the coils “breathe” evenly all around. 


BIBLIOGRAPHY AND REFERENCE MATERIAL 

Hamilton Watch Co.—Technical Data Sheets. 

Hairspring and Balance Work.—Kleinlein. 

The Watch Repairer’s Manual.—Fried. 

The Bulova Watchmaking School Manual.—Horologi- 
cal Institute of America. 

A Practical Course in Horology.—Kelly. 

Practical Watch Repairing and Adjusting.—DeCarle. 
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NOW ... with the WATCHMAKER'S EYE. .. your 
customers can see for themselves what they have al- 

ways wanted to see. And human nature is such that seeing 
3 is truly believing. 


A NEW SERVICE TO HELP YOU 
WIN AND KEEP CUSTOMER 
CONFIDENCE AND GOOD WILL... 


WATCHiMAKER'S EYE can help your business in two im- 
portant ways. First, through its large lens your customer 
gets a magnification which shows clearly watch movements. 
In this way, he can see what is wrong with his watch and will 
understand better your repair recommendations. He can 
actually see what you ask him to believe. 


On the other hand, the smaller lens on the WATCH- 
MAKER'S EYE gives extreme magnification and is excellent 
for gem inspection. It brings out not only the true brilliance 
of gems but also their flaws and imperfections. It shows the 
customer just what he is getting and, in many cases, can lead 
to larger, more satisfied sales. 











Your jewelry store or repair shop is not complete without 
this proven sales tool. Its dual, customer-winning ad- 
vantages can quickly build greater profits for your 

store. 
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WATCHMAKER'S EYE, INC. 
120 South President Street 
Jackson, Mississippi 
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Gentlemen: 

Please send me your new descriptive folder and all the: 
facts about how | can profit by using the WATCHMAKER'S 
EYE. 


NAME tia el aienl _ 












ADDRESS 
CITY STATE 
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The WATCHMAKER’S EYE, inc. Issiisac— ar rer 


120 SOUTH PRESIDENT STREET, JACKSON, MISSISSIPPI 
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Seth Thomas Appoints 





H. E. Blackburn 
General Sales Manager S. M. Seth Thomas Div. 


C. J. Gillman 


Charles E. Somers, Jr., general manager 
of Seth Thomas Clocks Division of Gen- 
eral Time Instruments Corp. at Thomaston, 
Conn., recently announced the appoint- 
ment of Charles J. Gillmann as general 
sales manager, and Harold E. Blackburn 
as sales manager of the Seth Thomas 
Division. Mr. Gillmann has been with di- 
visions of the General Time organization 
for more than 40 years. Mr. Blackburn 
comes to Seth Thomas from Telechron, 
Inc. 


ee 


New Wax Injector 


The Finelt Universal Wax Injector is 
now offered to manufacturing jewelers for 
wax pattern making using rubber and 
metal molds. This is a new unit of one 
quart capacity which has several important 
features not found on earlier wax in- 
jectors. Alexander Saunders & Co., 95 
Bedford St., New York City, is distributor. 
The injector has been designed by Aron 
Finelt and is manufactured by Aro-Fine 
Products Co. 

Price for the new Finelt Universal Wax 
Injector is $110 for the 110-volt AC unit 
and $112 for 110-volt AC-DC and 220 volt 
units. f.o.b. New York. 


Telechron Promotes 
Gift Sales 


Richard D. Tyler, merchandising man- 
ager for Telechron, Inc., recently an- 
nounced the launching of the strongest 
spring gift promotion in company history. 

“Recent survey,” said Mr. Tyler, “em- 
phasize the importance of clocks as gifts. 
Over 28 per cent of all clocks purchased 
in 1948 were wedding, anniversary, gradu- 
ation or remembrance gifts of some kind. 
This is over and above the tremendous 
volume of clocks purchased as Christmas 
gifts.” 

Telechron sales kits suggesting heavy 
May and June clock displays, and con- 
taining preprints of four-color advertise- 
ments scheduled for May issues of Life, 
Saturday Evening Post and Ladies’ Home 
Journal, and a black and white half-page in 
Country Gentleman has been supplied to 
all distributors’ salesmen. 
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Dr. Schild Directs Drive 


Dr. Rudolph Schild, director of the 
Eterna Watch Co., Grenchen, Switzerland, 
arrived here early in April to supervise 
the promotion of the “Eterna-matic.” 

The “Eterna-matic” is a radically new 
lady’s 17-jewel, self-winding watch with 
unique, unbreakable automatic winder 
mounted on microscopic ball bearings. Dr. 
Schild is a member of the Marketing Com- 
mittee of the Federation of Swiss Watch 
Manufacturers. 





Lenox Additions © 


Five new watch bands have just been 
added to the line of men’s and _ ladies’ 
bands produced by Lenox Jewelry Prod- 
ucts Corp., 8-10 Liberty Place, New York 
i, Me Be 

Smart and modern, they are unusual 
modifications of the perennially popular 
basket-weave motif. As all Lenox prod- 
ucts, they are available through whole- 
salers. | 





“Father is King" 
Says Speidel 


Breakfast in bed, an automobile ride 
with no backseat driving, the rigat to his 
own choice of radio programs for one en- 
tire evening are just a few of the privileges 
The Great American Father will get, in 
return for appropriate coupons from the 
“Fun Booklet” Speidel has prepared to be 
given free with each Speidel band pur- 
chased as a gift for Father’s Day. 

Paul Levenger, Speidel Executive Vice- 
President, recently revealed the promotion, 
which has as its chief interest for the trade 
the fact that Stop the Music broadcasts 
(23,000,000 listeners) will for five weeks 
prior to Father’s Day, carry the chant 
“Father is King, thanks to Speidel, etc.’ 
This “teaser” campaign will build up until 
two weeks before Father’s Day, when full 
commercial treatment will be given over 
to the men’s watchbands, the Father is 
King booklet and the fact that the only 
place this booklet is available is at their 
favorite jewelry store. 





A “Father is King” window display in 
four colors, a set of Father’s Day window 
streamers, six newspaper mats, a mailing 
piece, and radio commercials make up the 
complete (and free) sales aid kit for 
jewelers. 











Rolled Gold Exhibit 


This display, presented by the Research 
Division of the Rolled Gold Plate Many. 
facturers, demonstrated the manner jp 
which layers of karat gold are applied to 
base metal to create Rolled Gold Plate and 
Gold Filled material. 





The exposition of Rhode Island made 
products held recently in Providence, had 
an attendance of between 40,000 and 60,000 


during the week. 


Heads Sales 
For Apex 
Watch Case 


Samuel Korman 
In Charge of Sales 
and Sales Prom. 
Apex Watch Case 
Mfg. Co. 





The appointment of Samuel Korman, in 
charge of sales and sales promotion for 
the Apex Watch Case Mfg. Co., was an- 
nounced recently by Richard Jaccarino. 

Mr. Korman was formerly director of 
styling of the Waltham Watch Co. and 
previously was president of the American 
Perfit Crystal Corp. 





"Forever Yours’ Rings 
Expand Distribution 


The John Ullenberg Co., Inc., 70 West 
Chippewa St., Buffalo, N. Y., manufac- 
turers of “Forever Yours” line of quality 
stone rings, has announced a change in 
its distribution policies, which will be 
widened to include retailers as well as 
jobbers and chain stores. 

According to John Ullenberg, president 
and founder, the new moves give retailers 
the opportunity to carry a highly pro- 
motabie line direct. 

Earmarked in the record-breaking budget 
for the new “Forever Yours” campaign are 
expenditures for national advertising, new 
sales-stimulating packaging, and a com- 
plete program of dealer helps. 

Sam Aaron, Vice-President in Charge of 
Sales for the firm, whose New York City 
headquarters are at 62 West 47th St., re- 
vealed that a new line will be featured in 
the forthcoming “Forever Yours” adver- 
tising. 
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service chronographs PROFITABLY 
by ESEMBL-O-GRAF procedure 
ele Sea 


There is no guesswork in servicing chronographs and 
other complicated watches when you use the new 
Esembl-O-Graf method. Complete, direct procedure for 
disassembly and assembly covers more than 100 
commercially known chronographs. All the details of 
fitting, lapping, oiling and screw sizes and threads 

are there, each step fully illustrated and explained 

on a separate page of the Esembl-O-Graf. Each part 

is shown both by photograph and by isometric drawing. 
The Esembl-O-Graf is mot a text book. It isa 
streamlined, standardized guide that will enable you 
to take a chronograph apart, clean it thoroughly, 

and readjust it in less than two hours! 

Classes in chronograph repair at Western Pennsylvania 
Horological Institute are now learning the profitable 
wav to service chronographs by actual practice 

under close supervision. Upon completion of the 
course, the watchmaker keeps his bound 23-volume 
EsembI-O-Graf set as a permanent reference. 

The first and onlv veteran approved, fully-illustrated 
chronograph-complicated watch course is open to 
practicing watchmakers and graduates of horological 
schools. Inquire now for details. 


Western Pennsylvania 


Horological Institute 
Desk 18, 808 Ridge Avenue, Pittsburgh, Pa. 
WORLD'S LARGEST WATCHMAKING SCHOOL 

















KNOW YOUR VIBRATOR/ 


MAIL DIRECT ¢ SAME DAY SERVICE 


SERVING MANUFACTURERS & JOBBERS SINCE 1935.7 


OUR NECESSARY EXPANSION NOW PERMITS GREATER 
ACCOMMODATIONS. INQUIRIES INVITED. 


GE! y. ¥ 
westfield rfec 


sAIKSPRING VIBRATING CO. 


| CHARLES THOMAS 
P. O. Box 330 406 32nd St. 
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The MONTICELLO portrays the ageless 
charm of Colonial styling. Westminster 
Chimes. Retails for $495, plus tax. 


Floor Clock prices are slightly 
higher on the West Coast 





MANTEL CLOCK is the popular R-951. 
Westminster Chimes. Retails: $42, plus tax. 


Revere Clocks are available 
through Authorized Distributors 
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THE REVERE CLOCK COMPANY, CINCINNATI 6, O. 
NEW YORK OFFICE: 37 West 47th Street 
CHICAGO SHOWROOM: 1422 Merchandise Mart 
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Three Oneida Officials Elected 


Sanderson 
Oneida Vice- 
President 


D. E. Sanderson, V.-P., 

in Charge of Sales, 

Oneida Community, 

Ltd., Div. of Oneida, 
Ltd. 


Bloom Now 
Vice President 


Richard A. Bloom, 
V.-P. in Charge of 
Sales, Oneida Rogers 
and Sterling Division, 
Oneida, Ltd. 


J. R. Keller 
Ass‘t 
Treasurer, 
Oneida 


J. R. Keller, Ass't 
Treasurer, Oneida, 
Ltd. 





At the organization meeting of the 
board, following the recent stockholders’ 
meeting, the following officers were re- 
elected, for the ensuing year: Pierepont 
B. Noyes, President; L. Wayland-Smith, 
Chairman of Board; G. N. Allen, Vice- 
President; S. R. Leonard, Vice-President; 
M. W. Keller, Vice-President; Harley H. 
Noyes, Vice-President; R. Wayland-Smith, 
Vice-President and Treasurer; Hubert L. 
Balme, Controller; Jared E. Allen, Secre- 
tary and Assistant Treasurer; Ray Noyes, 
Assistant Secretary; Vernon L. Allen, As- 
sistant Secretary, and Miles E. Robertson, 
General Manager. 


In addition, three new officers were 
elected: D. E. Sanderson, as Vice-Presi- 
dent; Richard A. Bloom, as Vice-Presi- 
dent, and J. R. Keller, as Assistant Trea- 
surer. 


a ee 


Bridal Rings Go Patriotic 


A fascinating new palladium wedding 
ring design simulating the stripes on the 
American flag, has been released by De- 
sig. cr Oswald Resen who achieves the 
novel red, white and blue striped effect 
by alternating five individual narrow 
bands, two of rubies, one of sapphires, 
and two of gleaming white palladium. 
When worn the quintet merges into one 
ring, measuring about three-eighths of an 
inch in width. 


For the final patriotic touch, the rims 
of all five bands are scalloped to give the 
illusion of a flag furled in the breeze. 
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Halligan Elected Hamilton 
Assistant Secretary 


Lowell F. Halligan, sales and merchan- 
dising manager, Hamilton Watch Co., was 
elected Assistant Secretary of the com- 
pany at a directors’ reorganization meeting 
following the regular annual stockholders’ 
meeting in Lancaster, April 12. Mr. Halli- 
gan will continue the managerial duties 
in Hamilton’s sales division. 

The stockholders re-elected the follow- 
ing 12 directors: W. Ross Atkinson, C. J. 
Backstrand, J. W. B. Bausman, Jr., Frank 
C. Beckwith, R. M. Kant, Calvin M. Ken- 
dig, George P. Luckey, Frank K. Sener, 
William Shand, Charles C. Smith, Col. J. 
Hale Steinman and Charles G. Watt. 

At the directors’ reorganization session, 
Calvin M. Kendig was renamed chairman 
of the board and R. M. Kant was renamed 
president. Other officers who were re- 
elected were Charles C. Smith, vice-presi- 
dent in charge of finance, and secretary; 
W. Ross Atkinson, vice-president in charge 
of sales; George P. Luckey, vice-president 
in charge of manufacturing; Harry 
Lawrence, treasurer; and Robert OB. 
Thompson, comptroller. 


Wallace Reelects 


At the annual stockholders meeting on 
March 24, the following officers were re- 
elected: chairman of the board, John W. 
Leavenworth, Sr.; president, William W. 
Rich; vice-president, Donald W. Leach; 
secretary, Malcolm L. Wallace, and treas- 
urer, Clifford F. Thompson. 








Imperial Watch Sales Aid 


Being distributed free, through whole- 
salers, by Imperial Watch Co. (Bayer, 
Pretzfelder & Mills, Inc.) is a new sales 
help which serves as a counter pad for 
showing watches and provides a velveteen 
tray on which precious stones and pearls 
can safely be displayed; the rolled-up edges 
preventing their rolling. 





Seth Thomas Spring 


Gift Display Deal 
The Seth Thomas “Gift-Lite” free dis- 


play features an illuminated gift card in 
fine velum silhouetted against maroon back- 
ground. In the central piece, the clock 
stands against a contrasting background. 
Beveled base is in dark color with the 
name “Seth Thomas” and display theme 
lettered in gold. Flashing light behind 
the gift card emphasizes the clock model 
on the central piece. The gift theme is 
repeated on six separate easel cards. 





The display is offered free with the pur- 
chase of Seth Thomas clocks amounting to 
$75, dealer price. Selection may be made 
from 14 suitable models. 

For details contact wholesalers or write 
Seth Thomas Clocks, Thomaston, Conn. 











Heirloom Sterling 
Steps Up Promotion 


The national advertising budget of Hei. 
loom Sterling will be almost 50 per cen 
greater this year than in 1948, Oneida, 
Ltd., announced recently. 

The 1948 theme of full-color illustra. 
tions featuring close-ups of 6-piece place 
settings will be continued with new tech. 
niques aimed at even greater realism, and 
the ads will appear in ten national maga. 
zines. 


Swiss Fair Heavy 
On Horology 


More than 160 firms will take part jn 
the forthcoming Swiss Watchmaking Fair, 
which will be a special exhibit at the 33rd 
Swiss Industries Fair, to be held in Basle, 
Switzerland, May 7 to 17. 


Visitors from all parts of the world are 
expected to attend the horological exhibits, 
where leading Swiss manufacturers and de. 
signers will show the latest styles in time. 
pieces and accessories. 


- -—-_-—_. -— 


MM. Gauge and 
Weight Estimator 


The A. D. Leveridge Gauge and Weight 
Estimator to estimate the weight of mount- 
ed diamonds of all shapes and sizes and 
also pearls and precious stones, is now 
available. This instrument also measures 





quickly and accurately stone and metal 
MM. sizes, interiors of settings and finger 
ring sizes. Fitted in new leather compact 
zipper case. Sold through the Gemologi- 
cal Institute of America, 541 South Alex- 
andria Ave., Los Angeles 5, Calif. 





Keepsake Diamond Booklet 


The new Keepsake Consumer Folder is 
meeting with enthusiastic praise through- 
out the field, according to the A. H. Pond 
Co. The booklet not only promotes dia- 
mond ring sales but storewide sales in 
other departments. 

Believing that a consumer booklet can 
be more effective when it is written from 
the dealer to the consumer, Keepsake has 
carfully prepared this 20-page booklet 
from the jeweler’s point of view. 

The new consumer booklet, which repre- 
sents a definite departure from anything 
previously offered, could prove of real value 
as a sales builder for authorized Keepsake 
jewelers. 
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New Customers..NewSales..NewProfits | 


The C&G Dual Ring Clasp 


is the only clasp on the The truth: 
market that will clamp 


two rings firmly together. GOOD THINGS COME 
sate ax IN SMALL PACKAGES 





Has tested and proven it- 
self over a period of years 


@ Easily Applied 


@ Prevents Rings 
turning 





@ Prevents wear be- 
tween Rings 
will not change 
finger size 


The C&G Dual Ring Clasps Are Sold By All 
Leading Material Houses 


(;UARANTEED AGAINST BREAKING 


Retailers Don’t Be Misled — Insist on 
C&G Dual Ring Clasps 


Manufactured By 


CAMPANA & GOETZ GILBERT’S “Four Star” DEAL 


704 Market St. San Francisco 2, Cal. 
Wholesale Distributors 
M. J. LAMPERT & SONS, INC., 37 Maiden Lane, New York 7,N. Y. 
F. H. NOBLE & CO., 559 W. 59th St., Chicago, III. 














The proof: 








12 GREAT CLOCKS * 
(two with luminous dials) 
Speed up your FACETTING production on rings and including 
bracelet parts with our new LAPPING MACHINE. 3 FAST SELLING STYLES a 
¢ Using emery paper disk, in 
the center for fast cutting. in — . 
* One rod only to guide 1 COMPACT PACKAGE * 
your QUADRANT very easy (weight 15 pounds) ie 
to adjust. brings . 
¢ Gives your rings or brace- 40% PROFIT * 


let parts a _ =mirror finish, 
which is unequalled, by us- 
ing our lapping alloy, which 
. is fused on the outside rim 


: aoe Sang Guaranteed 40-Hour movements 
Specialists for the jewelry in- . 
| dustry. Cail Flushing 3-6125 with alarm. . . 





ALKA PRECISION TOOLS & EXP. WORK Low investment . . . easy to buy, 
22-44 122 STREET COLLEGE POINT, L. I., N. Y. easy to stock, easy to display, 














easy to Sell! 





WIDELY 
USED 
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ORDER FROM YOUR DEALER TODAY] 


WM. F. NYE INC. 


eAsk Your Wholesaler 
or write Us. mentioning his name 











THE WILLIAM L. Gitpert CLock Corp. 


Clock makers to the nation since 1807 
WINSTED, CONN. 
LACONIA, N. H. 


551 Fifth Avenue — New York 
141 W. Jackson Blvd. — Chicago 
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Flex-Let Gift Promotion 


Adding several important publications 
to their national advertising schedule, the 
makers of Flex-Let watch attachments re- 
cently announced the greatest Father’s Day 
and Graduation promotion in the com- 
pany’s history. 

Large space 2-color and black and white 
ads are scheduled for Life, Esquire and 
Collier's. In addition, newspaper adver- 
tising will be employed in key sections of 
the country. Dealer tie-ins are being pro- 


vided. 





Kagan Ring Sizer 
Now Reduces Sizes 


Below is shown a demonstration of the 
easy operation of the Kagan Master Pre- 
cision Ring Sizer which now, by means 
of an attachment and a group of dies, not 
only reduces rings but enlarges stone-set 
rings with complete safety to stones. 





Each roller provides five different ring 
ranges of dies to accommodate the most 
popular shapes and weights of shanks. The 
Kagan Master Precision Ring Sizer will 
reduce and enlarge all styles of gents’ and 
ladies’ wedding rings as much as three 
sizes in less than one minute. 


Promotes Open Stock 


For the first time since the war, Com- 
munity Silverplate will actively promote 
open stock selling to the consumer. 





New Catalog of 
Emblematic Jewelry 


One of the most effective catalogs, de- 
signed as a merchandiser aid at the point 
of sale, is now available, according to 
Craft-of-Newark, 80-year old manufac- 
turers of emblematic and fraternal jewelry. 

Indexed and full of innovations, the back 
of the catalog has a pocket-envelope with 
price list, and a pad of reply-card order 
forms for the retailer who orders from the 
catalog, and is billed by his wholesaler. 

Craft-of-Newark (formerly of Indian- 
apolis) and now an afhliate of Shiman-of- 
Newark, will issue copies to retail jewel- 
ers requesting them on firm stationery. 
Each copy is numbered and registered. 





New "Penciliter" 


With a spectacular two-foot blow-up of 
the new rhodium plated Penciliter, Ronson 
recently announced this new addition to 
its line. Retailing at $10.00, no Federal 
tax, this new Ronson penciliter, plated 
with rhodium, compares with the 1/20th 
14 karat gold filled model which sells for 
$15.00 plus tax. 

Ronson is backing this new Penciliter 
with full page advertising in 11 leading na- 
tional magazines and Ronson’s national 
radio network program, “Twenty Ques- 
tions,” as well as television. 


Elgin on TV 


Purchase by the Elgin National Watch 
Co. of a concentrated schedule of tele- 
vision time signal announcements in New 
York and Chicago on a 52-week schedule 
has been announced by Gordon Howard, 
advertising manager. Running 20 seconds, 
the TV films picture Elgin watches and 
the company signature with a cut-in for 
an announcement of the correct time. 

Elgin claims to be the first watchmaker 
to use telecast time signals back in 1941. 


Swank Ups Adv. 


J. Carlton Bagnall, Executive Vice- 
President of Swank, Inc., manufacturers 
of men’s jewelry, belts and wallets recently 
announced that Swank’s advertising cam- 
paign for spring, already the largest in 
Swank history, would be further increased. 
The schedule includes full-page color in- 
sertions in Life, Saturday Evening Post, 
Collier’s and Esquire. 
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she'll love a boauliful 


Three new display cards with burgundy 
background are now available to dealers 
from Gemex, 1200 Commerce St., Union, 
N. J. Two, in a 4% x 6-inch size, are 
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intended for year ’round use. The other, 
6 x 10 inches in size, is planned especially 
for use during the forthcoming graduation 
gift season. 








New Haven Management 





Amicus Most 
V.-P. and Gen'l Mor. 


Larry Robbins 
President 


Larry Robbins, the newly elected presi- 
dent, brings to New Haven a long career 
of administrative and national merchan- 
dising and promotion successes. Most re. 
cently, he was executive vice-president and 
director of Eversharp, Inc. It was under 
his direction that the outstanding sales 
records were achieved at Eversharp. Ami- 
cus Most, newly elected vice-president and 


general manager, is an_ internationally 
famous industrial engineer and_ plant 
manager. 


-_—_---— --—-—s 


New Electric Underwood 


A completely new electric keyboard fan- 
fold writing machine, designed to produce 
better and more multi-copy work with less 
physical effort, has just been announced 
by Underwood Corporation. The machine 
combines the fully electric keyboard for 
speed and uniformity of type impressions 
with improved automatic features for sim- 
plified machine manifolding operations. 
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A standard typewriter keyboard with 
standard arrangement of feature keys 
makes the machine adaptable for use by 
all typists, and standard type styles are 
available for typing all multi-copy records. 





Sy Rosen Associates, 
New Promotional Service 


A unique service was recently announced 
by Sy Rosen Associates, 225 West 34th 
St., New York City. Rosen recently an- 
nounced his resignation from Edwin Freed, 
Inc., where he was Sales Manager for the 
past four years. 

Rosen describes the new service as 4 
personalized “buying office that does not 
buy.” It offers top-flight, expert mer- 
chandising services to one jeweler in & 
community. As contact between jeweler 
and manufacturer, the company will act 
as a roving watchdog in the jewelry mar- 
ket, reporting new trends in merchandise. 
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Fast Turnover Package | A i 






12 Best Selling Alarm Clocks 
and FREE Display 
in ONE PACKAGE for: 


e easier ordering and handling @ faster sales \ Ve vy, a 
e complete assortment e bigger profits \ Dat” Lo,.! <N Rete 


CHECK THESE 7 PROFIT POINTS 


\/ 12’ popular priced sellers for quick turnover 
V/ All 12 are dependable alarms 

V/ 8 different clocks 

\/ Lowest retail price range — 1.95 to 3.98* tag 
\/ Guaranteed 48 hour ‘plus’ precision movement 
V Retail value of package is $33.66* 

\/ An attractive, sales building display — FREE 











Order today from your jobber, or write direct giving B-No, 240 Symphory > a : ‘> ve 
us his name and address. Order No. 2949M = 


"slightly higher west of Rockies Ux The LUX Clock Manufacturing Co. | al oe: 
WATERBURY © CONNECTICUT (luminous) Retail 3.89° 


1107 BROADWAY eNEW YORK, WY. 














THE NEW KAGAN 
MASTER PRECISION 
RING SIZER 


ENLARGES Stone- 
set and Diamond-set 


Rings with Safety 
to Stones 


USEFUL AND HANDY 
FOR THE WATCHMAKER 


REDUCES and 
ENLARGES All Kinds 
of Wedding Rings 


Keystone Watch Repair 


Record Book $2.75 


Pestpatd | J. J. KAGAN & CO. 


220W. 5thSt., Los Angeles 13 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St., New York 17, N. Y. PYNIXONIBS me). or EXPORT 
“a “nese BARBER wo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 





























LONDON, 


LEARN ENGRAVING 


Prepare for better income in spare hours. 
Complete Home Study Course of 26 lessons 
prepared by experts. All lessons carefully 
graded. It’s easy — practical — interesting ! 


No other Course like it! Send for FREE folder. 


A. W. THACKER ACADEMY 


Dept. C, 423 Federal St., Pittsburgh 12, Pa. 






SACLEO: - _SLUBAR- LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP ann AMSTERDAM 
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Directs 
Gemex 
Advertising 


Robert P. Breckenridge 
Director of Adv. 
Gemex Co. 





Robert P. Breckenridge is the newly 
appointed director of advertising of the 
Gemex Co., Union, N. J., manufacturers 
of fine watch bands. Breckenridge was 
formerly in charge of merchandising and 
advertising with Johnson & Johnson. 
Gemex also announced last month the ap- 
pointment of Reiss Advertising as its ad- 
vertising agency. 





Elgin Lincoln Plant 
Makes Millionth 


One million watches, almost enough to 
equip every Nebraskan with a timepiece, 
have been produced in the Lincoln, Nebr. 
plant established immediately after the 
war by Elgin National Watch Co. 


Anson Action Display 


An animated display which features the 
simplicity of using the Anson “Grip Clip” 
tie clasp is now being shipped to whole- 
salers and retailers, says F. Ronald von 
Storch, Advertising Manager. 





A dark blue velvet background is il- 
luminated by a hidden fluorescent light 
which illuminates the larger gold colored 
arrow as it slowly opens and _ closes, 
demonstrating the ease with which the 
tie is dropped into place without fuss. 





Heads 
Normandie 
Watch Sales 


Sherman Hirsch 
Sales and Advertising 
Manager of 
Normandie Watch Co. 





The Normandie Watch Co., 71 Nassau 
St. New York 7, N. Y., recentiy an- 
nounced that Sherman Hirsch has joined 
that organization as sales manager and 
will devote his energies to the expansion 
of the Normandie sales organization and 
supervising all national advertising. 
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“Airfiex" Expands 


Attilio Castiglioni, head of French 
Jewelry Co., Inc., Philadelphia, Pa., has 
just returned from a flying business trip 
to Italy, Switzerland and France where 
he placed franchises for Airflex watch- 
bands. 

Upon arrival he revealed that an extra 
floor had been added in their Philadelphia 
plant to handle increased production. Of- 
fices and showrooms have also been en- 
larged and modernized. 





New Norma Display 


A new point-of-sale display of heavy, 
crystal-clear lucite base and pedestal and 
rich blue plastic back-panel, has just been 
announced by Norma Pencil Corp., Norma 
Bldg., 137 West 14th St., New York 11, 
N. Y. The message is processed in four 
colors. The Norma pencils are secured by 
plastic clamps. This versatile unit is avail- 
able to Norma dealers on request. 





New Brogan Mounting 


Shown here are two sketches of new 
mountings recently released by Byard F. 
Brogan, 805 Sansom St., Philadelphia, Pa. 
These picture the new diamond jubilee 


head. 





Available in palladium or platinum on 
any stock or special mounting the com- 
pany claims this as completely different 
than any previous illusion head. More 
easily set than any stock head, it is rhodium 
plated inside and out, and gives illusion 
of from 4% to % again the size of the 
stone it contains. 





New Wedding Rings 
Have Initial Insets 


Novel wedding rings for bride and groom 
with “diamond-like” palladium initials cut 
into gold shanks are latest addition to the 
Lohengrin line of Blancard & Co., 126 
West 46th St. 

The new patented series comes in 
matching pairs, with the woman’s ring 
measuring one-quarer of an inch in width 
and the groom’s band about one-eighth of 
an inch wider. 

Top center of the gold shank is cut out 
to receive the hand-engraved palladium 
initials that give the effect of diamonds. 
Retail price for the matching set is ap- 
proximately $65. Initials are also available 
in white gold. Diamond initials retail at 


$400 a pair. 


Cardinal Diamond 
Ring Presented 


R. E. Huesgen of the Cardinal Diamond 
Syndicate, presented Mrs. Ann Kolb of 
East St. Louis, with a Cardinal Bonded 
Diamond Ring on one of St. Louis’ major 
quiz programs. 

Once each week a Cardinal Bonded 
Diamond Ring is awarded on this St. Louis 
quiz show but this particular diamond was 
awarded by Mr. Huesgen in person in 
honor of the 1949 Diamond Jubilee— 
March 29 through April 9. 









































Heads New 
Jewelry Case 
Company 


Albert Marse! 
President of Marsel Co, 
Buffalo, N. Y. 





Albert Marsel, president of the new 
Marsel Co., Inc., of Buffalo, N. Y., has 
spent his entire business life in the jewel. 
ry case industry. 

Starting with Wolfsheim & Sachs, in 
1929, he was transferred to the Buffalo 
factory in 1935 as assistant to the late 
Sylvan Wolfsheim. Upon Mr. Wolfsheim’s 
death, Marsel was promoted to vice-presi- 
dent in charge of production. 

On January 14, this year, Marsel sey. 
ered connections with Wolfsheim & Sachs 
and established the Marsel Co., manu- 
facturing window platforms, showcase 
equipment, miscellaneous displays for 
rings, watches and jewelry, and _ sales- 
men’s cases and trays. 





New GE Clock-Radio 


General Electric’s latest clock-radio re- 
ceiver will turn the radio on and off auto- 
matically when its owner desires, accord- 
ing to Walter M. Skillman, manager of 
sales for the G. E. Receiver Division. 

Made in two styles, Model 65 in white 
plastic and Model 64 in rosewood plastic. 
Eastern list prices will be $36.95 and 
$34.95, respectively. 

Also scheduled for early release are two 
restyled versions of an earlier “wake-up-to- 
music” radio. Model 66, finished in rose- 
wood plastic will list at $29.95, -while 
Model 67, with an ivory plastic cabinet, 
will list at $31.95 (Eastern). 


——— 


Now Heads 
“Forever 
Yours’ Sales 


Sam Aaron, V.-P. in 
Chg. of Sales 
''Forever Yours” 
Stone Ring Co. 





Sam Aaron, formerly vice-president and 
sales manager of Stern & Stern, ring 
manufacturers, has been appointed vice- 
president in charge of sales of “Forever 
Yours” Stone Ring Co., it was announced 
by the John Ullenberg Co., Inc. 

Aaron, who will make his headquarters 
at the company’s New York offices and 
showrooms, 62 West 47th St., is directing 
a new sales drive whose objective is 
greatly increased national distribution, in- 
cluding direct sales to leading retailers. 
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Gruen Offers 
Jewelry Oddities 


On a one to a town exclusive basis, 
Gruen Watch Co. is offering a syndicated 
newspaper feature which, according to 
Bernard M. Kliman, Gruen Advertising 
Manager, has proved highly effective. 
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Above is a much reduced sample of the 
three column feature. Other series are 
available in two column widths. 


Cort to Toni Twins 
Cort watches (Cort Watch Co., New 


York) were recently presented to Toni 
Twin Winners, Misses Dawn Dailey and 
Jane Marian Snodgrass as “All Central 
Texas Toni Twins.” Cort watches are be- 
ing used as the awards in 100 cities. 





Big Parker Promotion 


A special seasonal advertising and sales 
promotion campaign will be launched dur- 
ing the important May-June gift-buying 
period by the Parker Pen Co., according 
to plans announced by David G. Watrous, 
advertising manager. 

Concentrating on Mother’s Day, Father’s 
Day, graduations, birthdays, weddings and 
anniversaries, the advertising program 
calls for insertions in The Saturday Even- 
ing Post, Life, Time, Esquire, National 
Geographic, American Weekly and This 
Week, and in the rotogravure sections of 
15 Sunday newspapers. 

The portfolio, containing individual gift- 
day promotion aids, includes a series of 
counter and window cards, radio spot an- 
nouncements and a supplementary portfolio 
of dealer mats for local insertion. 

Simultaneously with a gift-ad campaign, 
Parker will run its regular advertising in 
the “ost, Cosmopolitan, Redbook, Ameri- 
can Magazine and Buy-Lines. 





Shown here with merchandise are sam- 
ples of new displays prepared by the 
Parker Pen Co. for May-June promotion 
of its “51” pens and pencils. 








Hamilton Building New Research 


Laboratory 





Ground was broken, March 9, for a new 
$700,000 engineering research laboratory 
building, fronting 263 feet and 62 feet 


caster, Pa. At a special ceremony, Calvin 
M. Kendig, chairman of the board, ex- 
plained that research and development of 

















Elgin American Action Display 


Elgin American is distributing a novel 
turntable display to its dealers. The 
fashion figure on top of the unit slowly 
rotates counter clockwise while the turn- 
table revolves in the opposite direction. 
Special cards inserted into rotating base 
are supplied for different gift occasions. 

This sophisticated display is available 
for $25. However, upon purchase, Elgin 
American supplies the merchandise retail- 
ing at $25 to the dealer thereby making it 
possible to liquidate the original cost. 


Hockman Optimistic 


Jules Hochman, Sales Manager of Flex- 
Let Corporation, East Providence, R. I., 
makers of Flex-Let watch attachments, re- 
ported on observations made during his 
recent country-wide tour. As a result of 
talks with scores of retailers, attendance 
at many local conventions and participa- 
tion in “round table” discussions, Hochman 
states that retail jewelry conditions are 
healthy, that well-promoted jewelry prod- 
ucts are in demand, and that the overall 
1949 jewelry picture looks good. 


Poole Silver Announces 
New Improved Ice Tub 


Poole Silver Co., Taunton, Mass., just 
started distribution of a new ice bucket re- 
tailing at $16.50 plus tax. Featured is the 
guaranteed liner, which will be replaced 
free of charge should it break. According 
to the company, this new lining has been 
found to keep ice for ten hours. 

Poole is backing its introduction with 
a Father’s Day promotion in Esquire. 


Babe Ruth Wrist Watch 





Newest wrist watch for the adolescent 
is the Babe Ruth watch with a picture of 
the immortal Sultan of Swat on the dial. 
The watch is packaged in a plastic base- 
ball display box, exact replica as to the 
size of the big league one, and bears the 
familiar script signature of Babe Ruth. It 
has a stainless steel expansion band. 

The display package is provided with 
an outside box the same square shape and 
size as the familiar regulation baseball 
package. Stainless steel case, luminous 
dial, sweep second hand, one jewel and 


new production methods, new machinery, 
and new materials play an important’ part | 
in maintaining Hamilton’s high position in 
the watchmaking industry. Space in the 
present plant now occupied by engineer- 
ing will be freed and permit expansion 
of existing production facilities. As these 


facilities are now producing watches be- | 
yond normal capacity, this first plant | sake Diamond Rings. Competition was 


growth since 1941 will permit a more eco- | among 450 entries in nine classifications 
nomic operation. | submitted by area advertisers or their 


R. M. Kant, Hamilton’s president, is agencies. The occasion was the first Ad- 
pictured here breaking ground for the vertising Week ever held in America. 
new engineering research laboratory build- Robert A. Pond and Roland B. Pond 
ing, while Calvin M. Kendig, board chair- of the A. H. Pond Co., Syracuse, N. Y., 


man, directs the procedure. proudly accepted the awards. 
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one year guarantee. Priced at $7.95, made 


| 

| | 

| | by Babe Ruth Watch Co. 
| 























Keepsake Ads Win Awards 


Five first awards for national advertis- 


deep, at the Hamilton Watch Co., Lan- | 
| 
| 
| 
| 
| 
| 
| 
| 
| ing excellence were recently won by Keep- 
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Special Notices 


“Situation Wanted”’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 

“Help Wanted”—*“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word, 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 


Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 


Advertising matter addressed to classified ad- 
veriisers will not be delivered. 


Special notice forms close 10th of the pre- 
ceding month. 


To avoid unnecessary correspondence men- 
tion your location in the advertisement. 


Not subject to agency commission. 
All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of 1 endati 





Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 








Situations Wanted 








MASTER salesman; expert window trim- 
mer. Address “L., 2862,’’ care J C-K. 





JEWELER and engraver, with trade shop 
experience, desires position. J. D. Cot- 
trell, 723 N. Pine St., Charlotte, N. C. 





WATCHMAKER, age 50; 35 years’ ex- 
perience on all makes of watches, close 
timing; good references. Address “A., 
2852,” care J C-K. 





WATCHMAKER;: 25 years’ experience, 
Bradley trained; have Wisconsin, In- 
diana and Iowa licenses; must be per- 
manent. Address “S., 2836,’’ care J C-K. 





JEWELRY designer part time or free 
lance, all types of jewelry, wax models; 
creative, original. Miriam Levine, 24 
W. 8th St., New York City. 





WANTED; position as watchmaker; 
graduate horological school; own tools; 
South preferred; good references. Ad- 
dress “J., 2499,” care J C-K. 





WATCHMAKER;; fine workmanship; age 
47; 33 years’ experience; sober: indus- 
trious, conscientious, seeking position. 
Address “H., 1625,” care J C-K. 





WATCHMAKER ; first class; capable and 
ambitious; 34 years old; single; con- 
genial; desires position. Address “‘W., 
2840,” care J C-K. 





BOOKKEEPER; male; full charge; thor- 
oughly experienced with some com- 
mercial ideas in the jewelry line. Ad- 
dress “F., 2733,” care J C-K. 





RETAIL diamond and watch salesman, 
with seven years’ experience; age 41; 
would like to locate with good store. 
K. Craig, 3126 Reynolds St., Fort 
Wayne 4, Ind. 





WATCHMAKER:; experienced ; H.1.A. 
certified; Bradley trained; sober, re- 
liable; wants permanent position; also 
do engraving and jewelry repair. Ad- 
dress “J., 2756,” care J C-K. 


WATCHMAKER, salesman; expert on 
Swiss and American, chronographs: 
capable of taking charge; B.T.S. gradu- 
ate; 20 years’ experience; best of ref- 
erences. Address “P., 2799,” care J C-K. 








SALESMAN, single, age 27, three years’ 
experience, presently working New York 
retail store, desires change, either out- 
side selling or other opportunities. Ad- 
dress “E., 2822,’’ care J C-K. 





SALESMAN-manager; 15 years’ experi- 
ence in retail credit jewelry store; ca- 
pable, honest; good worker; best ref- 
erences; married. Address “P., 2747,” 
care J C-K. 





WATCHMAKER; horological graduate, 
with two years’ experience, desires per- 


manent position; good _ references; 
South preferred. Address “F., 2778,” 
care J C-K. 





CLOCKMAKER, Dutch, A-1; more than 
20 years’ of experience; Westminsters, 
mantel piece and grandfather clocks; 
wants -position. Phone Illinois 9-2053, 
New York. 





SALESMAN, young, married; ambitious; 
retail credit jewelry experience; thor- 
ough knowledge of diamonds; seeks po- 
sition with future; Metropolitan New 
York. Address “J., 2828,” care J C-K. 





DIAMOND setter, wishes position with 
manufacturer, full or part time; piece 
work basis; references furnished. Nor- 
man Siesser, Bensonhurst 6-5690, 6406- 
19th Ave., Brooklyn, N. Y. 





MANAGER for highly promotional credit 
jewelry store; 19 years’ experience in 
all phases of credit jewelry operation ; 
will locate anywhere for a position with 
a future. Address ‘“J., 2857,’ care J C-K. 





SEEKING connection with future, not 
just ordinary job; experienced all 
around jewel man, buyer, manager, 
salesman; cash, credit operation. <Ad- 
dress “‘A., 2671,’’ care J C-K. 





EXPERIENCED young man, shipping, 
strapping, cording; useful in pro- 
duction department; desires posi- 
tion with watch importing concern. 
Address “*D., 2806,”’ care J C-K. 





MANAGER; single; college graduate; 
good appearance; 14 years’ retail cash 
credit jewelry experience; honest; de- 
pendable; excellent references; desires 
future, anywhere. Address ‘“D., 2808,” 
care J C-K. 





VETERAN, 35, married; graduating 
from two and a half years watchmak- 
ing, engraving and jewelry’ repair 
course; desires position; references; 
anxious to learn. Address “A., 2772,” 
care J C-K. 





EUROPEAN watchmaker, age 50, with 
30 years’ experience, wishes position in 
New York or out-of-town; salary $60 
a week; available immediately: with 
— tools. Address “T., 2802,” care 





JEWELRY designer and sketcher; 11 
years’ experience, metais and plastics, 
precious, semi-precious and costume; 
permanent position desired; excellent 
ae Address “D, 2821,’’ care 





DIAMOND assorter; young, married; ex- 
tensive working knowledge of diamonds ; 
student of detailed gemology course; 
ambitious; desires permanent position 
Metropolitan New York. Address “H., 
2827,” care J C-K. 





WATCHMAKER; 20 years’ experience 
with leading jewelers; desires responsi- 
ble position with reputable jeweler; ex- 
cellent references; future investment in 
firm desirable; South preferred. Ad- 
dress “C., 2805,” care J C-K. 





DIAMOND assorter; experienced, reliable, 
capable, conscientious, Knowledge of 
ring manufacturing; excellent refer- 
ences; desires position with diamond 
jewelry concern; location immaterial. 
Address “B., 2853,’ care J C-K. 





JEWELER; eight years’ experience 
platinum and gold; can do some speciai 
order and light repairing; wishes posj- 
tion anywhere; moderate salary: “G 
G.,” Watchmaker’s Store, 59 W. 30th 
St., New York. 








WATCHMAKER; two years’ experience: 
also graduate diamond setting schoo]: 
either position, any location New En. 
gland, New York; complete tools: 
eligible “G. I. Training.” Eugene Earle 
27 Cambridge Place, Brooklyn 5, N. Y 





WATCHMAKER; married veteran; 10 
years’ experience; school trained; In- 
diana registered; own tools and ma- 
terials; desires position or would set 
in repair department, on commission 
basis. Address “‘W., 2771,” care J C-K, 








WATCHMAKER, engraver, capable of 
managing department or small store; 
25 years’ experience; sober; seeking 
position of trust; go anywhere, prefer 
South or West. Address “B., 2463,” 
care J C-K. 








OPPORTUNITY for reputable chain or 
individual to acquire immediate services 
top flight, enviably experienced store 
manager; results absolutely guaran- 
teed; finest references. Address “B,, 
919,” care J C-K. 








EXECUTIVE; young experienced in han- 
dling watch production, repair depart- 
ments, distribution, inside sales; thor- 
ough knowledge wholesale jewelry and 
watch importing. Address “L., 2294,” 
care J C-K. 





EXPERT diamond man with extensive 
knowledge of colored stones, now em- 
ployed, wishes to become associated 
with reputable import or retail house; 
age 27; married with family; college 
education; excellent references. Ad- 
dress “D., 2572,’ care J C-K. 





WATCHMAKER; desires. position as 
watch and jewelry repair estimator and 
salesman; willing to do some engrav- 
ing; 20 years’ jewelry store experience; 
age 38, sober, neat and aggressive; 
married, three children; references. 
Address “G., 2824,’’ care J C-K. 





YOUNG lady, single, Indiana registered 
watchmaker, desires position as watch- 
maker; trained Bradley School of 
Horology; three years’ bench experi- 
ence; have small tools; references if 
ees Address “C., 2773,” care 





DYNAMIC, retail executive; 40; excep- 
tionally broad, well rounded experience 
all operations; brilliant, successful rec- 
ord: management, buying, merchandis- 
ing; immediately available, good propo- 
sition anywhere. Address “N., 2798,” 
eare J C-K. 





STOP right here; you have found your 
man, should you have good proposition 
for highly productive, fully qualified 
retail executive, experienced every op- 
eration; independent, chain, depart- 
ment store background. Address “D., 
2751,” care J C-K. 





WATCHMAKER and estimator; 15 years’ 
experience ; good reference; prefer New 
York if possible; can run complete re- 
pair department; am married and re- 
sponsible; must be on a permanent 
basis: I can satisfy the most particular 
jeweler. Address “L., 2861,” care J C-K. 








JEWELER and jewelry designer for gold 
and platinum, special order work; ex- 
perience gained in Paris, Berlin and 
Lima, Peru; seeks good position wi 
a reliable firm; California preferred. 
Ann Rawitzer, 517 W. 113th St., New 
York City. 








A-1 man, 29, jewelry expert, extensive ex- 
perience in retail, wholesale and manu- 
facturing ~ recently sold interest in 
special order house; can appraise, es- 
timate, manage, buy, sell; impeccable 
references; well known in trade. <Ad- 
dress “‘A., 2863,” care J C-K. 


——— ce 
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GENERAL manager ; 20 years’ of solid 
retail credit jewelry experience, vol- 
ume stores, proven ability to op- 
erate, complete charge of your buy- 
ing, merchandising and personal 
problems; location immaterial. Ad- 


dress “H., 2855,” care J C-K. 








TEXAS or Arizona connection wanted by 
college graduate; four year business 
administration major, graduating _in 
June; also completed Bradley training 
in engraving, jewelry and watchmak- 
ing; ambition; eventual assistant | or 
full managership. Address “K., 2761, 
care J C-K. 

ocjumeueemeanane 

RETAIL, jewelry manager, now employed, 
desires connection with growing con- 
cern; over 20 years’ experience In all 
phases, selling, credits, advertising 
promotions, merchandising and buying ; 
not afraid of work; prefer Middle West 
or South; reference from employer or 
trade. Address “G., 2779,” care J C-K. 











A-1 diamond setter and jeweler; 20 years’ 
experience, platinum and gold, special 
order and commercial jewelry fabrica- 
tion; all around diamond, zircon and 
colored stone setting; repairs and re- 
modeling; family man; good _ refer- 
ences; permanent. Address “K., 2741,” 
care J C-K. 


TOPFLIGHT jewelry man now avail- 
able; complete knowledge of in- 
stallment jewelry business, buyer, 
merchandiser, credits, collections, 
sales promotions and general man- 
ager; 12 years with large New York 











chain. Address “R., 2638,” care 
J C-K. 
WATCHMAKER and estimator; can 


take charge of complete watch repair 
department; 14 years’ experience on 
high grade and railroad watches; Il 
have very fine references; prefer Vir- 
ginia or some point South; has to be 
permanent; my appearance and per- 
sonality are nice; am married and re- 
sponsible. Address ‘“K., 2860, care 





OPEN-MINDED watchmaker; been work- 
ing on all types of watches and clocks 
for 13 years and still don’t Know all 
about them; graduate of Elgin, 1940; 
instructor of complicated watches for 
Elgin National Watch Co. 1942; mar- 
ried, one child; desires to settle per- 
manently in area where there is good 
sailing; will go anywhere. Address “B., 
2748,” care J C-K. 





HIGHLY capable, ambitious, conscien- 
tious, personable young man; good ex- 
perience and production manager and 
overall knowledge of manufacturing 
and wholesale jewelry business; desir- 
ous connecting with growing, enterpris- 
ing concern, where above assets are 
needed and will be appreciated in re- 
lation to proper advancement ; also con- 
sider investment. Address “L., 2742,” 
care J C-K. 


MANAGER or salesman; 20 years of re- 
tail jewelry experience with New 
York’s finest jewelers; thorough diver- 
sified knowledge of fine jewelry, dia- 
monds and silverware; I desire a per- 
manent position with a high class, pro- 
gressive organization; I am a cultured 
man, of neat appearance and an ex- 
cellent salesman; salary commensurate 
with position; highest references. Ad- 
dress “‘C., 2847,” care J C-K. 











MANAGER for retail jewelry store; 31 
years old; married and have ene child; 
presently employed in city of 250,000 
and supervising eight people; desires to 
locate in California; have eight years’ 
experience in semi-installment and four 
years’ experience in installment credit 


stores; have supervised optical and 
camera departments; good salesman, 
buyer and window trimmer. Address 


“L., 2683,” care J C-K. 














WATCHMAKER; desires change on East 
Coast; 41 years old; married; veteran; 
four years’ in army as chief watch- 
maker in large Ordnance Unit; 17 
years’ experience, all makes, sizes, in- 
cluding chronographs, calendographs, 
repeaters, stop watches; clean, fast and 
conscientious workman; can accept full 
responsibility of repair department and 
job estimating; best references and 


background; pleasing appearance and 

personality ; can make arrangement for 

interview. Address “G., 2731,” care 
C-K. 





JEWELRY merchandise man; not just a 
buyer, but one thoroughly versed in 
chain jewelry buying and merchandis- 
ing for the greatest amount of turnover 
and profit possible, proven ability to 
sense buying and merchandising trends 
and ability to create jewelry and watch 
promotions for increased store traffic; 
my capability and background, in this 
field, is proven by more than 12 years’ 
experience with one of the larger chains 
of credit jewelry stores; desire connec- 
tion with a progressive firm where a fu- 
ture will be assured; commensurate 
with my ability to produce; references; 
will go anywhere. Address “A., 2725,” 
care J C-K. 








Lines Wanted 


PACIFIC northwest salesman, with ex- 
cellent following, is interested in a 
manufacturer’s line of inexpensive rings. 
Address “B., 2818,” care J C-K. 





PACIFIC Coast salesman; have covered 
better stores for over 20 years; desires 
factory line of platinum or 14kt. jewel- 
ry: commission basis. Address “K., 
2829,” care J C-K. 








PACIFIC Coast representative, with fol- 
lowing second to none, desires line of 
better grade jewelry, rings or watches; 
commission basis. Address ‘“M., 2830,” 
care J C-K. 








SILVERWARE: West Coast promotional 
salesman, with established following of 
volume accounts, can competently rep- 
resent one additional line. Address “E., 
2777,”" care J C-K., 





MANUFACTURERS’ representative, with 
Chicago office, wants line of merchan- 
dise for Middle West, for jobbers and 
large outlets. Address “Circular 127,” 
1415 Heyworth Bldg., Chicago 2. 





SALESMAN ; experienced, open for manu- 
facturer’s line; wide acquaintance 
among watch importers, jewelry and 
material jobbers, New York and the 
East. Address “D., 2848,” care J C-K. 





MANUFACTURER'S representative, with 
20 years’ experience, selling novelty 
jewelry; jobbers from coast to coast; 
desires volume line, on commission 
basis; own Fifth Ave. office. Address 
“L., 2762,” care J C-K. 





PACIFIC Coast, religious jobber, de- 
sires quality lines rosaries, medals, 
religious articles, novelties; perma- 
nent showroom; suitable references 
furnished. Address, Box 392, South 
Pasadena, Calif. 





MANUFACTURER'S representative, with 
showroom on Fifth Ave., New York, 
and good following among leading job- 
bers, open for gold filled and fine rhine- 
stone line for New York and eastern 
a he Address “G., 2754,” care 





CUBA: solidly established agency; high- 
est business, banking references; in- 
terested lines, solid gold gifts, porce- 
lains, glassware; commission; exclusive 
arrangement; when replying mail cata- 
log illustrations, prices. Antonio, Apar- 
tado 1270, Havana, Cuba. 





MR. Manufacturer; outstanding Pacific 
Coast salesman has opening for ad- 
ditional line, selling to wholesale 
jewelers; interested only in top line 
where hard aggressive work can 
produce $10,000 yearly income. 
Address “*T., 2838,” care J C-K. 





PACIFIC Coast sales agency, residence 
office in Los Angeles, catering to the 
costume jewelry wholesalers in seven 
western states, guarantees good busi- 
ness to manufacturers of lines with 
originality, in any price range; best of 
references from the Jewelers Board of 
Trade. Address “V., 2550,” care J C-K. 





WELL known, well established manu- 
facturers’ representative, with offices 
in San Francisco and an excellent 
jobber following, interested in rep- 
resenting in the 11 western states, 
an additional line on which gross 
sales annually can average $100,- 
000 or better. Address “R., 2833,” 
eare J C-K. 


JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout’ the 
United States, and two permanent 
showrooms, is seeking additional items, 
on jobbing basis, to add to their line; 
interested in numbers that are primar- 
ily suitable for gifts, stationery and 
leather goods _§ stores. Address “H., 
2006,’ care J C-K. 








MANUFACTURERS’ sales agent de- 
sires representative line, selling 
jewelry wholesalers; established San 
Francisco offices; full coverage 
Pacific Coast; experienced; excel- 
lent following; trade and financial 


references furnished. Address “C., 
2727,”’ care J C-K. 





LINES wanted from manufacturers 
and importers; jewelry filled and 
plated; low price seven and 17 
jewel watches; loose diamonds; 
pearls; wedding rings; mountings, 
gold and platinum, ladies’ and 
gent’s; low price sterling hollow- 
ware; all merchandise to be shipped 
from factory or delivered; after 
several years with jobbers we are 
forming a company as _ contract 
agents and wish to represent above 
lines; we cover and sell 90% of all 
rated accounts in Arizona, New 
Mexico, West Texas and Southern 
California. Address, Dake-Rix Co., 
303 E. Orange Dr., Phoenix, Ariz. 





Side Lines 


$$$ ee 








EXPERIENCED man for quality plat- 





inum, unmounted line of bracelets, 
brooches, attachments, etc.; West and 
Southwest: commission; write all de- 


tails. Address “R., 2800,” care J C-K. 





SALESMAN wanted; to carry as side 
line, on Pacific Coast, fine quality hand 
set rhinestone jewelry, to retailers only ; 
Pacific Coast resident preferred. Ad- 
dress ‘“‘M., 2763,” care J C-K. 





(Continued on page 282) 
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(Continued from page 281) 





SALESMAN wanted to sell leather watch 
bands, for long established house, to 
call on better jewelers and department 
stores; must have good following; ter- 
ritories open; New York state and 
Pennsylvania, also southeastern states. 
rar all details, to “H., 2755,’ care 





MANUFACTURER, since 1920, com- 
pact line better quality wedding 
rings, platinum mountings and ull 
line of colored stone guard rings; 
requires representatives South, Mid- 
west and West. Address “A., 2804,” 
care J C-K. 





WATCH CASE manufacturer; popular 
priced RGP and rhinestone lines, re- 
quires representative for Chicago and 
midwest states; must have following 
among watch importers, manufacturers, 
wholesale jewelers; should have non- 
conflicting lines; give full details, refer- 
ences. Address “H., 2704,’’ care J C-K 





SALESMAN; old established manufac- 
turer of exclusively designed quality 
plated hollowware, has open terri- 
tories for experienced men now 
calling on better jewelers, depart- 
ment stores, gift shops. Address “‘H., 
2813,” care J C-K. 


AFTER 20 years of successful operation 
in the manufacture of fine silver plated 
hollowware, we are now exporting our 
quality line of Sheffield and Old English 
reproductions to the United States; we 
require several salesmen of high calibre 
with following among department stores 
and retail jewelers. Address “J., 2814,” 
care J C-K 








MANUFACTURER wants salesman, 
with established trade, to carry short 
line of turquoise Indian sterling, 
and real abalone sterling jewelry; 
commission basis; East, Southeast 
and Middle West territories open. 


P. O. Box 216, Santa Barbara, Calif. 





OLD established manufacturer of mount- 
ings and wedding rings, matched bridal 
sets and ladies’ and gents’ 14K zircon 
rings, wants an experienced traveling 
salesman, with car, who has good con- 
nections, to sell retail, installment and 
department stores; drawing against 
commission ; all replies confidential. Ad- 
dress “E., 2729,” care J C-K. 





SALESMAN ; nationally known lines of 
gold and gold filled jewelry avail- 
able as side line; all territories open; 
will furnish some accounts; no ob- 
jection to non-conflicting lines; 
liberal commission; must have car; 
reply in detail; confidential. Ad- 
dress “‘N., 2835,” care J C-K. 





SIDE line salesmen; aggressive, experi- 
enced, to represent progressive N.E. 
manufacturer; new patented repeat, 
essential to jewelers, department, gift, 
chains; very liberal commissions; excel- 
lent endorsements largest stores; many 
protected territories available; furnish 
confidential resumé. Address “F., 2753,’’ 
care J C-K. 





LEADING manufacturer of tarnish 
preventing rolls and bags; item car- 
ried in every silverware department 
and jewelry store; wants to add a 
few salesmen; protected territory; 
high commission ; our price list leads 
the field. Address “‘F., 2650,” care 
J C-K. 


RESIDENT salesman wanted for the 


South, Southwest and Pacific Coast, to 
carry as a side line, a very popular 
priced line of diamond rings, wedding 
rings and fancy mountings; liberal 
commission; only those who have a 
following, with many years’ experience 
need apply. Address “D., 2493,’ care 
J 





SALESMEN; manufacturer of sterling 


silver novelties and outstanding baby 
line; sold nationally; popular with 
leading jewelers and throughout jewelry 
trade; proven volume sales to depart- 
ment stores; only top notch salesmen 
with strong following; good territories 
open; commission basis. Address “N., 
1253,”" care J C-K. 





COMPACT salesmen; carry profitable side 


line of “jeweled” lipsticks, rouge, toilet 
water, perfume containers in ‘‘Goldtone’”’ 
cases; retail 60¢ to $1.00, plus tax; for 
direct sale to jewelry stores, jewelry 
jobbers, department stores, cosmetic 
and gift shops; 10% commission, paid 
twice monthly; protected territory. 
ba Don Juan, 67 Vestry St., New 
York. 





WANTED; traveling salesman to carry 


sterling silver and 14K gold western 
jewelry, as side line, in states east of 
Mississippi; also Kansas and _ states 
north to the Canadian border and East; 
line consists of sample scope of eight 
trays; give references, past experience, 
present line carried and territory you 
acs travel. Address “D., 2786,” care 





PACIFIC Coast salesman wanted; to 


carry from a well known manufacturer, 
with many good accounts, as side line 
to jobbers, wholesalers, and other large 
users, a popular priced line of ladies’ 
mountings, wedding rings, clusters and 
fancy rings, in gold and platinum; 
liberal commission to responsible party 
who can produce results. Address “E., 
2494,” care J C-K. 





SALESMAN wanted; all territories avail- 


able; by wholesale jeweler with estab- 
lished clientele; preferably one who 
travels by automobile, to carry com- 
plete line of ladies’ and gents’ solid gold 
stone rings, signet rings, mountings, 
crosses, pendants, cameos, brooches, 
baby rings, and earrings; straight com- 
mission; no objection to non-conflicting 
a line. Address “F., 2059,” care 








Help Wanted 











WANTED, A-1 jeweler, who can repair 


and set stones. Address “V., 1461, 


care J C-K. 





GENERAL salesmen; territories open for 


excellent salesmen. Henry Paulson & 
Co., Chicago, Ill. 





WANTED, two A-1 watchmakers; per- 


centage basis only. Address “‘T., 1460,” 
care J C-K. 





FINE watchmaker only; lifetime proposi- 


tion; see ad “M., 2743,” for sale col- 
umn; a real opportunity. Address “N., 
2744,” care J C-K. 





CHASER and engraver; fine position and 


fine city in which to live; state experi- 
ence, age, and married or single; win- 
derful opportunity. Address ‘‘A., 2793,” 
care J C-K. 








COMBINATION jeweler-engraver, experi- 


enced, for fine store in city of 60,000; 
good salary; splendid working condi- 
tions. Address, Carpenter-Matthew, 
Jewelers, Asheville, N. C. 





WANTED watchmaker, first class, work 
in retail store; air conditioned shop. 
permanent position ; state qualifications 
salary expected. Schneider’s, 290 Wa} 
St., Kingston, N. Y 





a 


LIBERAL commission and exclusive ter. 
ritories, selling principally to bette, 
class retail jewelry stores; South and 
other territories; state territory. Aq. 
dress “H.,. 2737,’’ care J C-K. 








RETAIL salesman, diamond depart. 
ment; Mid West firm, established 
1875; no high pressure needed; fine 
salary to right party. Address “f,, 
2752,” care J C-K. 








TRAVELING salesman, for South and 
Middle West, to carry fine line of plat. 
inum and diamond rings and watches; 
commission basis; give full details first 
letter. Address ‘“‘V., 2839,” care J C-K, 








REPRESENTATIVE for the U. §,; 
wanted by Swiss manufacturer of 
drills; first quality; all kinds. In- 
quire, G. Vuitel, Plan 1, Neuchatel, 
Switzerland. 








JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week; 
guaranteed year around job. Address 
“S., 2482,” care J C-K. 





SALESMAN; pressure floor man for 
installment credit stores; complete 
information first letter with inex- 
pensive photograph. Jacobs Jewel- 
ry Co., Nashville, Tenn. 





JEWELER, as working foreman, with ex- 
perience in handling men; position holds 
a future for a man possessing initiative 
ability ; give information in detail 
first letter. Address “L., 2794," care 
J ; 





WATCHMAKER, dependable and capable; 
references required; good opportunity; 
pleasant working conditions; perma- 
nent; state qualifications and salary 
expected; Rhode Island. Address “H., 
2791,” care J C-K. 





SALESMAN; with a non-conflicting side 
line, to represent a manufacturer with 
a fine line of mountings and wedding 
rings; strictly commission basis; state 
_territory and experience. Address “V., 
2795,’ care J C-K. 





$100 week, jeweler, setter, engraver, 
wanted at once; must be first class 
workman; sober; reliable; permanent; 
no layoffs; top retail store, a Texas 
city of 25,000; can supply nice home. 
Address “S., 2801,” care J C-K. 


WATCHMAKER; _ preferably graduate 
watchmakers’ school; must be eligible 
for “on-job-training,” interested in 
learning all phases of retail jewelry 
store; young, single and _ personable 
preferred. Address, Charles G. Magoon, 
Stamford, N. Y. 





— 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 








EXPERIENCED watch salesman for 
Metropolitan New York territory ; must 
be well acquainted with trade; to rep- 
resent old line Swiss House; merchan- 
dise heavily, nationally advertised. 
Ollendorff Watch Co., Inc., 20 W. 47th 
St., New York City. 
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SALESMAN, experienced, well known 
Midwestern manufacturer of fine 
platinum and gold jewelry, has es- 
tablished territory open in South; 
no objections to non-conflicting line. 
Schumer Bros. Co., 5 E. Third St., 


Cincinnati, Ohio. 

















JEWELER; who is qualified for special 
order work, on platinum and gold, and 
also possesses leadership; fine opportu- 
nity for a capable mechanic; $2 per 
hour to start; give information in de- 
tail in first letter. Address “J., 2792,” 


care J C-K 








SALESMAN; with following among 
retail jewelers, wanted by New York 
manufacturer, to carry exquisite line 
of ladies’ and gent’s zircon rings; 
territories open; furnish full partic- 
ulars; confidential. Address “E., 


2675,” care J C-K. 











—_—_—_— 


SALESMEN; established following, de- 
partment, jewelry and gift stores; all 
territories; manufacturers of an out- 
standing and beautiful rhinestone cos- 
tume jewelry line; commission; full 
details with references, in first letter. 
Address ‘“‘C., 2819,’’ care J C-K. 





SALESMEN; opportunity to carry line of 
14K gold die-struck wedding rings, hand 
chased and plain, priced right, to sell 
to retail jewelry stores on commission 
basis; we run over 150 different num- 
bers; send references with letter. Ad- 
dress “‘A., 2256,” care J C-K. 





SALES representative; to carry our line 
of the finest, nationally advertised 
Swiss watches; territory open, Western 
Coast, Texas and surrounding area; 
possibility establishing branch office; 
must have great following ; commission 
basis; write particulars. Address ‘M., 
1820,” care J C-K. 





SALESMEN; costume jewelry, estab- 
lished manufacturer, highly = styled 
rhinestones, prong-set, line that gets 
reorders, seeks salesmen with follow- 
ing, jewelry stores; excellent territories 
open and protected; high commission; 
reference; no objection to non-conflict- 
ing line. Box #1258, N. Y. 8, N. Y. 


DEALER ; established in China, wishes 
to appoint representatives for sale 
of jade stones, unset, to manufac- 
turing and retail jewelers; prepared 
to furnish capable and reliable sales- 
men with limited stock against bank 
or other acceptable guarantee. Ad- 


dress “B., 2865,” care J C-K. 











SALESMEN wanted; by eastern manu- 
facturer of long established electric 
clock line; this is an active and profit- 
able line; experienced salesmen only 
with following considered; state experi- 
ence and present lines, also territory, 
with application ; our salesmen know of 
this ad. Address “C., 2846,” care J C-K. 


a 


SALESMAN wanted for Mid West and 
South; ladies’ extensive platinum 
and gold mounting line; exceptional 
opportunity for experienced man; 
catalog issued; factory keyed for 
volume production; replies con- 


Address “D., 2775,” care 





(nen 





SALESMEN wanted by New York manu- 
facturer to cover importers, wholesalers 
and jobbers, with outstanding popular 
priced 14K gold bracelet watch cases 
for the following territories ; Southeast, 
Southwest, Mid-West and Far West; 
prefer men living in territories; give 
full particulars; confidential. Address 
“G., 2736,” care J C-K. 





DIAMOND jobbers-wholesalers, Mid- 
west-South, to carry loose diamonds 
on memo, from manufacturer cut- 
ting from 20 points to approxi- 
mately one carat; competitive 
prices; only rated firms, or with 
highest trade references reply. Ad- 
dress ““B., 2383,” care J C-K. 





WATCHMAKER wanted for good, old 
established and leading store in 
southwest Texas city; must be first 
class workman and capable of han- 
dling railroad inspection; perma- 
nent position; air conditioned store; 
send full references and details, on 
self, with application. Address “F., 
2823,” care J C-K. 





FOREMAN; for high school ring manu- 
facturing; should be either expert 
jeweler, stone setter, polisher, tool 
maker or die cutter and experienced in 
other phases of manufacturing; perma- 
nent; excellent opportunity; completely 
equipped well established shop, in large 
Eastern city; write fully. Address “N., 
2764,” care J C-K. 





EXCELLENT opportunity for sales- 
man covering Florida, Georgia, Ala- 
bama, Louisiana and Texas, to rep- 
resent very reliable firm manufac- 
turing gold and platinum rings, 
platinum watch cases, gold and 
platinum watch attachments and 
emblematic jewelry. Address “N., 


2831,”’ care J C-K. 





SALESMAN, with experience in jewelry 
business; old established and profitable 
territory; this is an opportunity for a 
permanent, congenial connection, selling 
nationally advertised brands of jewelry 
and supplies; must have a car and be 
free to make trips of two weeks dura- 
tion; give full particulars in first letter. 
Address “P., 2765,’ care J C-K. 





TWO, salesmen wanted by New En- 
gland manufacturer to carry very 
fine fraternal ring line; men now 
carrying either platinum, diamonds 
or fine watch line preferred ; Middle 
West and Southwest territories open; 
replies held confidential. Address 
“*A., 2866,” care J C-K. 





MANUFACTURER; established over 25 
years, has popular priced sterling silver 
hollowware line; wishes to expand 
present sales force with experienced 
men, calling on wholesalers, depart- 
ment stores, and large jewelers; all 
territories are open; give complete de- 
tails of territory covered, experience, 
and present lines: commission. Address 
“Y., 2782,” care J C-K. 





WANTED, qualified men and women 
store managers; must be settled and 
willing to take responsibility; have 
openings in both large and small 
units; applicants will be considered 
according to ability; furnish com- 
plete background in first letter to 
Mr. Oliver A. Jenkins, Duval Jewel- 
ry Company, Jacksonville, Fla. 





WATCH salesman; leading popular 
price watch importer, long estab- 
lished, has opening for dependable 
man, with good following, to cover 
New York, New Jersey, Pennsylvania, 
Ohio, Delaware, Maryland, West 
Virginia; can carry non-conflicting 
re line. Address “D., 2728,” care 

C-K. 





MERCHANDISE manager; for oppor- 
tunity of a lifetime; this man must 
be a specialist in retail credit jewel- 
ry; he will be given a six store unit 
with a free hand to buy, promote 
and supervise; he must be thor- 
oughly qualified and be able to 
justify a minimum income of $15,- 
000 per year. Write in full con- 
fidence to, B. Kramer, 389 Fifth 
Ave., New York. 





STORE salesman; capable and able to 
take complete charge of one-man store 
on salary, plus commission basis; must 
be A-l salesman; no high pressure; 
friendly, small farming town; 20 miles 
from any other town, 60 miles from 
New York; branded merchandise; not 
a get-rich proposition, but steady, clean 
and free of worry; one evening; time 
for gardening, fishing and hunting. Ad- 
dress “T., 2767,” care J C-K. 





WATCHMAKER, capable of manag- 
ing watch repair department; com- 
petent and reliable, having good 
habits ; top salary for qualified man ; 
excellent future with reliable store ; 
write, stating full particulars, in- 
cluding training, when and where 
obtained, positions held, references ; 
only first class watchmakers need 
apply. L. Williams Co., 110 Stone 
St., Watertown, N. Y. 





EXPERIENCED salesman, now travel- 
ing Illinois, Iowa and Missouri, who 
has some established accounts to add 
to the over 200 accounts we now have 
in the territory; manufacturer of a 
well-Known and advertised line of la- 
dies’ and men’s matched wedding ring 
sets; men’s stone rings and diamond 
rings; liberal commission. Address 
“Circular 125,” Room 1415, Heyworth 
Building, Chicago 2. 





MID-WEST salesman wanted; resident 
Chicago vicinity ; accustomed to earn 
substantial commissions and capable 
of increasing already well estab- 
lished territory; to sell outstanding 
New York manufacturer’s line of 
ring findings, ladies’ and gent’s 
mountings and stone rings, exclu- 
sively to the manufacturer and 
wholesaler; all applications will be 
held in strictest confidence. Address 


“R., 2766,” care J C-K. 





SOUTHERN and Southwestern sale: 
man; salary, traveling expenses and 
commission paid; must have good 
following among retail jewelers; old 
established manufacturer of dia- 
mond engagement and wedding 
rings, has an opening for conscien- 
tious man to travel with a delivery 
line; opportunity for larger earn- 
ings; write in detail giving past ex- 
perience; correspondence will be 
held in confidence. Address “P., 
2832,” care J C-K. 





(Continued on page 284) 
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For Sale 


Stores, Stocks and Businesses 











WANT to sell at once; well established 
watch repairing and jewelry store, in 
Syracuse, N. Y.; choice location. Ad- 
dress “‘F., 2730,’ care J C-K. 





FINE jewelry, watch repair and gift store: 
excellent reputation and best location 
in East Orange, N. J.; good stock and 
fixtures. Address “‘J., 2826,” care J C-K. 





EASTERN Massachusetts; well estab- 
lished jewelry store; excellent repairs ; 
will sell at inventory value of between 
eight and ten thousand dollars. Address 
“E’., 2790,” care J C-K 





GOING jewelry store in North Carolina; 
excellent location; lease; plenty re- 
pairs ; good business for the right party ; 
about $8,000; don’t answer unless you 
mean to buy. Address “F., 2735,” care 
J C-K. 





JEWELRY, watch repair, $2,500; in busi- 
ness center San Francisco; excellent 
for watchmaker and wife; adaptable 
for sales and/or repairs; inventory re- 
duced to suit or on memorandum. Ad- 
dress “H., 2738,’ care J C-K. 





CHOICE jewelry store; over 30 years in 
same location: fully equipped, in 100% 
location in principal South Atlantic Sea- 
board city; a ‘“once-in-a-lifetime”’ se- 
lection for the right party. Address 
“V., 2770,” care J C-K. 





JEWELRY store; one of oldest in New 
Jersey; good earning record; priced 
right for immediate sale; pressure of 
other business matters makes it im- 
possible for owner to continue. Apply, 
os Jurow, 37 W. 47th St., New York, 
N. Y. 





RETIRING: jewelry store, finest location 
county seat in Long Island, 85 miles 
from New York; good lease; nationally 
advertised jewelry, watches, clocks, 
silverware; complete watch repair de- 
partment; inventory approximately $22,- 
000. Address “F., 2810,” care J C-K. 





RICHMOND HILL, L. I., watchmaker, 
retiring to Switzerland mid-May; small 
amount of cash will buy tools, mate- 
rials, customers’ good will: don’t sleep 
on this offer, write or call at once. R. 
Hayden, 8622 106th St., Richmond Hill, 
L. L, N. Y. Vi 9-9065. 





JEWELRY and silverware store, eastern 
Long Island, established 50 years; fine 
location, long lease; low rental; clean, 
nationally advertised stock: optical 
room ; plenty of repairs; requires about 
$25,000. Address “E., 2649,” care 





JEWELRY plant; gold and platinum ring 
manufacturing factory: modern equip- 
ment; capable of turning out 1000 
rings per day; tremendous assortment 
of designs: leaving for Arizona; quick 
sale; no rent. Address “D., 2699,” care 
Jd CoK. 





FIRST class jewelry store in town of 
5000; first class stock and fixtures: 
now have franchise for all the leading 
watches; right next door to theatre; 
best of reason for selling; unusual op- 
portunity for watchmaker; will inven- 
tory for around $12,000. Address “G., 
2811,’’ care J C-K. 
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WATCH repair concession; 68 year old 
store ; department completely remodeled, 
enlarged; everything complete; master 
watchmaker’s tools, material, business ; 
lifetime proposition, four benches; 
$3,500 cash to a fine watchmaker only ; 
must sell immediately. Address “M., 
2743,” care J C-K. 





JEWELRY store, leading one, in one of 
South’s most delightful and _ fastest 
growing communities, population 10,000; 
annual sales, $75,000; net profits, $25,- 
000 annually for several years: op- 
erating partner recently invalided: sale 
price about $60,000. Address ‘‘A., 2817,” 
care J C-K. 


SMALL store in beach area out of Los 
Angeles; $3,000 stock and equipment ; 
nets about $4,000 a year; will do better 
with more stock ; one-man store; mostly 
repairs; $3,000 cash; good lease, low 
overhead: have two stores and want 
to sell one. Address “A., 2854,” care 
J C-K. 





FOR SALE: completely furnished office, 
with lease; suitable for diamond im- 
porter or wholesale jeweler: beautifully 
arranged, complete with fine fixtures 
and partitions: located in the heart of 
diamond and jewelry trade, in San 
Francisco. Phone, wire or write, Her- 
bert Daugherty, 760 Market St., SUtter 
1-7154, San Francisco, Cal. 





JEWELRY store, long established, 50 
mile radius of Los Angeles: excellent 
cash, credit business; owner must re- 
tire because of health: very clean 
stock: all nationally advertised mer- 
chandise ; inventory about $8,500: home 
for rent, if desired. Address “E., 2607,’’ 
care J C-K. 





LEADING jewelry and gift store in 
fast growing health resort; all na- 
tionally advertised lines; franchise 
for all better watches and fountain 
pens; good, clean stock; will reduce 
to your size; must sell on sub-lease ; 
soon to start G.I. Gemology. Ad- 
dress, Ken Umberson, Jeweler, Hot 
Springs, N. M. 





FOR SALE; as a going business, jewelry 
store and gift shop combined, in the 
center of city of 27,000 population, in 
New England; nationally advertised 
jewelry, watches, clocks, silverware and 
crystal; complete watch repair depart- 
ment; enough repair work for two men: 
owner wishes to retire: auctioneers 
need not answer. Address “B., 2093,” 
care J C-K. 


RETAIL jewelry store, excellent loca- 
tion, Detroit, Michigan; forced to 
sell immediately on account of ill- 
ness; complete clean stock of dia- 
monds and watches; fixtures two 
years old; franchises for Bulova, 
Benrus, Longines, Hamilton, Elgin, 
ete.; store enjoys excellent reputa- 
tion; low rental with eight-year 
lease; sacrifice for $25,000. Ad- 
dress “L., 1891,”’ care J C-K. 





JEWELRY store: due to sickness must 
sell at once; best location in manufac- 
turing town of 25,000; trading area 
40,000; 10 years same location; 35 
miles from Detroit, Mich.; new fixtures, 
nationally advertised jewelry, watches, 
clocks, silverware; plenty watch and 
jewelry repairing; will be sold at a 
sacrifice. Address “E., 2788,” care 
J C-K. 





SMALL, but complete jewelry business 
in center of Oregon lumber indys. 
try; second largest trade area jn 
state; quotas on Elgin, Gruen 
Hamilton, Wyler; Schaeffer and 
Parker pens, and leading silver 
plates; lease good to 1952; hes 
possible location; reasonable rent: 
have larger store requiring all my 
time; $5,000 cash, plus inventory 
reduced to suit you; less than 4 
year’s profits will buy entire busi. 








ness; this is a good buy. Address 
“Y., 2841,” care J C-K. 
JEWELRY store in one of Southern 


California’s fastest growing cities of 
over 40,000 population; one owner 16 
years in same location, near Los An. 
geles; Hamilton, Elgin, Gruen an@ 
Parker franchises; new fixtures and 
clean up-to-date stock; store has ex- 
cellent reputation with mostly cash 
business; good lease; about $35,000 
mostly cash; owner retiring. Address 
“T., 2540,” care J C-K. 





ESTABLISHED retail jewelry store in 
thriving Texas town, with popula- 
tion over 20,000, and extended trade 
territory; fixtures are the newest, in 
blond oak, and one of the finest 
fronts to be found; 100% location; 
completely refrigerated air condi- 
tion; did over $100,000 volume for 
last fiscal year; $30,000 will handle, 
including stock; authorized dealers 
for nationally advertised brands of 
watches, silver, china and crystal; 
watch repair department will handle 
two men. Address “S., 2768,” care 
J C-K. 


For Sale 


Tools, Equipments 











USED ttools, benches, lathes, cleaning 
machines, staking tools, ete. P. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





FIXTURES for sale; due to alterations; 
13 drop ceiling lights; six day light 
show case lamps; three ceiling fi 
lamps: send for photograph and prices. 
Reussilles’, Red Bank, N. J. 


ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2. N. J. 





WE have four Pennant lathes, crackle 
finish, excellent condition, $49.50 each; 
and four special built chrome lathes, 
10” bed, like new, $59.50 each; all with 
tail stock and tee rest. A. W. Thacker 
een. 423 Federal St., Pittsburgh 

, ra. 











ENGRAVING tools made of finest hard- 
ened steel, specially treated to hold cut- 
ting edge: can be sharpened on fine 
India stone; made in one size only, 
3/32 x 3/32 x 2% inches long; price 
75¢ each. Send money order to W. W. 
Ellis, 17 E. Sharon Ave., Glendale, 
Ohio. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers 
repair checks, jewelers’ deposit enve- 
lopes with call checks; printed supplies 
of every description. Write for samples. 
Dauer Printing Company, Manufactur- 
ers, Printing, Engravers, 31 East 22nd 
St., New York 10, Y. Algonquin 
4-2174. We ship open account, parcel 
post or express to any part of the 
United States. 
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Business Opportunities 











EVERY EFFORT is made by The Jewel- 
ers Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





WANT to buy, a small repair business, 
preferably in New York City. Address 
“AK, 2803,’’ care J C-K. 





——— - 


AUCTIONS successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard Levy, 5200 
Blackstone Ave., Chicago 15. 








WANTED to buy; established jewelry 
store, by watchmaker; large or small 
town; no blue skies; clean merchan- 
dise; cash deal. Address “E., 2809,” 
care J C-K. 





AUCTION sales conducted in a digni- 
fied manner; references furnished. 
Call or write, Morris Fair, 902 Gulf 
States Bldg., Dallas, Texas. 





‘WANT to purchase; established jewelry 
store, grossing $100,000 to $200,000 
yearly; reply held confidential; prefer 
Southern location. Address “B., 2845,” 
care J C-K. 





JEWELRY stores wanted by chain store 
organization seeking to expand its op- 
erations; will consider every store in 
any city; all replies confidential. Ad- 
dress “J., 2740,’’ care J C-K. 





GORDON Bros., oldest and largest 
cash buyers of jewelry stores and 
surplus stocks; established 1903. 
18 Province St., Boston 8. Contact 
collect. Capital 7-1728. 





SHIGHEST cash buyers of jewelry stores, 
stocks, fixtures, good will, accounts re- 
ceivables; high type personnel; coast 
to coast ; all correspondence confidential. 
National Capital Co., 545 Fifth Ave., 
New York 17, N. Y. 





COLMES BROS., cash buyers of jewel- 
ry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St., 
Boston, Mass. 


a 











AUCTION for profit; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers references 
furnished; stocks bought. Herman 
een, 386 Fulton St., Brooklyn, 


a 


AUCTIONEER; eight successful sales 
conducted in 1948; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. 


a 














‘STORE wanted; would like to purchase 
a jewelry store, cash or credit type 
business, with good reputation and es- 
tablished following; must be within 75 
miles of New York, in New York state. 
Address “K., 2632,” care J C-K. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





AUCTIONEERS with 30 years of leader- 
ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben Tipp, Seat- 
tle ; Noack - Hardger, Sacramento, 
Calif.; Pfeifer Bros., Little Rock; Hal- 
tom’s, Ft. Worth, two group auctions 
for St. Louis’ leading jewelers; 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and trade 
references; for immediate action 
write, wire, telephone. Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 





ARE you going out of business? I can 
guarantee you the cost of your mer- 
chandise with my personally con- 
ducted auction sale; no sale too 
large or too small; I will also pay 
cash for your entire store with or 
without fixtures; write for my prop- 
osition; all correspondence confi- 
dential; ~ +t of references through- 
out past 30 years. Harry Weisz, suc- 
cessor to Herman Nathan, 59 E. 
Madison St., Chicago, Il]. Dearborn 
1684. 





AUCTIONEERS V. C. Kelley and 
Harry Michelson; for over 20 years 
America’s most successful jewelry 
auctioneers; rich in experience, out- 
standing in ability; capable of han- 
dling the bigger stocks and the 
finer goods; and above all we 
possess the skill to get the most for 
your stock; recently sold over $250- 
000 for the three following stores; 
Brackin Jewelry, Pensacola, Florida; 
Sterling Jewelry, Cincinnati, Ohio; 
Dame & Wilson, Richmond, Indi- 
ana; best of references. Write or 

- wire V. C. Kelley, 6956 N. Ashland 
Ave., Chicago, III. 





MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can be 
done, with one of my dignified auc- 
tions; I guarantee that there will be 
no loss and that your prestige will 
even be enhanced in your commu- 
nity; or if you want to sell your 
stock outright, I will buy it at the 
highest price; write or wire for de- 
tails; all correspondence strictly con- 
fidential; bank and trade references 
on request. M. C. Maxwell, 1429 
Boardwalk, Atlantic City, N. J. 











ANNOUNCEMENT; A. E. Gates & As- 
sociates, Jewelry Auctioneers; if 
you are retiring from business, or 
wish to reduce your stock, we will 
be able to conduct your sale after 
May 15; this is the first open date 
we have had in 10 years; “‘There 
must be a reason’’; our proven abil- 
ity of many years successful selling 
for leading jewelers throughout the 
United States, will also apply to 
you; we can sell all or any part of 
your stock, quickly and profitably; 
write or wire for terms and date. 
A. E. Gates, Great Southern Hotel, 
Hollywood, Fla. 


WOULD you like to retire from busi- 
ness, if you were given a responsible 
guarantee that your stock, accounts 
and fixtures would be sold for more 
than the wholesale cost? Our service 
will secure a cash buyer for your 
store as it stands today as a going 
concern; your good-will and lease 
will sell for cash the same as your 
stock; we are not stock buyers, but 
one of the oldest exclusive jewelry 
brokers in business; unquestioned 
bank references; also references 
from clients who have used our ser- 
vices recently; no store too large 
or small to use this service; write 
for competent appraisals and com- 
plete details without obligation. Mc- 
Rae & Shaw, 168 N. Michigan Ave., 
Federal Life Insurance Bldg.. Chi- 
cago, Ill. 











Wanted to Purchase 














WANTED: 16 size, gold filled, second 
hand ladies’ open face stem case. B. O. 
Simpson, 1 North St., Auburn, N. Y. 








CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 

WANTED to buy; Patek Philippe gold 
wrist watches; Patek minute repeaters; 
mechanical birds, cage or box. Manna 
Bros., 1142 Sixth Ave., New York City. 











HIGHEST prices for old watch move- 
ments, 0 to 18 size preferred; check 
mailed immediately ; estimate subject to 
your approval. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, Ill. 


WANTED to buy, for cash, surplus stock 
of watches, jewelry and diamonds at 
highest prices; bank references: all 
correspondence confidential; call or 
wire collect. London Watch Co., Inc., 
2 E. 45th St., New York 17, Mu 7-7743. 


WANTED, used sterling flatware or hol- 
lowware; inactive Community plate, 
Holmes & Edwards and Rogers 1847; 
we pay for as merchandise not scrap. 
Vroman’s Silver Shop, 520 W. 7th, Los 
Angeles, Calif. 














Watch Work, etc., for 
the Trade 





WE specialize in repairing chronographs 
and repeaters. Richard Flauto & Co., 
48 W. 48th St., New York 19, N. Y. 

WATCH repairing for the trade, price 
list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 











(Continued on page 286) 
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WATCH WORK, ETC., FOR THE 
TRADE—Continued 














(Continued from page 285) 





WATCH repairing for the trade; prompt 
service and reasonable prices; work 
guaranteed. G. Edward Fleisher, P. O. 
Box 944, Lancaster, Pa. 





L. M. MAYRHOFER;; fine watch repair- 
ing for the trade; mail orders; 30 years’ 
experience ; prompt delivery. Room 324, 
awe St., Los Angeles 13, Calif. 

u > 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 ‘ 
48th St., New York 19, N. Y. 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out-of-town 
orders attended to promptly. I. Kunnel, 
2 W. 47th St., New York City. Phone 
Lu 2-3163. 





8sOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable price list upon request: mail 
orders invited. David Migdal & Co., 
109B Summer St. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





CHARLES KALMUS & CoO., 1751-3 Mon- 
roe Ave., New York 57, N trade 
repairing since 1920; fast service: qual- 
ity work, timed on Western Electric 
Watchmaster; Holmes Protection. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





ELECTRIC clock motors repaired like 
new; we _ specialize McClintock and 
Hammond motors; we also do electric 
clock repairing; send your motors or 
clocks to Ace Watchmakers, 35 S. Dear- 
born St., Chicago 3, IIl. 





WATCH repairing, for the discriminat- 
ing jeweler; weekly service; one 
year guarantee; electronically tested 
for accuracy and perfection; rea- 
sonable rates. Max Kinberg & Sons, 
1910 Arthur Ave., New York, N. Y. 
LU 3-5865. 





EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; all 
watches timed and tested by the latest 
Western Electric Watchmaster: time 
charts for each watch will be supplied 
upon request. L. Z. Orin, 2 Ellwood St., 
New York 34, N. Y. Lorraine 7-1261. 





WATCH and jewelry repairing, beads 
restrung; watch case repairing; 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave., N. W. 
Canton, Ohio. 





TWENTY-FIVE years’ of experience in 
fine watch repairing; services in- 
clude repair on chronographs, vi- 
brate hairsprings and all types of 
complicated watch repairing ; Watch- 
master machine assures accurate 
timing; work guaranteed, prompt 
delivery of three to six days; price 
list upon request. H. Spielman Co., 
9 Maiden Lane, New York 7, N. Y. 
WOrth 4-3377. 





TWENTY-FIVE per cent discount intro- 
ductory offer; take advantage of this 
introductory offer and let us give you 
25% discount on the first five watches 
you send us; let our 17 years’ experi- 
ence prove to you that you will get 
watch repairs of the highest quality; 
we are chronograph and repeater spe- 
cialists ; each watch is timed and tested 
on our Watchmaster before leaving the 
shop; member of the Jewelers Board of 
Trade; price list upon request; our 
work is good, we want you to know it; 
send us your trial order now. Perfect 
Watch Repair Service, 323 W. 5th St., 
Room 306, Los Angeles 13, Calif. 





IMPORTANT; your watch repairs; 
any make, any size watch accurately 
repaired and at today’s most reason- 
able prices; we offer you the finest 
craftsmanship, fully guaranteed; 
prompt service and postage prepaid; 
for nearly a third of a century, this 
has been our policy; send us a trial 
package today; prices quoted on re- 
quest. National Wach Repair Co., 
727 Sansom St., Philadelphia 6, Pa. 








Special Order Work and 
Repairs for the Trade 








ASSEMBLY work for class rings expertly 
done; inquiries welcomed. Hart Jewel- 
7 a Inc., 85 Columbia St., Newark, 





BEADS restrung; all style beads re- 
strung, plain or knotted; prompt ser- 
vice ; can furnish references. Mrs. Helen 
E. Stump, 202 State St., Shillington, 
Pa., near Reading. 





ENGRAVING trophies, silverware, jewel- 
ry; high grade workmanship; attrac- 
tive layout; prompt service. Arthur 
M. Schatz, 1016 . Ft. Thomas Ave., 
Fort Thomas, Ky. Greater Cincinnati. 





PEARLS and beads restrung; rosaries 
repaired by experts for the _ trade; 
right prices; prompt service; monthly 
billing. Woodman’s, 55B Eddy St., 
Providence, R. I. 





FOUNTAIN pen and lighter repairing; 
experts on all makes; authorized ser- 
vice station Parker, Schaeffer, Water- 
man, Eversharp. Personal Pen Co., 
333 Washington St., Boston 8, Mass. 





DIAMOND cutting; expert work; recut- 
ting to size, repairs and repolishing. 
Jewel-Gem Co., Inc., 48-35 41st St, 
Long Island City 4. Stilwell 4-5665, 
New York. 





MOUNTINGS for cameos, brooches, pen- 
dants, earrings, etc., made to your spe- 
cifications; free estimate; prompt ser- 
vice; satisfaction guaranteed. C. Merle 
Dubs, Manufacturing Jeweler, 231 
North St., Harrisburg, Pa. 








JEWELRY repairing, diamond Setting 
and special order work for the 
trade; all work guaranteed; tyo 
days’ service on sizing and minor 
repairs; mail orders accepted, 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 








ALL under one roof; complete jewel. 
ry repair service, including sizing, 
special orders, setting, engraving, 
plating; everything else the retail 
jeweler requires; rapid mail service, 
Star Jewelry Repair Co., 24 William 
St., Newark, N. J. 





——— 


SILVER and gold plating, hollow. 
ware and flatware; repairing of the 
most intricate nature on_ sterling 
and plate, for the discriminating 
jewelers from coast to coast; 46 
years for the trade. Oxford Silver. 
smiths Co., Repair Dept., 875 Sec- 
ond Ave., New York 17, N. Y. 








To Let 


| | 


BENCH space suitable, for jewelers or 
setters, in fully equipped, modern, light, 
clean shop; 45th St., New York City. 
Call Lu 2-4139. 





EXCELLENT retail jewelry location, 23’ 
x 70’, with basement, two doors from 
Kay’s Jewelry Store, in Springfield, IIL. ; 
will give long term lease; available for 
occupancy June 1. Write, Bowman & 
Rummel, 405 N. Sixth St., Springfield, 





Miscellaneous 


| 


JEWELRY, silverware and plastic en- 
graving taught. A. . Hemersbach, 
Tutor, 302 Fifth Ave., New York. MU 
4-7572. 





WATCHMAKERS’ JOURNAL contains 
valuable information for watchmakers 
and students; send 15¢, stamps, for 
sample copy. Dean Co., 116-A Nassau 
St., Sow Form 7, Me Xs 





WATCHMAKERS, jewelers, engravers, 
increase your salary by taking up @ 
home-study course in diamond setting 
in approximately 10 easy lessons; this 
course developed by expert diamond 
setter, with 35 years’ experience; ref- 
erence, Jewelers Board of Trade. For 
full particulars write, Fred G. Dahlin, 
108 N. State St., Chicago 2, Ill. 


ed 





WATCHMAKERS; be a chronograph 
technician; learn the new world- 
wide copyrighted, fully illustrated 
‘“‘Eseml-O-Graf” method of servic- 
ing chronographs and complicated 
watches; requires only five months, 
25 hours a week; approved for 
veterans. Write, Western Pennsyl- 
vania Horological Institute, Desk 
18A, 808 Ridge Ave., Pittsburgh, 
Pa. World’s Largest Watchmaking 
School. 


—— 
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and in Conclusion... 


YOU CAN REMAIN PROSPEROUS 


In a recent issue of Life magazine, an article told of a 
Platte River farmer who was proudly conducting a reporter 
on a tour of the valley showing him what had been accom- 
plished in improving the productiveness of the land. “These 
days,” said the farmer, “nobody had a right to make a poor 
showing.” He stopped by the side of the road to point out 
two fields. The one on the right was full of heavy bearded 
barley while the one on the other side was covered with 
weeds which had choked out everything else. 

The farmer stormed “This is an outrage!”’ For, as he 
explained, the same fertile ground was on both sides of 
the road. 

How many times have we seen a similar situation on 
Main St., U. S. A., where a merchant on one side of the 
street has succeeded in filling his store with a lush crop of 
profitable business, while a retail establishment in the same 
line, on the other side is being over-grown with weeds as 
its accounts go to seed. 

It’s the same fertile ground on both sides of the street! 
There is equal opportunity for both merchants. We echo 
the cry of the farmer “this is an outrage.” 

It is an outrage because the ineffectual operation of a 
retail establishment is a wasteful drain on the economy of 
the industry it represents. It is an outrage because an 
unprofitable store is not necessary today. Again we borrow 
an expression from the Platte River farmer, “These days 
nobody has a right to make a poor showing.” 

This may sound like fancy talk or wishful thinking. But 
wait. Barring strictly local conditions which in some iso- 
lated areas, of course, create an impossible situation, the 
statistics on business activity in this country are such as to 
provide nothing but encouragement for the security of our 
enterprises. Let us look at some facts as released by var- 
ious responsible sources: 





Personal income in January 1949 was running at the annual rate 
of $220.8 billion. This is higher than in January 1948 and compares 
with $191.5 billion at the beginning of 1947. 

The food and commodity price indices have stopped their infla- 
tionary rise, declining during recent months to create a healthy posi- 
tion for the country’s economy in its transition from one of spiraling 
prices to one of stability. 

$34 billion is the fabulous amount in savings and time deposits as 
of January 1949. A one per cent increase during 1948. An all-time 
high in the history of American banking. 

Employment figures for March 1949 stand at 57,647,000—with nor- 
mal seasonal increases anticipated during the next month. 

Since 1946 the sales of E Bonds have steadily been increasing while 
the redemption of E Bonds has been steadily decreasing. This means 
more—and increasing—savings! Said Secretary of the Treasury 
Snyder, on April 21st, “Right now, in the pockets of the American 
people, we have 200 billion dollars of liquid assets.” 

The March 1949 Business Bulletin of LaSalle Extension University 
states, regarding the national picture, “Although business activity 
has fallen off since the very high peak of several months ago, it is 
still as high as it was the early part of last year.” 

Federal Reserve Bank of Chicago in its April issue of “Business 
Conditions” released on April 17 stated “the basic economic condi- 
tions leading to a major recession this year do not now appear to 
be present.” Four factors were mentioned which may even establish 
“1949 as an integral part of the post-war boom”: 

1. There is general agreement that the post-war desires for con- 
sumer goods, both durable and non-durable, have not been satisfied. 
Once price-quality adjustments have been accomplished, a vast market 
is in prospect. 

2. Financial strength characterizes the entire economic system. In 
general, this is true of farmers, urban consumers, business and finan- 
cial institutions. An unprecedented volume of well-distributed sav- 
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ings exists . . . will be ready tu come into the market when the 
owners consider that prices are right. 

3. There has been very little speculation during this post, 
period. (Speculative bubbles are more likely to burst suddenly than 
the kind of price-income inflation which has taken place in this Post 
war period.) 

4. Government appears more willing to take actions designed to 
strengthen weak segments of the economic structure and numeroys 
support programs already are operative or can readily be made g 

The New York Times reported in a special study on April 18 that 
the conservative buying policies exercised by many men’s and women’ 
clothing retailers, earlier in the season, resulted in an unusually | 
number of re-orders being received in the wholesale apparel market 
during the week before Easter. Millinery manufacturers said Easter 
business exceeded all expectations. Bold-look styles spurred the 
sale of men’s clothing and furnishings; many retailers are Said to 
nave lost sales because of inadequate stocks. 


So, there would appear to be many, many substantia 
reasons for approaching the future with confidence. Many, 
many more encouraging facts than the number of dismal 
items that are conjured up by the apostles of gloom who 
capitalize on prognosticating dire things. 

Collier’s in its editorial for April 16 says, “A great many 
politicians, broadcasters and some journalists are indulging 
in loose and irresponsible talk about business depression, 
Many people fish in troubled waters. The present is no 
time for heedless words. Foolish speech may not produce 
bad times but certainly no good is done by it.” 

The title of the Collier’s article is, “You Can Remain 
Prosperous.” 

We believe that is right. 





THE PX PROBLEM—YOUR PART AND OURS 


“Must” reading for every retailer interested in fighting 
“PX” competition is the news item on page 229, the state. 
ment from the Navy on page 108 and the editorial recom- 
mendations on page 111 of this magazine—and in case 
you missed it last month, we suggest the reading of “that 
PX question” on page 119 of the April issue. The facts 
contained in these items will enable you to intelligently 
follow the industry’s fight to control “PX” competition— 
and help you to apply your influence in support of those 
who will be in the front line of this struggle. 

As we went to press we were informed by Lt. Col. C. B. 
McCoid, Deputy Chief of The Army and Air Force Ex. 
change Service, that membership in the National Guard or 
Reserve does not entitle an individual to an exchange priv- 
ilege. This corrective fact should be taken into considera- 
tion in reading the article on the subject in the April issue— 
and in preparing the industry’s case which will be presented 
before the Congressional Committee. 

On such issues as the “PX” problem we have always 
sought to provide the industry with the facts—and offer 
constructive suggestions for equitable solutions. It is not 
our policy to “view with alarm.” Nor do we seek credit 
for the accomplishment of any trade-wise improvements on 
which, during the ordinary course of duty. we might bend 
our efforts. For. rarely can any individual, or group, by 
itself, alone, produce important industry-wide benefits. 

It is our only desire, that we, along with other sincere i0- 
terests in the manufacturing, wholesaling and _ retailing 
divisions continue to cooperate in pushing toward a common 
goal—a bigger, better, more profitable Jewelry Industry— 
more pleasant place in which we can all live our business 
lives together. 


Manet OFF 


Editor 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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TIE CLASPS 
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Here is a neat group of pcpular items, with all 


the sales points you could ask for. They're tested, fast-selling designs. 


They have realistic “piercing” appearance, properly displayed. They 





Nl 
have the Hadley extension feature, so they properly fit any tie. And 
; 
WIDE * MEDIUM * NARROW 
best of all they're the most popularly-priced, of this type, on the market! 
_ 
f 
it Order quickly, display prominently for nice profits! 
$ 





Handsome new ivory plastic counter unit, displays “sword” type ( \ VA 


clasps naturally, piercing red velvet. Display free with six clasps. 





THE HADLEY COMPANY @ PROVIDEN C E, RHODE i's LAN D 
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Another distinctively new | leirloom pattern oy and what 
a pattern! 


Heirloom sterling designers never stop at mere decgra- 
tion... it’s always a tip-to-tip design job. Each piece is a 
work of art: in form, proportion and in eloquent expres- 
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sion of the central design concept. “Lasting Spring*” 


expresses eternal youthful freshness and grace in every 
lovely curve and line. 


The gorgeous, full-color advertisement shown here 
breaks in the June issues of all these Sterling-selling 


’ 


women’s publications ... read by all your customers: 


LADIES HOME JOURNAL + BETTER HOMES AND GARDENS + VOGUE 
HOUSE BEAUTIFUL + HOUSE AND GARDEN HARPER'S BAZAAR 
’ 


MADEMOISELLE + BRIDES MAGAZINE (August). 


We urge all Heirloom dealers to display “Lasting 
Spring’ prominently . . . to use the co-ordinated display 
and promotional material we have supplied to boost 
your sales and profits. 


cirloom Sterling 


FROM GENERATION TO GENERATION 


* Trade mark. Copyright, 1949, Oneida Ltd., Oneida, N. Y. 





